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Abstract 

This paper allempts to examine and compare EIC and AIC in relation to service qualily 

and customer satis/action. Gronroos' suggesting fhell service quality consisfs 0/ three 

dimensions, technical, jimctional and image, and that image fimctions as a filter in 

service quality perception. However by taking the Gronroos model as a basis the 

researcher developed a proposed model by adding two new dimensions that is Premium 

price and collaborators. The results Fom insurance service sample revealed that the 

dimensions in the proposed model appropriate representation to esfimate the overall 

service quality in the insurance industry. The findings of a survey obtained by the results 

of 265 questionnaires completed by claimants at the main branches 0/ the Iwo insurance 

companies (EIC and AlC) reported that evaluation 0/ services received were higher in 

AlC than in ElC in all of the dimensions measured; the relafive importance aI/ached 10 

each quality attribute was, however, of the same profile for fhe two seclors. The 

perception 0/ the pr()file 0/ services received was, however, different between the 

insurance companies, thus suggesting that they did deliver a different qualify of service. 

The detail results 0/ the questionnaire study were examined and, in conclusion, the 

implications and limitations of the study were discussed Areas for filrther research were 

also suggested. 
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CHAPTER ONE 

INTRODUCTION 

This chapter indicates the flow of the research. Background of the study and statements 

of the problem are provided to describe the area of the study. Further. the general and 

specific objectives, significance of the study, purpose of the study, scope and limitation oj 

the study are discussed. Finally, the organization of the thesis is presented 

1.1. Background of the Study 

To achieve competitiveness, companies today stri ve to understand customer needs, and 

strive to provide services in an effective and efficient manner that satisfies these needs 

(Harris and Harrington, 2000). To evaluate how well thei r companies are meeting 

customer needs, managers often use measurements of service quality and customer 

sati sfaction (Dabholkar, 1995). Therefore, service quality and customer sati s faction have 

received much attention from service ma rketers and academic researchers (Spreng and 

MacKoy, 1996). In add ition, Taylor (1997) has noted that the two constructs (scrvice 

quality and customer satisfaction) have become very important fo r markcti ng theory and 

practice, since many researchers have indicated their rc lationship to desirable consumer 

outcomes ( Li ljander and Strandvik, 1995; Taylor and Baker, 1994; Spreng and Mac Koy, 

1996; Zeithaml et aI. , 1996). 

Customer satisfaction and servIce quality remall1 critical issues in most servIce 

industries, and are even more important for financial service providers that offer 

generall y undifferentiated products. For example, in the insurance industry, the majo r 

approach to differentiation and the pri ncipal means by which one insurer can di sti nguish 

itself from another is service before and after the sale of the policy (Stafford and Wells , 

1996). Otherwise, compan ies are generally unable to differentiate based on marke t 

offerings because insurance providers offer state-mandated standardi zed products. The 

recent emphasis on service quality and customer satis faction in the insurance industry 

illustrates the increased importance insurance providers are placing on service qual ity and 

customer sati sfacti on. For example, the first Quality Insurance Congress in 1993 attracted 



senIor management fro m more than 80 insurance companIes (Roberts, 1993), 

demonstrating the industry's commitment to increased service. Yet, desp ite the se rvice 

emphasis and positive actions taken by the insurance industry, there is li ttlc ex isting 

research that evaluates individual perceptions of the service rendered by insurance 

providers. 

Traditionally, the insurance industry utili zes the complaint rati o as a measurc o r· serv ice 

quality. Thi s rati o is the number of complaints received di vided by a mcasure of 

insurance business in force (Well s and Stafford, 1995), and is maintained by ind ividual 

state departments of insurance. Although the complaint rati o is an objecti ve tool fo r 

calculating a numerical percentage of complaints about a particul ar company, problems 

arise when companies rely so lely on the ratio. 

First, thi s num ber is based on the num ber of individuals who actually complain to the 

company, and fa il s to capture criti cal information such as fee li ngs and perceptions or 

those indi viduals who did not complain (a lthough these uncomplaining indiv idua ls may 

have been unhappy with one or more aspects of the service experience). In ract. insurance 

executi ves have acknowledged that a non-complaining customer is not necessaril y a 

satisfi ed one (Rosenthal, 199 1). Second, the complaint rati o is an overall indicato r of 

service quality. Companies may be cognizant of the ir com plaint ratio, but remat n 

unaware of the individua l problems that prompted particul ar complaints. This lack of 

;pecific knowledge about service shortfall s can result in companies overl ooking criti ca l 

problem areas. 

As today 's marketing philosophy emphas izes on identifying, anti cipating and satis fying 

customer requirements profi tably, companies have moved to customer-centered approac h 

while maintaining better understanding of customer needs and wa nts, and then translated 

them into the capabi lity to provide their customers what the y rea ll y des irc. Evc n though 

insurance companies del ivering diffe rent serv ices, building strong customer-focused 

relationships require understanding the needs of spec ific customers to ensure the fi rm 's 

success in meeting these needs. As a resul t, measuring the sati sfaction of customers with 

the service encounter becomes critica l (Parasuraman et aI. , 199 1). 
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This study was conducted on two Ethiopian Insurance companies. The first one is 

Ethiopian Insurance Corporation (EIC) which is the sole government Ins urance scrvlcc 

provider. And the other is Afri ca Insurance Company (AIC), whieh is one of the pri vate 

111surance companies. 

1.2 History of Insurance Industry in Ethiopia 

The introduction of insurance in its modern form is closely assoc iated with the 

establi shment of Bank of Abyssinia, the first bank in Ethiopia by the year of 1905. In that 

period the bank of Abyssinia was transacting marine and fire insurance by being the 

agent of foreign insurance company. The baloise set up a branch office in Addi s Ababa 

and was soon fo llowed by other foreign companies working on agency basis, until 1950; 

there was no locally incorporated insurance company. In 1952 the first national insurance 

company ,imperial insurance company started operation, during the period insurancc 

business like any commercial activities was admini stered by the pro vi sion of the 

commercial code with the promulgation of proclamation no 28 111997. 

Insurance counci l and insurance controller' s office was set up so as to control and 

regulate insurance business in the company. At the end of 1975, there were 13 private 

insurance companies operating in the country. The Derg, sociali st government in 1975 

nationalized all insurance companies and by proclamation no 6811975 established 

Ethiopian insurance corporation (EIC) which took all there asset and liabilities. 

Consequentl y, from the period 1976 to 1994 the insurance market was dominated by one 

state owned insurance company, EIC, wh ich enjoyed a complete monopoly of all 

insurance business in the country. 

A new paradigm of financia l sector policy came in to being in 1994 when proclamation 

of supervision of private banks and insurance was enacted. This legislation allowed 

private insurance companies to be formed and compute with EIC. The Ethiopian 

insurance industry is currently composed of 10 private insurance companies along side 

one public owned insurance . These private insurance companies are Africa, Nib, Awash, 

Nyala, Nile, Nice, Un ited, Global , Anbessa and Oromia. 
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Under the 8611994 proc lamation, the mll1lmUm capi ta l req uirement fo r a non Ii Ie 
company isEth Birr three million, while for a life company is four million and Eth Birr 7 

million for a compos ite, currentl y no general insurance company in the market has a 

capital of less than Eth birr 8 million and no composite insurer has a capital less than Eth 

birr 25 million . 

There is no local reinsurance company operating in Ethiop ia inspire of the fact that Ele 

accepts inward reinsurance which accounts for insignificant of the prem ium, and most 

reinsurance placed ex ternally. (Abudunasir, 2006) 

1.2.1 Background of the Companies (Ethiopian Insurance Corporation and Africa 

Insurance Company) 

Ethiopian Insurance Corporation (EIC) was establi shed in 1976 by proclamation 

No.6811975. The Corporation came into existence by taking over all the assets and 

liabilities of the thirteen nationa lized private insurance companies, with Birr II million 

(USD 1.29 million) paid up capital with the aim of providing all classes of insurance 

business in Ethiopia and ensuring the insurance services reach the broad mass of the 

people. 

EIC was operating the business for about nineteen years under protected monopoli stic 

system as state owned-sole insurer. After the demise of the Marxist reg ime in micl-1 99 1 a 

fundamental change has taken place and there was a shift in po liti ca l, economic and 

social orientation . Therefore, EIC was re-establi shed as publ ic enterpri se under 

proclamation number 201194 with Birr 61 million (USD 7.13 million) paid up capital. 

Upon re-establishment of the Corporation in 1994 as state owned enterprise, the law 

covers new objectives to the Corporation like engage in the business of rendering 

insurance services and Engage in any other related acti viti es conducive to the attainment 

of its purposes. 
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Currently Ethiopian Insurance Corporation CEIC) has 6 main branches, 25 branches and 5 

contact offices throughout the country. Out of these main branches and branches, the 6 

main branches and five branches are located in Addis Ababa. (IIttp:llwww.eic.com.ef). 

The EIC employees have different educational background. Both the management and 

staff of EIC are highly skilled professionals with outstanding academic achievements as 

well as professional insurance qualifications and many years of practical ex peri ence In 

the insurance industry. (ibid) 

In order to upgrade the educational qualification of its employees, EIC proved its 

outstanding commitment in providing its staff with training programs both in the country 

and overseas. 

EIC provides around 49 types of life; property and liability insurance covers. From the 

total classes of insurance, motor insurance constitutes 14% of the total share. (ibid) 

On the other hand, Africa insurance company is formed with a priority objective of 

providing quality service and with basic tenets to protect its clients. The company's 

formation is in accordance with and as provided for in the licensing and supervision of 

insurance business proclamation No. 8611994 and the commercial code of Ethiopia of 

1960. Africa insurance company was established with an authorized capital of Birr 

30,000,000 and paid up capital of Birr 15,000,000. Presently AIC's paid up capital has 

ri sen to Birr 30,000,000. Insurance transaction has international linkages and in order to 

conform with international insurance practices, Africa insurance company is reinsured 

with well reputed International Re-insurers with adequate securities. By combining its 

resources with strong security of its re-insurers, AIC is capable to provide adequate cover 

to its clients with large ri sks without any constraint. (AIC Company Profile: 2009) 

Africa insurance company transacts more than 14 classes of insurance. Out of the total 

classes of insurance offered, motor insurance accounts more than 77% of the total 

insurance policies. 
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1.3. Statement of the problem 

The concept of service quality is complex, diffuse, and abstract- large ly due to three 

di stinctive features of a service: intangibility, heterogeneity, and inseparability of 

production and consumption (Carman, I 990; Zeithaml , 1988; Parasuraman ct aI. , \985) . 

If service quality is conceived fro m consumer perspective, it is usually linked to the 

leve ls of customer satisfaction , which gives the concept of a subjective nature (based on 

perceived quality), rather than an objective nature , based on technical or mechanical 

quality (Carman, 1990). In this regard , Parasuraman et aI., 1988) defined perceived 

service quality as "a global judgment or attitude relative to the degree of excellence or 

superiority of service". 

Contemporary service sector firms are compelled by their nature to provide excellent 

service in order to prosper in increasingly competitive domestic and global marketplaces 

(Sultan and Simpson, 2000). As service firlns find themselves in an increasingly 

competitive and complex business environment, they are inevitably driven to examine 

their service delivery processes critically. The focus of such internal analys is is ultimately 

about customer satisfaction, and how bottom-line results can be actual ized through 

delivering quality services to customers via flawless interface platforms. This is not on ly 

the case in the private sector, but also increasingly in the public sector. Public sector 

finn s are trying to make administration more efficient and more citizen-oriented 

(Scharitzer and Korunka, 2000). 

Consumers have a key role in defining and evaluating servIce e lements and it is 

imperative that service providers have a clear understanding of consumer expectation and 

perception. Parasuraman et al (1985) argued that perceived service quality is best seen as 

the degree and direction of the discrepancy between consumers' perception and 

expectation. Various studies have already been done on this matter. According to thc 

researcher personal observation all these studies are related to African countri cs . 

European countries or US insurance industries. I have not come across with any of such 

study in Ethiopian context. Almost all the studies have been done on the relationship 

between service quality and customer satisfaction using a SERVEQUAL model. In fact, 
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there are varying factors that affect service quality and customer sati sfaction in insurance 

industry which were not addressed previously li ke technica l quality (out put), company 

image, premium price and co llaborators. 

Consequentl y, the researches did not show which servIce quality dimensions have a 

decisive and negative impact on the overall service qualities, is service quality contributes 

to customer sati sfaction or not and there is a real question about doe ' s claimants of 

different insurance companies' has different level of sati sfaction or not? There is no 

empirical study about the out come of service quality and sati sfaction in Ethiopia case 

done by the combination of the above factors. 

In order to understand the level of service quality and customer sati sfacti on in insurance 

industry is it necessary to measure the claimants' response using the proposed model 

dimensions. 

In order to take the lead ing position in the service industry and satisfy their customcrs, an 

insurance company could compare their services with other finn s in the industry. Becausc 

of the above reasons the student researcher was encouraged to compare the service 

quality difference offered by EIC and AIC companies and its impact on customer 

sati sfaction. 

Both EIC and AIC are attempting to deliver quality servIces to their customers and 

introduce different types of services to the market and undertake evaluation of their 

serv ice performance for the past years. However, as service is different from company to 

company and customers become more aware of the services offered by other firms within 

the industry, there fore companies should have to explore the qua li ty of the services 

offered by these companies. 

Keeping thi s in mind, the study attempts to answer the following questions: 

I. What is the overall level of cllstomer sati sfaction with EIC and AIC's servIce 

deli very practices? 
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2. Is there any signifi cant difference between the two insurance compani es on the 

part of service quality dimensions? 

3. Do service quality dimensions, overall service quality and customer satisfaction 

associate wi th each other in EIC and AIC funct ioning? 

4. What is the ro le of each service quality dimension in estimating corporate image 

and overall service quality in the targeted companies? 

1.4 Objectives of the Study 

The main objective of the study is to assess and compare the service quality and leve l of' 

customer satisfaction in EIC and AIC in Addis Ababa (the capital city). The specific 

objectives include: 

• To compute the overall level of customer satisfaction and service qua li ty at El C 

and AIC; 

• To see the significance of the difference between the two companies alo ng the 

service quality dimensions; 

• To examine the association of service quality dimensions, overall service quality 

and overall customer sati sfaction; 

• To assess the role o f service quality dimensions in estimating the corporate image 

and overall service quality. 

1.5 Purpose of the Study 

In light of the need to retain customers rather than merel y se ll them a single product or 

service line, insurance companies must focus on developing relat ionships that endure 

beyond the last sa le. The purpose of thi s paper is to asses and compares the two insurance 

compan ies using the most critical determinants of perceived service quality and fee lings 

of satisfact ion in the auto insurance claims, using the proposed model to a group of 

consumers invo lved in filing motor insurance claims. More specifically, functional , 

claims settlement (technical), premIum pnce, image and collaborators responses to 

metric measures of satisfaction and service quality were compared because the resca rcher 

is interested in comparing companies based on customer rati ngs, the researcher was also 
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seek to dete rmine if customer ratings of these dimensions are consistcnt across competing 
· . 1I1surance compa111 es. 

1.6 Significance of the Study 

The research result is signifi cantly important for EIC and AIC in particular and for all 

insurance companies in general, while shedding the light on the importance of studying 

service quality and customer sati sfacti on in retaining customers. It helps in understanding 

weakness and strengths of the companies under study on the part of service quality on 

offer and the level of sati sfaction that customers maintain , there rore, wil l guide needed 

resources in the problem areas together with taking all the necessary measu res to 

overcome lower level of sati sfaction while improving service qualit y. 

It will al so help the researcher to acquire practi cal marketing knowledge abo ut how 

service quality and satisfaction interact and why it is important to measure them by the 

compa111es. Hopefully, it will inspire other students to further deepen their research 

knowledge while opening the doors to investi gate service quality and customer 

sati sfaction in other sectors than insurance, and parallel to thi s, maintains contri bution to 

the ex isting literature related to marketing of services in general and insurance secto r in 

parti cular. 

Generall y, results reported here will aid in the understandi ng of the subtl e distinctions 

between customer sati sfaction and service quality in the moto r insurance claims process 

by identify ing those dimensions that contri bute sign ificantly to each of these criti cal 

evaluati ve components. 

1. 7 Scope of the Study 

This study would be full-fl edged if it covers the tota l ll1surance companies and their 

respecti ve customers' perceptions of se rvice quality and sati sfacti on. However, it 

incorporates onl y two insurance companies that are lead ing in te rms of claims ratio In 

motor insurance as compared to other private insurance companies. 
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Since it is difficult to assess the service quality of all classes of services offered by EIC 

and AIC the research is del imi ted only to one serv ice that is c laimants of motor 

insurance. This is selected because of that motor class is characterized by relati vely hi gh 

share and high claim frequency. For these reasons, the researcher opted to asscss and 

compare the targeted insurance companies' performance based on motor insurance 

customers perceived service quality and sati sfaction. In addition respondents were 

identified on ly from the main branches of Addis Ababa who purchase motor insurance 

policy in both EIC and AIC since these braches maintained largest number of policies. 

1.8 Limitations of the Study 

Some of the limitations noticed during undertaking this research are the following. Since 

the number of companies under thi s study is on ly two insurance compani es , as a rcs ult or 

thi s it may not be possible to generali ze for all Ethiopian case. In addition to the number 

of claims incurred in EIC and AIC is greater than other private insurance companies the 

management' s fri endly and responsiveness to the researcher's enq uiri es to get access to 

and co llect the required data for thi s study encouraged the researcher to conduct thi s 

research at E IC and AIC. 

The other limiting factor IS that, the data available in the insurance companies is 

maintained in the " number of policy", and thi s number of policy does not indicate the 

number of customers or number of cars insured, because one policy may cover one car or 

more than one. There fore it is difficult to know the exact figure of the num ber of cars 

insured in the two insurance companies. 

1.9 Organization of the paper 

This research is organized into five chapters. The first chapter briefly di scusses 

background of the problem area, and states the research problems, objectives of the study, 

and scope and limitations of the research. Chapter two Provides an overview of the 

li terature Chapters three explains the methodology of the research foll owed by discussion 

the analysis and interpretation of the finding under chapter four. Chapter fi ve summarizes 

main ideas and forwarded recommendations for future work. 
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1.10 Operational definition of terms 

• Illsurallce can be defined as a socia l scheme which provides financia l 

compensation for the occurrence of a misfortune. 

• Auto illsurallce (also known as Vehicle, Motor or Ca r insurance) purchased fo r 

cars, trucks, and other vehicles, with primary use to provide protection against 

losses incurred as a result of traffic accidents and against liabil ity that could be 

incurred in an acc ident. 

• Premium price is the money paid to insurance companies at spec ifi ed intervals to 

maintain cover. 

• Claim settlemellt The payment, proceeds by an insurance company to the insured 

when a valid insurance claim is made to settle an insurance claim within the 

guidelines stipu lated in the insurance policy. 
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CHAPTER TWO 

REVIEW OF LITERATURE AND CONCEPTUAL FRAMEWORK 

Service quality and Customer sat is/action are the concepts received greal consideralion 

in marketing literature due 10 their significant contribution to business sustainability in 

the competitive world. Moreover, measuring service quality Font customer perspectives 

has been given increased allention in the recent years. This chapter explores the 

available literature on service quality and customer satisfaction. Finally, a model is 

proposed based on the identified relationship among these constructs. 

2.1 Introduction 

There is a growing importance of services in the world economy. Services contributed a 

total of 43% Eth iop ian GDP in year 2009 and 66.3 per cent of world gross domesti c 

product (GDP) in the year 2000. (CIA, 2009) The large contribution of services to the 

GOP stems mostl y from the strong financial sector of Banks and Insurances. 

Services are diffi cul t to manage due to certain inherited characteristics such as 

intangibility, heterogeneity, inseparati bility and perishabi lity. The complex nature of 

services, coupled with the growing prominence of the services sector has also increased 

the need fo r better service quality. Therefore, the topic of serv ice quality is increasingly 

recogni zed as being one of the key strategic va lues of organi zations in both the 

man ufacturing and service sectors (Lewis, 1991). Service qual ity, allows the company to 

different iate itself fro m its competitors by increasing sales and market shares, it results in 

the satisfaction and retention of customers and employees, thus reduci ng turno ver rates, it 

leads to repeat purchase behavior and brand loyalty and fu rthermore, new customers are 

attracted tlu-ough positive word-of-mouth, (Newman, 200 1; Caruana, 2002 ; Wang et aI. , 

2003). 

Over the past decades, fu ndamental changes in the industry of fi nancial intermediation, 

such as deregulation and ad vances in technology, had a visible impact on the provision of 
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financia l services. Deregulation, in va ri Ous parts of the world, has made fl exible thc 

provision o f fi nancial services and promoted competi ti on among financial institutions. 

This is mainly due to the removal of significant restri ctions that havc previous ly 

hampered the horizontal and, to a greater extent, the vertical expansion of financia l firms. 

Teclmological progress has also increased profi tability and faci li tated fas ter processing 

and monitoring of multiple acti vities at even lower costs (Berger and De Young 2006). 

Banks and Insurance are an important part of the financial services industry (M ishki n, 

200 I). In line with the trend towards a more integrated globa l financia l envi ronment. 

many regulatory, structura l and technological changes have taken place withi n the world 

financia l industry (A ngur et aI. , 1999). Fi nancial sectors are expanding across borders, 

offering a diverse portfo lio of competit ive services and restructuring their services 111 

order to make use of rapid technology and to meet the changing needs of customers. 

2.2 Services 

2.2.1 Definitions of services 

Kotler and Armstrong (1996) defines services as an activity that one party offers 10 

another that is essentially intangi ble and does not resu lt in the ownership of anythi ng. Its 

production mayor may 110t be tied to a physical product. 

Gronroos (200 1) defined it as follows: 

A service is an activity or a series of activities of a more or less intangible nature Ihal 

normally, but nol necessarily, takes place in the interaclion between the customer and 

service employees and/or physical resources or goods and/or systems of the service 

provider, which are provided as solutions to cuslomer problems. 

Zeil/t(lllll, Bilner (111£1 Grelller (2006: 4) defi ne services as all economic acti viti es that 

take place in an interac tion process for creating customer satisfaction, although thi s 

interact ive consumption does not always lead to materi al possess ion. 

Zeithaml and Bi tner ( 1996), descri bed services as including: 

13 



all economic aclivilies whose outpul is not a 

physical product or construction, is generally consumed al the 

time it is produced, and provides added value in forms (such 

as convenience, amusement, timeliness, comforl or health) Ihal 

are essentially intangible concerns of its/irst purchaser. 

The conclusion derived fro m the above definition is that services deal wit h inta ngible 

components. The purchase of services does not nccessaril y result in phys ica l trans fe r or 

ownership but still creates a bundle of benefits du ri ng or after the service interaction or 

expen ence. 

2.2.2 Characteristics of Services 

Services have a number of unique characteristic that make them to different from 

products.( Kotler, 2003) They are: 

1. Intangibility 

Service is intangible that lacks physical ex istence. You, for example, pay fees for a term 

in college; you are paying for the benefit of deriving knowledge and education , whi ch is 

deli vered to you by teachers. When you buy a cake or soap, you can scc. fCel. touch and 

use it to check its effecti veness in cleaning. In contrast to the soap you can immediate ly 

check its benefits, there is no way you can do so in case of the teachers who are providing 

you the benefits. Teaching is an intangible service. Services cannot be felt, tasted , 

touched or seen in the same way as -goods. However, there are always some tangible 

components, wh ich he lp consumers, evaluate services. On a fli ght , for example the tota l 

service experi ence is an amalgam of many disparate components, such as the experience 

at the airport, the nature of the services, on board and the in-flight enterta inmen t. Service 

comprises many tangible elements thi s is hardl y comparable wi th physical product li kc 

television or a su it, where the total product can be seen, examined and evaluated. (ibid) 

2. Inseparability 

The most basic and uni versa lly cited, difference between goods and serv ices IS 

intangibility. Because services are performances, in most cases serv ices cannot be 
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separated from the person or firm providing it. A person who possesses a parti cul ar sk ill 

provides Service. For example, a plumber has to be phys icall y present to provide the 

service; the beautician has to be availab le to perform the massage. This is in dircct 

contrast to products which can be produced in the factory today, stocked for the next two. 

three and more months and so ld when an order is procured. 

3. Heterogeneity 

As services refer to performances and are frequently produced by humans, no two 

services will be precisely alike. The employees deli vering the service are the service in 

the customer's eyes. However they may differ in their perfo rmance. Heterogeneit y also 

results among service receivers as no two customers are precisely alike; each will have 

unique demands or experiences the service in a unique way. Thus, the heterogeneity 

connected with services is largely the result of human interaction between and among 

employees and customers and all of the vagaries that accompany it. 

For example, a tax accountant may provide a different service experi ence to two di rrercnt 

customers on the same day depending on their individual needs and personalities and on 

whether the accountant is interviewing them when he or she is fresh in the morning or 

tired at the end of a long day of meetings. The doctor who gave you hi s complete 

attention last visit may behave a little differently the nex t time. Airlines, restaurants, 

banks, hotels have a large number of standardized procedures. (ibid) 

4. Perishability 

Can you save the treatment given to you by your doctor? Obviously no, so it basica ll y 

refe rs to the fact that services cannot be saved, stored, reso ld, or returncd . A seat on an 

ai rpl ane or in a restaurant, an hour of a lawyer's time, or telephone line capacity not used 

cannot be reclaimed and used or resold at a later time. A car mechan ic who has no cars to 

repair today, or spare berths on a train, unsold seats in a cinema hall represent service 

capacity, which is lost forever. 

Apart from the fact that service is not fully utilized represents a tota l loss, the other 

dimension of thi s. There is a peak demand time for buses in morning and evening (offi ce 

hours) , certain tra in routes are a lways more heavily booked than others. This is in 
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contrast to goods that can be stored in inventory or reso ld another day, or even re-turned 

if the consumer is unhappy. Wouldn ' t it be ni ce if a bad haircut could be re-turned or 

resold to another consumer? Perish ability makes thi s an unlikely possibility fo r most 

services. (ibid) 

5. Simultaneous Production and Consumption 

All the goods are produced first, then sold and consumed while most services are sold 

first and then produced and consumed simultaneously. For example, an automobilc can 

be manufactured in Detroit, shipped to San Franci sco, sold two months later, and 

consumed over a period of years. But restaurant services Calmot be provided until they 

have been so ld, and the dining experience is essential produced and consumed at the 

same time. Frequently thi s al so means that the customer is present while the service is 

being produced and thus views and may even take part in the production process. This 

also means that fTequentl y customers will interact with each other during the service 

production process and thus may affect each others' experiences. 

For example, just suppose strangers are seated next to each other in an airplane may well 

affect the nature of the service experience for each other. That passengers understand thi s 

fact is clearl y apparent in the way business trave lers will o ft en go to great Icngths to bc 

sure they are not seated nex t to families with sma ll children. Another outcomc or 

simultaneous production and consumption is that service producers find themsel ves 

playing a rol e as part of the product itself and as an essential ingredient in the service 

experience for the consumer. When yo u buy a product you become its owner - be it a 

pencil , book, shirt, refrigerator, or car. In case of service, you may pay for its use but you 

never own it. [n case of service the payment is not for purchase, but only for the use or 

access to or for hire of items or facilities . (ibid) 

6. Variability 

Services are highl y variable, since they depend on persons who provide these se rviccs 

and when, where, and how they provide. For example, some doctors have excellcnt 

bedside manner; others are less pati ent with their pati ents. Some surgeons arc every 

16 



successful in performing a certain operation and others are less successful. Service buyers 

are often aware of the variability and talk to others befo re se lecting a service provider. 

So as to improve the quality service fi rms can take three steps towards quality contro l. 

I. The first is investing in good hiring and trai ning procedures. Recru iti ng the right 

service employees and prov iding them with requi site traini ng . 

2. The second step is standardizing the se rvice perfo rmance process throughout the 

organization; th is is helped by preparing a service blueprint that depicts event s 

and process in a flowchart; with objective of recogni zi ng potential fail poi nts. 

3. The third step is monitoring customer satisfaction through suggestion and 

complaint systems, customer surveys, and comparison-shopping. (ibid) 

2.3 Insurance- defined 

Scholars and writers have gIven van ous definitions of insurance from diffe rent 

perspectives such as economic, social , legal, etc. three definitions are provided below 

cited in J-Iailu Z., (2007). 

Pfeffer (1956) provides the fo llowing definition of insurance: 

insurance is a device for the reduction of the uncertainly oj' one party 

called the insured, though the transfer oj' particular risks 10 anal her party, 

called the insurer who offers a restoration, at least in part, of economic 

losses suffered by the insured. 

Pritchett,et al ( 1996:52) provide the fo llowing definition of insurance: 

insurance is a social device in which a group oj' individuals (called ' 

insureds ') transj'er risk to another party (called the 'insurer ") in order to 

combine loss experiences, which permits stat istical prediction oj'losses and 

provides for payment of losses ./i'om fimd contributed (premiums) by all 

members who tram/erred risk. 

Article 654 (2) o f the commercial code o f the Empire of Ethiopia (1960: 140) provides a 

legal definition of insurance as fo llows: 
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An insurance palicy is a contract whereby a person called the insurer 

undertakes against payment oj one or more premiums to pay to a person, 

called the ben~fic iary, a sum a/money where a specific risk materializes. 

All these definitions focus on the concept of ri sk pooling or group sharing of losses. That 

is, persons exposed to loss from a particular source combine their risks and agree to share 

losses on some equitable basis. Ri sk poo li ng, or what will later be called the "risk 

transfer," is at the very heart of the typica l insurance arrangement. The provider of the 

insurance can be viewed as an insurance system, a term broad enough to include 

insurance companies and self- insured arrangements in the pri vate sector, and the various 

kinds of social insurance in the governmental sector 

The insurance industry plays an important ro le in insuring the economic we ll being o f 

one country, but it does not have a high profile and therefore many people have little idea 

of the full role it plays. The insurance services provided to industry and ind ividual s. has 

fa r-reaching benefits both for those who insure and for the country as a whole . It prov ides 

a form of peace of mind, or security, which is a vital importance in the industry and 

commerce. It also contributes to a general reduction in the economic waste, which 

follows fro m loss ((Harrington and Niehaus, 2004) 

2.3.1 AUTO Insurance 

Personal auto insurance, which protects against many losses associated with au to 

accident, is the largest line of property- liability insurance in terms of premium vo lume. 

The major loss exposures arising out of the automobi le accident are: ( I) lega l liabil ity ror 

harm that you cause others as a result of your negligence, (2) bod ily injury to you and 

members of your family, and (3) property damaged to and/or theft of yo ur vehiclc(s) , 

there fore the insurance coverage that is available covers part or all of theses losses. 

(Harrington and Niehaus, 2004) 

The personal auto policy includes fo ur main types of coverage: ( I) " third party" liabi li ty 

coverage for li ability to third parties harmed by negligence of an insured person; (2) "fi rst 
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party" medical payments coverage for the insured, or in the states with no-Cault or related 

laws, personal injury protection coverage for the insured ' s medical expenses and loss of 

income; (3) uninsured and underinsured motori sts coverage for losses caused to an 

insured by drivers without liability insurance and drivers with comparative low liability 

insurance limits; (4) coverage for physical damage to or theft of insured autos. This 

section provides a brief overview of these coverages.( ibid) 

2.4 Service Quality 

According to Vavra ( 1997), quality is consistentl y deli vering products and services that 

fully meet consumer needs and expectations. Quality is the extent to which the service, 

the service process and the service organization can satisfy the expectat ions o f the user. 

All service organizations recognize the importance of service quality because it affects 

customer loyalty and sati sfaction. Thus, quality should be designed in a way that helps 

organizations to keep existing customers satisfied and retain them fo r long term 

relationship. 

Various experts' defined quality as 'fi tness for use' (Juran, 1988) or as per the Japanese 

production philosophy, quality implies 'zero defects' in the firm ' s offerings. American 

Society for quality control defined " quality is the total ity of features and characteri stics 

of product or service that bear on its abi lity to satisfy stated or implied needs" 

Though initial effolis in defining and measuring service quality emanated largel y I"rom 

the goods sector, a so lid foundation for research work in the area was laid down in the 

mid-eighties by Parasuraman, Zeithaml and Berry ( 1985). They we re amongst the earlicst 

researchers to emphatically point out that the concept of quality prevalent in the goods 

sector is not extendable to the services sector. Being inherentl y and essentially intang ible, 

heterogeneous, perishable, and entailing simultane ity and inseparability of production and 

consumption, services require a di stinct framework for quality explication and 

measurement. As against the goods sector where tangible cues ex ist to enable consumers 

to evaluate product quality, quality in the service context is explicated in terms of 

parameters that largely come under the domain of 'experience ' and ' credence ' properti cs 
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and are as such difficult to measure and evaluate (Parasuraman, Zeithaml and Bcrry, 

1985) 

However, Parasuraman, Zeithaml and Berry ( 1988) were to provide a terse definition of 

service qua li ty. They defined service quality as ' a global judgment, or attitude, relating to 

the superiority of the service', and exp licated it as involving eva luations of the outcome 

(i.e. , what the customer actua ll y receives from service) and process of service act (i.e .. the 

manner in which service is delivered) . In line with the propositions put fo rwa rd by 

Gronroos ( 1982), Parasuraman, Zeithaml and Berry ( 1985 , 1988) pos it ed and 

operationa li zed service qual ity as a diffe rence between consumer expectati ons of ·what 

they want' and their perceptions of 'what they get.' 

In the seminal work of Gronroos (1982), service quality is defined as the outcome of an 

evaluation process where the consumers compare their expectations with their service 

they perceived they have received. Since that time, a voluminous amount of research has 

been conducted on the top ic, principall y due to its role as an input to customer 

sati sfaction (Oliver, 1996) and an ind icator of organi zational performance (Lewis and 

Mitchell , 1990). Companies that have goods and services that are perceived as being of 

high quality typ ically have greater market share, higher return on investment , and higher 

asset turnover than firms which have goods and services perce ived as bei ng of low 

quality (Ki m et aI. , 2004). In fact, in today's fi erce ly competiti ve global market. more 

than half of all corporate training dollars are spent on service quali ty issues (l3abakus et 

al. ,2004). 

According to Chen and Dubinsky (2003), a consumer's perception of quality is different 

from object ive quality which is determined by settled standards. Perceived quality is 

rather a higher-level abstraction, a globa l assessment, and highl y subj ective owing to the 

specific consumption setting. This is particu larl y true in the virtual setting, where 

consumers generall y have no intrinsic attri butes to generate objective judgment about the 

quality in the pre-purchase stage. As such, consumers perceive a lower leve l 01" 

tangibility because of the lack of demonstrable proof abo ut the performance. Service 

quali ty is more diffi cu lt for consumers to evaluate than product quality; th is is due to a 
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lack of tangible evidence assoc iated with the servIce (Hong and Goo, 2004). This is 

particularly true for professional services because they are very people-based, which 

increases the level of variability in service quality. 

2.4.1 DeteI'Dlinants of Service Quality 

"Quality" is not a singular but a multi-dimensional phenomenon. It is not possible to 

ensure product or service qua lity without determining the salient aspects or"qua lity". The 

genetic determinants of "service quali ty" suggested by different scholars are identi fied 

and discussed in thi s section, The uti li ty value of these determinants is situation­

dependent. 

Five underlying dimensions of servIce quality were ori ginall y indicated in the 

SERVQUAL approach (Parasuraman et aI. , 1988): The original SERVQUAL instrument 

identified ten components of service quality. In a further study conducted by Parasuraman 

et al. (1988), these ten components were collapsed into five dimensions: reliability which 

is the ability to perform the service in an accurate and dependable manner; tangibles 

which re fers to the appearance of physica l factors such as equipment , fac iliti es and 

personnel; empathy which involves providing indi vidua l attenti on and care to cus tomcrs: 

responsiveness which is the willingness to provide hel p and prompt service to customers; 

and assurance which refers to the knowledge and courtesy of employees and their abil ity 

to convey trust and confidence, Four or five items are used to measure each dimension 

and the instrument is administered twice in different forms, so that both customer 

expectations and perceptions can be measured separately, 

Gronroos ( 1990) describes the quality of service as havi ng two dimensions - a technical 

or outcome dimension and a functional or process-rel ated dimension, What customers 

receive is clearl y impoltant to them and to their overall evaluation of quality , Th is co ul d 

be looked on as "product quality": what the customer is left with when thc producti on 

process and the personal interactions are over. Frequently thi s dil1l ension can bc 

measured objecti vely because it represents the technical provision, The interactions 

between the customer and the service provider - consti tute the "how" of the service 
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provision. This functional quality will have a major influence on the way the customer 

perceives the technical quality. 

In addition, Gronroos identifies the corporate image dimension of quality. Thi s imagc 

will be built up from the functiona l and teclmical quali ty of the services the orga ni za ti on 

offers, plus the effects of traditional marketing act ivities such as adverti sing, pricing and 

public relations. 

Lehtinen and Lehtinen( 1992) argue that in examining the determinants of quality it is 

necessary to differentiate between the qua lity associated wi th the process of service 

delivery and the quality associated with the outcome of the service. This is a useful 

separation and it is taken into account in reviewing the determinants of "service quality". 

These attempts to identify the service quality determinants suffer [rom lack of sufficient 

detail. Their most significant contribution is to divide service "quality" into quality of 

process and quality of outcome. 

2.5 Customer Satisfaction 

Kotler (2000) defines lOustomer satisfaction as follows: "Satisfaction is a person's feelin gs 

of pleasure or disappointment resulting from comparing a product's perceived 

performance (or outcome) in relation to his or her expectations. " Brown et al (1992) 

defines customer sati sfaction as: "The state in which customer needs, wants and 

expectations throughout the product or service's life are met or exceeded resulting in 

repeat purchase, loyalty and favorable worth-of mouth." 

Being able to successfu ll y judge customers ' sati sfaction leve ls and to app ly that 

knowledge are criti cal starting points to establishing and maintaining long term customcr 

retention and long term competiti veness (Yuksel & Yuksel, 2002) . Customer sa ti sl'aclion 

brings many benefits . 

Customer satisfaction should be the ultimate goal of all firms because both theoreti ca l 

and empirica l research links a firm's business performance to the satisfaction of its 

customers (Morgan et aI. , 2005). In fact, findings in a stud y by Homburg et al. (2005) 
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revealed the ex istence of a strong, positive impact of customer satisfaction on wil lingness 

to pay. Customers who have been very satisfied with a service in the past will not onl y 

seek out that service provider in the fu ture, but wi ll al so be very wi lling to pay a premium 

price for that service. 

Satisfaction is the consumer's response to the evaluation of the perceived discrepancy 

between prior expectations and actual performance (Tse and Wilton, 1988), with 

expectations viewed as predictions about what is likely to happen (Parasuraman et al.. 

1988). Satisfaction or di ssatisfaction is not inherent in the product or serv ice but. instead. 

is the consumer's perceptions of the attri butes of the product or service as they re late to 

that individual (Boshoff and Gray, 2004). Hence, satisfaction is idiosyncratic and, as a 

construct, emerges from the interaction of perceptual interpretations of expectations of 

that service. Thus, different consumers will express varying levels of satisfaction for the 

same experience or service encounter. 

2.6 The Price-Quality lin k 

The price-quality link was first examined in by Scitovsky (1944) who suggested that 

price can serve dual ro les in the consumers' decision process. Scitovsky noted that while 

a higher price may serve as a deterrent to consumer purchase as suggested by neo­

classical economic thinking, it may also help motivate consumer purchase of the product 

through consumers' inference formation processes, whereby higher prices are interpreted 

by consumers as indicati ve of higher quality levels. Subsequent studies have examined 

how the relationship between price and perceived quality might be influenced by 

add itional variables in the consumer environment. For example, Gardner ( 1970) showed 

that price-quality cue util ization will vary by the product category, with some categories 

showing high use of the price-quality cue while other categories exhibit li ttle use of it by 

the consumer. It has al so been shown that the direct relationship between pricc and 

objective quality becomes stronger as the product category matures. Therefore, as ncw 

products are introduced to the market and become more wide ly acccpted in the 

marketplace, consumers' ability to utili ze the price-quality cue with greater confidcncc 

increases (Curry and Riesz, 1988). 
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Consumer researchers typicall y quantify the extent of price-quality cue utili zati on by 

asking consumers how much they use thi s judgment strategy (e .g. Shiv and Ariley (2005) 

demonstrate that products at higher prices can be perceived by consumers to perfor m at 

higher leve ls, though their actual performance may be objecti ve ly equiva lent to lower­

priced items. Research has also shown that consumers' use of the price-quality cue may 

significantly vary from one consumer to the next and that some consumers may find price 

to be indicative of quality more so than other consumers wo uld (Grewal et ai. , 1998; 

Richardson et ai. , 1996). 

However, the impact of price and quality is likely to di ffe r signi ficantl y across se rvice 

categories and, accordingly, broad generali zations must be approached with caution. For 

example, Crane (1991) reports that consumers do not make a price-qualit y connecti on in 

the area of physician services. Further, in studies of insurance services ( Retz l ofl~ 1989) 

and automobile repair services (Fram and Dubrin, 1988), consumers seem unwilling to 

pay for additional (higher quality) services. An interesting distinction was noted for the 

product and service arenas tlu'ough an American Society of Quality Control/Gallup 

survey (Ryan, 1988). Here, consumers did not object to pay ing higher prices for better 

product quality. However, these consumers did object to paying more for quali ty 

assurances covered by separate service contracts. 

2.6.1 Price-quality cue utilization in financial services 

As noted above, research on the price-quality link dates back several decades. While 

considerable research in recent years has been dedicated to quantifying consumcr 

perceptions of service qual ity through instru ments such as SERVQUAL and SERVPR CF 

(Cronin and Taylor, 1994; Parasuraman et ai. , 1988), measuring consumer price 

knowledge (Estelami and Lehmann, 2001; Vanhue1e et aI. , 2006) , and examining the use 

of the price-quality cues (Lichtenstein and Burton, 1989;). The use of the price-quality 

cue has significant importance in the practice of pricing financial services . Price-quality 

cue utili zation would imply that consumers wou ld find higher priced fi nancial services to 

be of higher quality and may therefore tolerate higher prices. 
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Examining the strength of the price-quality cue in a financial services context is also 

important since consumers' processing of complex decisions such as those encountered in 

financial markets is highly dependent on simplifying decision strategies which would 

utili ze only a sub-set of the avai lable info rmation (e.g. brand name, price, reta il location) 

at the ti me of the decision (Estelami , 2007 and Grewal et aI. , 1998). Several 

characteri stics of fi nancial services provide the specific conditions under which the price­

quality cue tends to be used by consumers. Financia l services are high ly intangible. For 

example, the quality of an insurance product cannot be assessed unless one has to Ille 

claims or come into contact with customer service employees. As a result the qua lity of a 

financ ial product or service may be unobservable. This wo uld encourage consumers to 

focus on other cues such as price in order to assess quality (Richardson et aI. , 1996). 

In addition, some fi nancial products tend to provoke li tt le or no consumer invo lvement. 

The technica l and nu meric nature of certain catego ri es of financia l services can make 

them daunting for most consumers, and as a result the level of consumer involvement and 

knowledge is likely to be low, depending on the financial services category (Estelami, 

2007; Harri son, 2000). This fac t is further reinforced by the low purchase frequency 

associated wi th financial products. Financial transactions, such as the purchase of an 

insurance policy, investing in a mutual fund, or securing a mortgage occur with far lower 

frequencies than purchases of other services or goods. The infreque nt nature of these 

financial services transactions can help reduce consumer engagement and interest, and is 

a contributing facto r to consumers' overall lack of knowledge on certain financia l matters, 

which has been we ll -documented in consumer research studies (Estelami , 2005 and Fox 

and Lee, 2005). It is therefore expected that consumers would rel y on the use of the price­

quali ty cue in financial services decisions to varying degrees. As a result, use o f the pri ce­

quality eue may be prevalent in financial services, and may also considerably vary in 

strength from one financial services category to another: 

2. 7 The Relationship between Image, Service quality and Satisfaction 

Numerous defin itions of image are fo und in the psychologica l and market ing literatu re. 

On the company level, image has been defined as percept ions o f an organi zati on 
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reflected in the assoc iations held in consumer memory (Keller, 1993), and Corporate 

image in the service marketing literature was earl y identified as an important factor in the 

overall evaluation of the service and the company (Bitner, 1991; Gronroos, 1984 ; 

Gummesson and Gronroos, 1988). In the Perceived Quality Model (G ronroos, 1988) 

perceived quality is a function of expected quality (generated from market 

communication, image, word-of-mouth, and customer needs) and ex peri enced qua li ty 

(generated from technical quality and functional quality). According to Grom-oos 

"( corporate) image is a filter which influences the perception of the operation of the 

company". Gronroos (1984) argues that image is of utmost importance to service firms 

and is to a great extent determined by customers' assessment of the services they receive. 

Indeed, since services are intangible and based on performances, a better understand ing 

of the components of image promises to help management improve the competi tive 

performance of the firm . A prerequisite to image management is, therefo re, the 

understanding of the process by which image is formed and the customers ' beliefs and 

atti tude wi th regard to the firm ' s product/service offerin g. 

Maclnnis and Price (1 987), along with Yuill e and Catchpole (1977), describe image 

formation as a procedure by which ideas, feelings and previous experiences with an 

organization are stored in memory and transformed into meaning based on stored 

categori es. Salient facts , compatible with the customer' s attitudinal structure, are later 

retrieved to reconstruct image when the service firm is brought to mind. 

Gronroos ( 1984) argues that corporate image is built mainly by technica l quality i.e. what 

the customer receives from the service experience, and fu nctional quality, the man ner in 

which the service is deli vered . Bitner (1990, 1992) proposes that cues from the physica l 

environment are instrumental in communicating the firm ' s purpose and image. Baker 

( 1987), fo r her part, contends that atmospherics have considerable influence on employee 

moti vation and the quality of the service encounter. Similarly, Crosby et al. (1990), note 

that the performance of contact personnel is indicati ve of the level of quality offered by 

the serv ice firm. Interestingly, physical environment and contact personnel are integral 

parts of the service quality factors identifi ed by Parasuraman et al. (1988). The 
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assumption IS that customers who perceive service quality ove r repeated service 

encounters have an overall favorable image of the fi nn. Simi larl y, since customer 

sati sfaction is described as a judgment made on the basis of a specific service encounter 

(Bolton and Drew, 199 1; Cronin and Taylor, 1992), satisfaction leve ls deri ved from each 

service encounter are viewed as havi ng an effect on image assessments. Image is, 

therefore, viewed as cumulative construct that is updated each time the customer 

experiences the service. 

People develop knowledge systems (i.e. schemas) to interpret the ir perception of the 

company. Corporate image is believed to have the same characteristics as se ll~schema 

(Markus, 1977) with regard to influencing the buyers' purchas ing dec ision, i. e. good 

corporate image stimulates purchase from one company by simpli fy ing decision rules. In 

thi s context co rporate image becomes an issue of attitudes and beliefs with regard to 

awareness and recognition (Aaker, 1991), customer satisfaction and consumer behavio r 

(Fornell , 1992). Corporate image can be an extrinsic information cue for both ex isting 

and potential buyers and may or may not influence customer loyalty (e.g. willingness to 

provide positive word-of-mouth). Corporate image is consequently assumed to have an 

impact on customers' choice of company when service attributes are difficult to evaluate. 

Corporate image is establi shed and developed in the consumers' mind th rough 

communicat ion and experience. Corporate image is bel ieved to create a halo effect on 

customers' sati sfaction judgment. When customers are sati sfied with the scrv ices 

rendered, their attitude toward the company is improved. Thi s attitude will then afrect the 

consumers' sati sfaction with the company. 

Hildebrandt, 1988; Mazursky and Jacoby, 1986 proposed that image wi ll precede 

customer evaluations, rather than these evaluations being components of image. That is, 

image determines the nature of consumer expectations which, in turn, are a decisive 

influence on the fo rmation of quality perceptions. 
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2.8 Service Quality and Customer Satisfaction 

Service quality is the deli very of excellent or superior service relative to customer 

expectations (Zeithaml and Bitner, 1996). Service quality is recogni zed as a multi 

dimensional construct. While the number of dimensions often varies from researcher to 

researcher, there is some consensus that service quality consists of three primary aspects: 

outco me qua lity, interaction quality, and phys ical service environment quality (Rust and 

Oliver, 1994; Brady and Cronin , 200 I). Outcome quality refers to the customer's 

assessment of the core service which is the prime motivating factor for obtaining the 

services (e.g. claim settlement, hair cut, money received from ATM). Interaction quality 

refers to the customer's assessment of. the service delivery process, which is typically 

rendered via a physical interface between the service provider, in person or via technica l 

equipment, and the customer (Gr6nroos, 1984). It includes, for instance, the consumer's 

evaluation of the attitude of the service providing staff. The physical service environment 

quality dimension refers to the consumer's evaluation of any tangible aspect associated 

with the facilities or equipment that the service is provided in/with . 

Service quality and customer satisfaction are di stinct but rel ated constructs (Spreng and 

Mackoy, 1996). Oliver (1997,) defines satisfaction as "the consumer's fulfillmcnt 

response", a post consumption judgment by the consumer that a service provides a 

pleasing level of consumption-related fulfillment, including under- or over-fulfillment. 

Service quality is an antecedent of the broader concept of customer sati sfaction (Butt Ie, 

1996; Zeithaml and Bitner, 1996; Lee et aI. , 2000). Most commonly, the nature of thi s 

service quality and sati sfaction link is viewed as linear, indicating that higher levels of 

service quality lead to higher levels of satisfaction . 

The sequential order of quality and satisfaction has al so been a centra l issue in thc 

literature debate, a lthough there seems to be an evolving consensus on considering 

quality as an antecedent to sati sfaction (DeRuyter et a I. , 1997; Lee ct aI. , 2000). In a 

comprehensive review, DeRuyter et aI. , 1997 suggest that satisfaction should be treatcd 

as a super-ordinate construct to service quality. Cronin and Taylor (1992) undertook an 

empirica l test of the reciprocity between sati sfaction and quality across several service 
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industries. Using structural equation modeling, they fou nd that servIce quality can bc 

seen as a determinant of sati sfaction . 

In sum, sati sfaction and quality seem li ke twin concepts, both revo lving arou nd 

expectation, experience, perception and evaluation of service as key variab les. (ibid) 

2.9 Conceptual Framework 

Based on a bibliographical review of the literature, a model is developed after various 

alternative instruments were used to assess service quality, notable among these being the 

SERVQUAL diagnostic presented in 1988 and refined in 199 1 by Parasuraman, Zeithaml 

and Berry, abbreviated as PZB. They conceptualized service quality (Q) as the di ffe rence 

between customers ' perceptions (P) of services of a spec ific firm and their expectations 

(E) of services in thi s particular industry. The negative P-E difference is characterized as 

a "gap" or quality fl aw. The following dimensions will be used to construct the 22- item 

SERVQUAL scale (Zeithaml et aI. , 1990). 

• Tangibles - The appearance of physical facilities, equipment, personnel and 

communication materials. 

• Reliability - The ability to perform the promised servIce dependably and 

accurately. 

• Responsiveness - The willingness to help customers and provide prompt service. 

• Assurance - The knowledge, competence, and courtesy of service employees 

and their ability to convey trust and confidence. 

• Empathy - The caring individualized attention provided to customers. 

The criticism of note to thi s study is the point that SERVQUAL focuses on the service 

delivery process and does not address the service-encounter outcomes (Grbnroos, 1990; 

Mangold and Babakus, 199 1). It is interesting to note that the developers of SERVQUAL 

initially suggested that service quality consists ~f functional (process) and technica l 

(outcome) dimensions (Parasllraman et aI. , 1985). However, the SERVQUAL instrument 

does not include any measure of the technical quality dimension. Essentiall y, technica l 

quality has been neglected in efforts to study and measure service quality. 
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Grtinroos ( 1982) identifi ed two service quality dimensions, the technica l as pect ("what"· 

service IS provided) and the flU1ctional aspect ("how" the service is provided). The 

customers perceive what s/he receives as the outcome of the process in which the 

resources are used, i. e. the teclmical or outcome quality of the process. But s/he also and 

often more importantl y, perceives how the process itself functions, i. e. the functional or 

process quality dimension. For some services the "what" (or technical quality) might be 

difficult to evaluate. For example, in health care the service providers' technica l 

competence, as well as the immediate results from treatments, may be diffi cult for a 

patient (a customer) to evaluate. Lacking an ability to assess technical quality, consumers 

rely on other measures of quality attributes associated with the process (the "how") o f 

service delivery. 

Grtinroos also emphasized the importance of corporate image in the experience of service 

quality, similar to the idea proposed by Lehtinen and Lehtinen (1982). Customers bring 

their earlier experiences and overall perceptions of a service firm to each encounter 

because customers often have continuous contacts with the same service firm (Grtinroos, 

200 1). Therefore, the image concept was introduced as yet another important component 

in the perceived service quality model, so that the dynamic aspcct of the serv ice 

perception process was cons idered as well. A favorable and well-known image is an asset 

for any finn because image has an impact on customer perceptions of the communicat ion 

and operations of the firm in many respects. If a service provider has a pos itive imagc in 

the minds of customers, minor mistakes will be forgi ven. If mi stakes often occur, 

however, the image will be damaged. If a provider's image is negative, the impact of any 

mistake will often be magnified in the consumer's mind. In a word, image can be viewed 

as a filter in terms of a consumer's perception of quality. The model created by Grtinroos 

(1984), attempts to understand how the quality of a given service is perceived by 

customers. It divides the customer's perception of any particular service into two 

dimensions: 

I. Technical quality - What the consumer receives the technica l outcome of the 

process. In insurance service it is possible to conclude that the claims sett lcment 
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can be considered as the out put of the servIce. Since an individual or 

organizations purchases a policy by expecting the out come of the service. 

2. Functional quality - How the consumer receives the technical outcome, what 

Griimoos calls the "expressive performance of a service" (Griinroos 1984). 

Griimoos (J984b,) suggested that, in the context of services, functional qual ity IS 

genera ll y perceived to be more important than technical qua lity, assumi ng that the se rvice 

is provided at a technically sati sfactory level. He also points out that the funct iona l 

quality dimension can be perceived in a very subj ecti ve manner (Fig. I ). 

Fig. 1 Gronroos's Service Quality Model 

Expected 
<:Xerceived Service Qualii=> 

Perceived 

Service 
Service 

< < 

Teclmica l 
Quality 

Technical Functional 

Quality Quality 

What? How? 

Source: GriJnroos (J 984b) 

Griinroos's model is important because it reminds us that service quality must include the 

maimer in which it is delivered. 

An adaptation of a model first proposed by Gronroos (1982), a fford an overview of the 

relationship among the concepts of functional quality, technical (out put) qualit y and 

image. Using a Gronroos model as a basis, the researcher proposed a model that 

highlights the effect of price and co llaborators in add ition to functional service quality, 
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technical quality and image on overall service quality and customer sati sfaction . These 

dimensions are measured tlu·ough set of attributes to compare customers' responses to 

metrics measures of sati sfaction and service quality. 

The study results of the insurance companies will aid in the understanding o r the 

di stinctions between customer sati sfaction and service quality in claimants of motor 

insurance by identifying those dimensions that contribute significantly to each of these 

critical evaluative component. 
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Figure 2 Conceptual moc/el, which applies/ea/lIl'es o/service quality to the insurance COIl/exl . 
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CHAPTER THREE 

RESEARCH METHODOLOGY 

This section is devoted to research design, participants of the study, sampling method, 

data gathering instruments, procedures that were used to analyze the data and data 

analysis techniques that were employed to conduct this research are discussed here 

under. 

3.1 Research Design 

The study focuses on the comparative study of service quality and customer sati sfaction 

in motor insurance in the ErC and Ale. Since the primary objective o f the study is to 

compare and identify the difference of customer-perceived service quality and 

satisfaction between EIC and AIC, to accomplish thi s, both secondary and primary 

sources were explored. While primary source provided data regarding customers ' 

perception of service quality, customer sati sfaction and other background information, 

secondary sources, in the form of journal articles, internet and publications from the 

companies, books, magazines and company's websites provided an iclea about th ei r 

linkages, market share and businesses. Descriptive research approach was used in 

designing and implementing the stud y. 

3.2 Population and Sampling 

All the motor insurance policy holders of EIC and AIC, in Addis Ababa, consists a total 

of9976 number of policies for the study (7856 from ElC and 2 120 from AIC). However, 

required data were collected while approached to the claimants who are experienced in 

the process of purchasing motor insurance policy and made the claims in the last one 

year, and aware of what to be considered when assessing the service quality. 

F1II1hermore, to make the study manageable, policy holders from the main branches of 

the two insurance companies found in Addis Ababa region were se lected, thi s is because 

the main branches have more number of policies than other branches in the two insu rance 
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companIes. Out of the tota l policies in each company, all the fi ve main branches of EIC 

and all three main branches of AlC accounts 77% and 89% respective ly. 

As the customers of the two insurance companies are widely spread around Addi s Ababa 

city, convenience sampling technique was applied to se lect the 320 claimants; 200 from 

ElC and 120 from AlC, based on the number of claimants' proport ion in the two 

insurance com panies. Additionally, those who filed a first party claims with their motor 

insurer were contacted and su rveyed for the study. Third party claims were avo ided as 

their adversari al nature could confound results. Therefore, onl y claimants were surveyed 

considering that the indi viduals without a claim may not have had any experience with 

their insurance provider in the past to assess the service and its quality toge ther with their 

sati sfacti on. In fact, Schlesinger and Graf von der Schulenburg ( 1993) state, "a consumer 

might need to wait until an accident occurs and a c laim is fil ed before he or she has 

sufficient information on a particular insurer' s claims service. All respondents thus 

selected were 25 years of age or older, in order to ensure the representati veness of the 

sample, and had some service experience with the ir insurer. 

In general , individuals were accepted in the sample under the conditions that: 

• Customers should not be claimed for business, government and non~governl11cnt 

organi zations;(only individual customers) 

• They held at least one auto insurance poli cy; 

• They were over 25 years of age; 

• They had insurance service experience at least fo r two years; and 

• They have claimed in the last one year. 

Table I: EIC Sample Size Identification (EIC lIIain branclles) 

Name of branches No. of policies Claims incurred Sample taken 

Eastern main branch 985 437 42 

North eastern main branch 1092 320 31 

North western main branch 1892 501 49 

Southern main branch 1040 519 SO 

Western main branch 1052 287 28 

Total 6061 2064 200 
~ 

Source: EtC data base 
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Table 2: AIC Sample Size Identificatioll (AIC main bral/ches) 

Name of branches No. of policies Claims incurred Sample taken 

Head office main branch 491 317 29 

Ful wuha main branch 791 791 72 

Yoseph mai n branch 607 210 19 

Total 1889 13J8 120 

Source: AI C data base 

3.3 Data collection Instrument 

Structured questionnaire was designed by the researcher to evaluate service quali ty 

perception and sati sfaction of the customers of the two insurance companies. The 

research instrument used in the study incorporates the items adapted from Groomos 

(1990) and designed additionally, by the researcher to focus on service quality and 

customer satisfaction with the dimensions of service quality provided by mc and AIC, 

namely functional quality, claim settlement (out put), premium price, image and 

collaborators. Questions were formulated to tackle each dimension in view of the need to 

translate the questiolmaire to Amharic and tailor to insurance service. The service 

functiona l dimension or scale integrated basic quality dimensions , including tangibility. 

reliability, assurance, empathy and responsiveness. The questionnaire a lso includes 

questions about claims settlement (output) and corporate image. Comprehensive 

assessment of quality needs to al so assess if the service is efficient fro m co llaborators and 

premiUlll price side. Therefore, the new additional two dilnensions were then 

incorporated in the questionnaire. Collaborator's scale touches on basic quality 

di mensions with seven sub-sections including surveyors, garages, spare part shops, 

tolling vehicles service, traffic police, police fo rce, and healthy centers. All the items, 

thus des igned were converted into statements and placed on a seven-point Likert-type 

sca le ranging fi'om 1 (strongly di sagree) to 7 (strongly agree). 

[n this way, the questionnaire with 58 items was first developed in English and then 

translated into Amharic by the researcher as suggested by McGorry (2000) and Aulakh 

and Kotabe (1993) in order to help respondents fill it with full understanding thereby, 

reducing the difficulty of comprehensive items that might arise and adversely affect the 
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quality of the research result. When necessary, making clarification deemed was done to 

ensure that the ori gi nal meaning of the questionnaire statements was respected . During 

the preliminary survey as the part of research study, the researcher held di scuss ions with 

officials of the selected insurance companies and customers as a result of this two factors 

was identifi ed that influence service quality and leve l of customers' sati sfact ion in 

insurance sectors. 'Collaborators" and "premium price", consequentl y, the researcher was 

asked them to identi fy the fac tors that affect customers' service qual ity and satisfaction 

under the 'collaborators ' dimension and they identi fy 7 sub-sections with 2 to 4 items 

each (surveyors, garages, spar part shops, toll ing vehicle services, traffic police, po li ce 

force and healthy centers) and a total of 18 items were developed under co llaborators and 

4 items under premium price. 

The fi nal version was then pre-tested to test its rel iab ility and va lidity with 32 

respondents, and found to be stati stically reliable, cons istent and val id with .964 alpha 

coefficients. Finally, the questiorll1aire was revised by correcting phrases and words and 

even changing some items so as to make them clear, relevant and feasible based on the 

feedbacks that were obtained through the pi lot test. 

After proper pi loting, the ex tended questiOlmaire was used and given for data co llection 

to "willing respondents" by visiting EIC and AIC main branches in Addi s Ababa. 

3.4 Data Gathering Procednres 

Questiolmaires were distributed to the main branches of EIC and AIC to the cla ims and 

underwriting departments. In the claims department customers who came to claim more 

than one were approached and in the underwriting department customers who claimed 

before but now who came to renew their motor insurance policy were provided to fill the 

questionnaire. First the personal fil e of the respondents was checked by the claims officer 

or underwri ting clerk, to see if the respondent was claimed fo r the last year, if they were 

purchase insurance policy fo r personal, if they had made use of motor insurance services 

in the last two years. Participants who fl.!lfill these cri teri a then be asked their willingness 

to fi ll the questionnai re. Respondents did not meet these criteri a were rejected to 

participate in the study. The refusal rate was higher in Ethiopian Insurance Corporation 
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due to large number of business and govenmlent customers, due to thi s reason long time 

period was taken to obtained the fill ed out questionnaires fro m Ele. 

The respondents were approached personall y by the employees of the two Insurance 

companies and the researcher and explained in detail about the survey (including its 

purpose, how they fill ed it, the meaning of the items and what is ex pected o f the 

respondents). Questionnai res were given to the customers and they were instructed to rate 

each item on the level of their agreement on service quali ty deli vered by the insurance 

company. The customers were also asked to indicate overall service quality and their 

level of satisfaction with the insurance company. Out of 320 di stributed questionnai res, 

265 as completely filled (157 from EIC and 108 from AIC) were obtai ned back, a 

response rate of about 82.81 per cent, and retained for data analysis. The high response 

rate may be attributed to the personal-contact approach faci litated by the researcher. 

3.5 Measures 

Seven constructs, n mctional quality, out put quality (claim settl ement), image, prem ium 

pnce, collaborators, overall servIce quality, and customer sat isfaction. wcre 

operationali zed in order to assess and compare the service quality and customer 

satisfaction. The items were modified and developed in Engli sh for insurance service, and 

then translated into Amharic. The final instrument was reviewed and approved by the 

adv isor before di stributing the questionnaires to insurance companies. 

3.5.1 Functional (process) qualify 

The five SERVQUAL dimensions were modified and used to measure fun ctional qua lity. 

Modification of the instrument for different service sett ings is supported by the 

deve lopers of the instrument (Parasuraman et aI. , 1994). Foll owing the suggestions madc 

by Parasuraman et al. (1 994), A ll 22 items of the scale are perception-performance 

statements. The instrument does not include any expectation battery, in contrast to the 

suggestions of other researchers (Parasuraman el al., 1988; Carman, 1990). In support of 

the use of perception-performance measurements, Cronin and Taylor ( 1992) have fo und 
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that such measurements are a better indicator of overall service quality than expectation­

performance measurements. In addition, Boulding e/ at. (1993) have found that onl y 

perceptions of the service directly influence overall service quality. These dimensions 

were tangibles, reliability, responsiveness, assurance and empathy. A seven-point Likert 

scale ranging from "Strongly Disagree= I" to "Strongly Agree=7" was used to measure 

the 22 items. 

3.5.2 Claim Settlement (outcome quality) 

The instrument to measure claims settlement was adapted from the work of, Kang and 

James (2004). Since the original items were deve loped for the ce ll phone service, it was 

necessary to modi fy the items to relate to insurance service. All fi ve items were measured 

using 7-point scales anchored by "Strongly disagree" (I) and "Strongly agree" (7). 

3.5.3 Premium pl'ice 

Discuss ion with insurance users and service providers were conducted to generate items 

to assess the premium price in the current study. Four items developed by the researcher 

were measured using 7-point scales anchored by "Strongly disagree" (I) and "Strongly 

agree" (7) . 

3.5.4 Image 

Although there are different levels of image (e.g. brand, product or company leve l) 

(Gronroos, 1990) a consumer may associate with a service provider, the respondents were 

asked to rate a company's overall image. Gronroos, suggested that rati ng a company's 

overall image would be more appropriate than measuring the brand or product image. 

The measures for organizational image were adapted from, Kang and James (2004), and 

modified specifically for this study by the researcher. Image of the service provider was 

measured by having insurance service users respond to seven items. Each item was 

measured using a 7-point scale anchored by "Strongly di sagree" (I) and "Strongly agree" 

(7). 
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factors was computed to identi fy strong and weak points relating to that particular factor 

and to make comparison of the two companies easy. Along with the mean paired T- tests 

were executed to test for the significant difference between the two insurance companies. 

Besides , descriptive statistical techniques were used to assess the respondents 

demographic profil es, correlations analysis was applied to see the relationship among the 

independent dimensions, overall service quality, and overall sati sfaction. Multi ple 

regression technique was used to see the impact of independent vari ables on dependent 

variable. 
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CHAPTER FOUR 

DATA ANALYSIS AND FINDINGS 

In this part of the paper detail discussion and analysis of the study with findings are 

presented for comparative analysis on service quality and of the two companies and their 

claimant's satisfaction by the obtained questionnaires. The data were sorted by company, 

so that the analysis could be conducted for each individual claimant base. The analysis is 

presented in the following sequence, first the descriptive analysisfor demographic profile 

followed by mean and T-value and finally the correlation and regression result for each 

companies were presented. 

4.1 Demographic Profile of Sample Respondents 

To analyze the respondent demographic profile Descriptive stati stics were used and age, 

sex, educational background, occupation, monthly income and duration as customer in 

the organization of respondents were computed in terms of percentages and compari son 

between the two companies were presented as follows. 

Table 3: Age Wise Distribution and Sex Composition of Respondents 

Percentage 
C ha l'acteristics Category EIC AIC 

25-35 27.4 46.3 

Age 36-45 4 1.4 25.0 

46-55 17.2 19.4 

>56 6.4 .9 

Not answered 7.6 8.3 

Total 100.0 100.0 

Sex Male 69.4 75.9 

Female 30.6 24.1 

Total 100.0 100.0 

Source: Survey Data. 

Out of the total sample s ize of 265 participants, 59.25% of the respondents were 

claimants ofEIC and 40.75 % were claimants of Ale. 
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Table 3 shows that more than half of the respondents 69.4 % of EIC and 75.9 % of AIC 

were males and 30.6 % of EIC claimants and 24. 1 % of AIC were females. A total of 

27.4 % of EIC and majority of AIC 46.3 % respondents were found to be in the age range 

of "25-35", and 4 1.4 % of ElC and 25 % of AlC were found in the ages-group of "36-

45". And 17.2 % of EIC and 19.4% of AIC were found in the age-group of "46-55" and 

7.6 % of EIC and 8.3 % of AIC didn't give answer to the question, the rest were older. 

Most of the respondents Cfable 3) were ma les thi s ind icates that the number of males who 

purchased motor insurance is greater than fema les. As it is observed from the data 

gathered, 'not answered' is fou nd onl y in the age category, this is because of females' law 

rate of response to age. From the not answered results, it is noted that, 91.67 % of EIC 

and 100 % of AIC were females. This may imply fe males are not willing to express their 

ages. As a result it may support the t.raditional say ings. 

Table 4: E ducational Level and Occupation Wise distribution of Respondents 

Characteristics C ategory Percentage 

E IC AIC 

Educational below 10ul grade 10.2 3.7 
backgmund 

from I 0- I 2 grades 19.1 25.0 

Co ll ege diploma 36.9 39.8 

first degree 28 .0 27 .8 

Second degree and above 5.8 3.7 

Total 100.0 100.0 

Occupat ion Government employee 19.7 5.6 

Private company employee 19.7 28.7 

Own business 46.5 54.6 

other 14.0 1 I. 1 
--

Total 100.0 100.0 
--

Source: Survey Data. 

In terms of the academic rank of respondents, majority of the respondents had col lege 

diploma with 36.9 % and 39.8 % in EIC and AIC respectively. Out of the tota l 
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respondents EIC, 28.0 % and AIC, 27.8 % we re uni versity graduates and 5.8 % of EIC 

and 3.7% of AIC had postgraduate degrees. The remaining 29.2 % of EIC and 28.7 % of 

AIC we re 12 grade completed and less than. Most of the insurance users completed 

higher education, this shows that as their educational level increase awareness to ri sk 

minimization also increases. 

As for the occupational level of (table 4) reveal s that the majority of the sampled 

respondents were se lf employed, 46.5 % of EIC and 54.6 % of Ale. The other area that 

the respondents engaged in govenunent office and employed in private company offices 

is the same in EIC with 19.7 % for each. About 28.7 % and 5.6 % of AlC respondents 

indicated that they were employed in private companies and gove rnment offices 

respectively. The remaining 14.0 % of ElC and I I. I % of AlC were engaged in other 

activities. In both companies most of the insurance service users are the indi vidua ls who 

run their own business. 

Table 5: Monthly Income and duration as a Customer in the organization 

Percentage 

Characteristics Category EIC AIC 

Monthly Income < 1000 Birr 6.4 7.4 

1001-2000 Birr 20.4 17.6 

200 1-3000 29.3 13.0 

3001-5000 14.6 28.7 

500 1-1 0000 20.4 20.4 

> 10000 8.9 13.0 

Total 100.0 100.0 
Duration as 2-5 13.4 30.6 
customer in the 5-7 24.8 25.0 company (in 
yca r) 7-10 36.9 26.9 

above 10 24.8 17.6 

Total 100.0 100.0 

Source: Survey Data. 
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The monthly income of the respondent profi le (Table 5) implies 6.4% of EIC and 7.4 % 

of AIC earns less than ETB 1000.20.4 % of EIC and 17.6 % of AIC respondents belong 

to a monthly income between 1001-2000 Birr, majority of EIC 29.3 % and 13 % fo und in 

the range of2001-3000 Birr, 14.6% ofEIC and majority of AIC 28.7 % respondents we re 

earned between 300 1-5000 Birr, 20.4 % of EIC and 20.4 % of AIC respondents were 

earned a monthly income between 50001-1 0,000 birr, and the remaining 8.9 % of EIC 

and 13.0. % of AIC respondents earned greater than 10,000 ETB. With irrespecti ve of the 

income range individual found in different income rang purchase motor insurance. One 

very surpri sing finding is that even these individuals who have a car and purchase motor 

insurance po licy express thei r income as be low one thousand birr. 

As can we see £i'om Table 5, 13.4 % of EIC and 30.6 % of ATC respondents spent 

between 2 and 5 years in the organi zation, 24.8 % of EIC and 25% of AIC spent between 

5 and 7 years, 36.9 % of EIC and 26.9 % of AIC respondents spent between 7 and 10 

years, while 24.8 % of ETC respondents and 17.8 % of AIC Respondents spent above 10 

years in organizations. In both companies majority of the respondents spent more than 7 

years as a customer and thi s implies that they are stayed fo r longer years hecause they 

may satisfi ed with the serv ice deli very practice of the insurance compan ies with high ly 

avai lable competitive insurance sector. 

4.2 Reliability Analysis 

Reliability coeffi cients were computed for each dimension for each of the company, and 

internal consistency demonstrated through the composite reliability (coefficient al pha) 

scores showed a va lue of 0.975 for EIC, and 0.968 for AIC. To test the reli ability of the 

five service quality dimensions, Cronbach alphas were computed shows a range fro m a 

low 0[0.618 (premium price) to a high of 0.966 (functional quality), for EIC and a low of 

0.632 (premium price) to a high of 0.946 (functional quality) fo r AIC, ind icating 

reasonable levels o f reliabili ty across all companies. As, all the va lues appeared \0 be 

over 0.6 (threshold), the dimensions/constructs were fo und to be suitable fo r l'urthcr 

analysis. Moreover, the added new dimensions of co llaborators and premium priee 

demonstrated internal consistencies as high and low with alpha coefficients of 0.9 13 and 
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0.6 18 for E IC and 0.9 12 and 0.63 1 for AIC respect ive ly. As can be seen I'rom the result s 

presented in Table 6, these dimensions were considered to be claimants perceived service 

quali ty dimensions of insurance service delivery practices. 

Table 6: Scale Reliability (Cronbach Alphas) for Service Quality dimcnsions and for 

the total scale 

Alpha Coefficients Alpha Cocfficients 
Dimensions for for 

(E IC) (AIC ) 

Functional Quali ty 
.966 .946 

Claims Settlement 
.904 .880 

Premium Price 
.618 .632 

Image 
.9 11 .910 

Collaborators 
.9 13 .9 12 

Reliability of the total scale .975 .968 
Source: Survey data 

4.3 Mean scor es and T -values 

Performance Measure and Comparison using T -Value 

Initiall y, the data we re sorted by company, so that the ana lysis could be conducted for 

each individual claimant base . Nex t, for each of the service quality dimensions, overall 

serv ice quali ty and customer satisfaction, mean scores were calculated. Consistent with 

the approach to the proposed model, nex t, a t-test was applied to see if there ex ists any 

signi ficant difference between the two compan ies on the part of service quali ty 

dimensions, overall service quali ty and customer satisfaction. 

The items in the questionnaire was stated positive ly with a seven point sca le, with 

'I ' being strongly disagree and ' 7' -strongly agree there fore , the higher the mean score 
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(more than middle va lue 4) implies the higher the respondents ' agreement for the stated 

items and implies agreement which becomes strong as the sca le approaches '7' point , the 

score below ' 4 ' for the items is interpreted toward di sagreement, and ' 4 ' po int impl ies thc 

respondent do not know or want to stay neutral. 

Table 7: Mean scores a nd t-va lues for Service Q ua lity Dimensions, Overall Service 
Quality and Customer Satisfaction 

Dimensions ETC AlC Mean T-Value Sig.(2-

Mean Mean Difference tai led) 

Functional Quality 4.6346 5.7963 1.16 17 8.239 .000 

Claims Settlement 4.2561 5.5870 1.3309 8.664 .000 
.. 

Premium Price 5.0939 5.8 194 0.7255 5.886 .000 

Image 5.4 750 5.8796 0.4046 2.820 .005 

- -
Collaborators 4.5 074 5.0468 0.5394 4.260 .000 

OSQ 4.88 5.39 0.51 3.767 .000 

CS 4.83 5.35 0.524 3.648 .000 

Source: Survey Data. 

The mean values for all the fi ve dimensions of service quality, overall service quality and 

satisfaction are presented in Table 7. The obtained results were found to be sati sfactory 

from both the companies participated in the study. 

The respondents' personal perceptions about the corporate image for both the companies 

were found to be somewhat higher (5.4750) for EIC and (5.8796) for AIC. This means 

these insurance compani es are re liable and responsible, care and show sincerit y to their 

policy holders and operating in a large scale with good reputation in the insurance 

sectors, as maintaining above average va lues. 

The mean scores fo r functional quality is also higher for AIC (5.7963) perception and for 

EIC approaching to agreement (4.6346). The ability to perform the promised service 
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dependabl y and accurately with knowledge, competence, and courtesy of servIce 

employees and their abil ity to convey trust and confidence in caring individuali zed 

attention and willingness to help customers and provide prompt service and provided to 

customers with good appearance of phys ical facilities, equipment, persorUlel and 

communication materials is highl y perceived by Arc customers than ErC customers. 

There for, customers of EIC are not certainly sure about the functiona l quality aspect of 

their insurance provider like tangibi lity, reliability, responsiveness, assurance and 

empathy. 

Claimants of AIC perceived hi gher in clai ms settlement process (5.5 870). That is 

claimants get checked and inspected the acc ident at the ri ght time and paid compensation 

equi valent to the cost at the right time successfully. By exceeding a bit fro m neutral level 

claimants of EIC perce ived lower than claimants in AIC in claims settlements (4.256 1). 

Higher perception was also observed in premium price (5.0939) fo r EIC and (5.8 194) for 

AIC indicating that the reasonableness of the price with making adjustment for payment 

of premium in installations bases and offering a no-claim bonus while they renew thei r 

po li cies to clients who have no made any claim before. 

Again in Collaborators AIC (5.0468) performs better than EIC (4.5 074). AIC claimants 

perceived higher in getting timely checking of the accident by surveyors and pick the ca r 

fro m the accident area to garage by to lling vehicle service prov iders, getting the ca r 

repaired on time with genuine spar parts by garages, obtai ning tra ffic report wi th no 

delay, protected their cars fro m theft by police force and, fac ilitate hea lthy centers to give 

emergency treatment to injured persons during accident. 

A mean scores of 4 .88 and 5.39 for overall service quality, and 4.83 and 5.3 5 for overall 

customer sati sfaction for EIC and AIC respectively, were obtained . Again claimants of 

AIC perceived higher in both overall service quality and customer sati s faction than EIC 

claimants 

A compari son was then made between the level of scores with a view to test if customers 

of the two insurance secto rs perceived quality to the same extent on the fi ve li sted 
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attributes in addition to overall service quality and customer satisfaction. A I-test was 

then applied on the differences between the means as Table 7 shows the I-test resu lts 

between the two companies with 95% confidence leve l, claimants in the two companies 

felt differentl y in such factors as fu nctional quality, claims settlement. prem ium prICC. 

image, co llaborators overall service quality and customer satisfaction. 

In all of the dimensions, claimants of AIC perceived receiving a higher level of quality 

than did those of the EIC claimants; when applying a / test on the mean scores of the two 

groups, it is noted that in four of the dimensions, overall service quality and customer 

satisfaction, the differences were statisticall y signi ficant at (P< 0.01) and fo r image the 

significance level is at (P<0.05). 

As can be seen from Table 7, the t-test result indicates a high signi ficant differences 

between EIC and AIC in five service quality dimensions (FUN, CLS, IP, 1M and CB). 

The signifi cance difference in the two companies is higher in and claim settl ements 

(/=8.664) and functiona l qualities (/= 8.239), foll owed by insurance price (/=5.886), and 

collaborators (/=4.260). The AIC (high-performer company) expressed significantl y 

higher customer satisfaction than the (EIC) low-performer company, AIC claimants 

perceived significantly higher service quality in service encounters where performance 

was high in FUN, CLS, PP, and CB than did Ele. When looking at the resu lts for service 

encounters where performance was low in FUN, CLS, IP, and CB significant differences 

are noted between AIC (the high-performer company) and EIC (low-performer company) 

even though the mean scores of all the dimensions, overall service quality and customcr 

sati sfaction of the two companies is greater than neutral (mean value o(4). 

4.4 Correia tion Analysis 

As suggested by Croft (1983), it is essential to undertake correlation analysis between 

independent SERVQUAL dimensions and dependent variables (overal l service quality, 

sati sfaction and loyalty) before conducting regression analysis in developing a model. 

The size of the correlation coefficient can be used to quantitatively describe the strength 

of the association between two variab les. 
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Corre lation analysis he lps to see whether the vari ab les a re associated w ith each other or 

not, if they are, then with what strength . 

Table 8: Correlation analysis: EIC 

OSQ OS FUN CST PP 1M C B 

OSQ I 

OS .818" I 

FUN .742" .761" I 

CST .564" .600" .638" I 

PP .557*' .632" .649" .371" I 

1M .725" .750" .780" .679" .677" I 

CB .801 " .684" .720" .613" .600" .739" I 

•• Correlat ion IS slglli fi cant at the 0.0 I leve l (2-tailed). 

Source: Survey Data. 

Note: OSQ =Overall Service Quality, OCS=Overa ll Customer Satisfa ct ion, FUN=run cti onal 
Qual ity, CST=Claims Settlement (Out put quali ty), PP= Premium Price, IM =lmage and 
CB=Collaborators 

Table 9: C orrelation Analys is: Al e 

OSQ OS FUN CST PP 1M CB 

OSQ I 

OS .. 841 " I 

FUN .703" .701 " I 

CST .558" .656" .738" I 

PI' .578" .528" .617" .629" I 

1M .682" .693" .637*' .573" .560" I 

CB .515" .576" .571" .715" .495" .532" I 
--

•• Correlation IS slgllificant at the 0.0 I level (2-tailed). 

Source: Survey Data . 

Note: OSQ =Overa ll Service Quality, OCS=Overall C ustomer Sati s fac tion , 
FUN =Functiona l Quality, CST=Claims Sett lement (Out put quality), PP=Prem ium Price, 
IM= lmage and C B=Collaborators. 
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Pearson Correlation technique was used in order to check the association among the 

dimensions of funct iona l quality, claims settl ement, Premium pri ce, image and 

co llaborators in assess ing service quality and claimants sati s facti on. Results indicated that 

all the above dimensions are positively correlated and statisticall y signi fi cant at 0.0 1 

level, for both the companies. Moreover the correlations are also reasonably high, thereby 

demonstrating high relationships between service quality and customer satisfaction. The 

results are tabulated in Table 8 for ElC and Table 9 for AlC. 

It is necessary to compare the correlation lead ing to overa ll service quality to understand 

the role of each dimensions in the perception of service quality in the two insurancc 

companies. That is, the correlation between the fi ve service quality dimensions and 

overa ll service qual ity was reported as fol lows from higher to lower. A strong 

relationship was observed between overall service quality and co ll abo rato rs (0. 80 1) 

fo llowed by funct ional (0.742), image (0.725) , claim settl ement (0.564) and Premium 

price (0.557) for ElC and for AlC a strong association was observed betwecn overall 

service quality and Functional quality (0.703) fo llowed by image (0.682), Premium pri ce 

(0.578), clam settl ement (0.558) and collaborators (0.5 15), There fore , while the role of 

coll aborators for EIC is high where as functional quality scores higher for AIC in the 

perception of service qua lity than the other constructs in the two insurance companies. 

However, the highest correlation value (0. 818) for ETC and fo r AlC (0.84 1) was obtaincd 

between overall service qual ity and customer sati sfaction. Because a positi ve correlation 

among all five service-qua lity dimensions and overall satisfaction was fo und, a regress ion 

analysis was conducted to examine this relationship further. 

4.5 Regression Analysis 

Regression results can be helpful for identify ing meaningful vari ables w ith respect to a 

target variable. A regression analysis is a stati stica l method used to estimate the strength 

of a relationship between one or more dependent vari ab le and one or more independent 

variables. All the above results allow fo r further anal ysis to determine how well the 

measures underl ying each construct and the conceptual factors re lati onship to each other. 

Therefore, regression analys is was undertaken hierarch icall y to test for sign ificant impac t 
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of the independent variable over dependent once. Individual dimension scores were then 

used as predictor variables in regression models to determine how the fOllr constructs of 

the proposed model predict the corporate image and the other fi ve constrllcts to the 

overall service quality were significantl y related. 

Three separate regression models were estimated for each of the two companies: The first 

regression mode l is considered for image to be dependent variabl e and the three serv ice 

quality dimensions to be independent. Next, overall se rvice quality to be the dependent 

variable, and the five service-quality dimens ions to be independent variab les. The same 

anal ysis was also conducted to see the effect of overall service qual ity on claimants 

satisfaction. 

Figul'e 3. Modeling Image, Overall Sel'vice Quality, and Customel' Satisfaction fOI' EIC 

~=.362* 

Image 

~= .320** 

Functional 
Qual ity 

Claims 
Settlement 

p=.176* 

Premium 
Price 

Collaborators 

~=.288** 

Perceived 
Service quality 

Figure 3: Co mputed Reseal'clt Model for EIC 

** Significant at the 0.001 level (2-tailed) 
* Signi fi cant at the 0.05 level (2 tailed) 

[3=. 818** 

Customer 
Satisfaction 
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The first regression result in which image is considered as dependent ( fi gure 3) revea led 

that, "functional qual ity" (P=0.362, p < 0.00 I), "claims settlement" (P=0. 329, p < 0.00 I), 

and "premium price" (P=0.320, p < 0.001 ) were found to be signifi cant in determining 

the "corporate image". Moreover, for AIC (figure 4) " functional quality" (P=0. 392, p < 

0.05) and "premium price" (P=0.23I , p < 0.05) were reported to be as signifi cant 

contri butors to "corporate image" however, "claims settlement" was found to be a non-

significant estimator of corporate image. This suggesting that lower ratings of claims 

settlements might be related to lower level of perceived service quality. 

Figure 4. Modeling Image, Overall Service Quality, and Customer Satisfaction for 

AIC 

~= .392* 

Image 

~=.231* 

Functional 
Qualit 

Claims 
Settlement 

= .343** 

Premium 
pnce 

Co ll aborators 

~= 0.420** 

Perceived 
service quality 

p= 0101 

Figure 4: Computed Research Model for AIC 
•• Signi fica nt at the 0.00 I level (2-tailed) 

• Significant at the 0.05 leve l (2 tailed) 

p= .841** 
Customer 

Satisfaction 

The second regression model drawn for overall service quality suggest that the 

dimensions of "functiona l qua li ty" EIC (P=0.288, p < 0.00 1) and AIC (P=0.420, p< 

0.00 I) and "image" EIC (P=0. 176, p < 0.05) and AIC (P=0.343 , p < 0.00 I) are 
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significantly related to overall service quality across the two companies This suggests 

that "functional" quality and " image ' exerted the strongest influence on overall service 

quality in both companies. In addition, "collaborators" (B=0.511, p < 0.001) for EIC was 

also indicated to be having significant impact in determining overall service quality. 

Therefore, while claimants of EIC use "Functional quality", " image" and "collaborators", 

in determining service quality, claimants of AIC use only functional quality and image. 

Moreover, none of the other elements of the proposed model was found to be sign ificant 

for any of the two companies. 

For EIC "claim Settlement" (B= -0.036) and "Premium price" (B= -0.042) and for AIC 

the "claims settlement" (B= -0.155) have found estimating insignificant negati ve 

association, suggesting that lower ratings of claims settlement and premium pnce 

elements might be related to lower levels of perceived service quality.(fig 3 and 4) 

In fact, EIC claimants use three of the five elements to assess service quality and Ale 

claimants use only two dimensions. Thus results of thi s analysis suggest that , among two 

representative companies in the auto insurance secto r, "functional" and " image" seems to 

be the key determinants of perceived service quality during the claims process, at least 

within the framework of the fi ve dimensions of the proposed model. However, other 

elements may be useful and draw attention to when the study will be extended to more 

respondents or other companies in the insurance sector. 

The last regression analysis presents results as to how serv ice quality contributes to 

customer satisfaction. "Overall service quality" was reported as a significant (p < 0.00 I) 

contributor to estimate "customer satisfaction" in both the companies. The regression 

results (figure 3 and 4) shows that overall service quality for ElC (B=0.818, p<O.OO I) and 

AIC W=0.841, p<O .OO 1), contributed significantly to the overall satisfaction of insurance 

customers. The value of standardized coefficients also indicated the sign i licant impact 

overall service quality maintained upon overall customer sati sfaction in both companies. 

Therefore, overall service quality have indicated relatively ve ry high predictive va lue l'or 

customer sati sfaction as indicated by high values of regression coefficients (, p < 0.00 I) 

and (p < 0.001) for EIC and AlC respectively. 
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4.2 Findings 

The stud y discussed the dimensions and sca le to measure the servIce quality and 

clai mants sati sfact ion in motor insurance. 

As can be seen from the result (Table 6) the proposed model modified from the Gronroos 

by addi ng two add itional dimensions in the context of insurance were found successfull y 

to measure the service quality and customer satis fact ion in motor insurance sector. When 

the identified dimensions were assessed using Cronbach's coefficient (alpha). The 

rel iability coeffi cients for most of the factors exceeded the value of 0.7 as recommended 

by scholars, except for premium price , which had a coefficient of 0.618 fo r ElC and 

0.632 for AlC. The Cronbach' s alpha va lue computed for the total sca le also indicated a 

high leve l of rel iabil ity .975 for ElC and .968 for AlC ofthe final sca le. 

The respondents' general perception towards the service quality offered by the insurance 

companies was between a mean score of 5.4750 (image dimension) and 4.25 61 (claims 

settlement) [or ErC and 5.8796 (image dimension) and 5.0468 (co ll aborators dimension) 

for Ale. Thus, as can be inferred 11'om the mean scores of each dimension, respondents 

put their level of "agreement" with most of the items. The mean results of the fi ve 

dimensions, service quality and customer satisfaction indicates greater than the neutral 

(4) for both companies as measured on a 7-point scale (Table 7) 

When claimants response on overall servIce qua lity and overall satisfacti on anal yzed, 

claimants in both companies perceived high service quality and they are satis fi ed by their 

insurance providers (Table 7). But the mean scores result shows AlC was found in 

de li vering superior service quality in all the service quality di mensions and claimants in 

AIC perceived higher service quality and higher satisfaction than claimants of F Ie. 

Furthermore, the relati onship among overall serv ice quali ty dimensions, overall service 

qual ity and overall customer satisfaction, was examined by using Pearson Corre lation 

technique in order to check the association. The correlation result shows that all factors 
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are positively correlated and statistically signifi cant at 0.0 I leve ls for both the companies 

(Table 8 and 9). 

Regression analysis was also carried out hierarchicall y to test for significant interaction 

effects over and above the simple effects of the independent variables. In a standard 

regress ion analysis , the rating of overall service quality was regressed for each of the fo ur 

dimensions together with image , and when all are allowed in the modeJ , funct ional 

quality and image were found to be the most critical determinant fac tors in predicting 

overall service quality in the context of both insurance service. In addition, collaborator 

was al so found to be predictor of service quality in EIC. Alternati ve ly, the study reported 

that overall service quality was contributed significantly to overall customer sati sfaction 

in both companies. (Figure 3 and 4) 

The most important contribution of thi s research is that it provides new dimensions to be 

applicable in the assessment of perceived service quality and customer satisfaction in the 

context of insurance industry that is, Premium price and Collaborators. 
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CHAPTER·FIVE 

SUMMARY, CONCLUSIONS AND RECOMMENDATIONS 

In this part of the study major f indings, cone/usions with valuable recommendalions 

based on the analysis made in the previous chapter, are summarized Further, directions 

forfiilure research are provided at the end 

5.1 Summary 

• Two iinsurance companies, namely EIC and AIC were selected for the study to 

assess and compare the service quality and customer sati sfaction of claimants 

because insurances and banks have the largest share in the service industry. In 

addition, motor insurance was selected due to its highest share from other types of 

classes of services offered in the two insurance companies. Fina ll y, claimants 

were se lected an individual without clai m may not have any ground to eva luatc 

the service quality of the company. 

• Of the 320 (EIC: 200, Ale : 120) questionnaires di stributed, 265 (i57 [rom EIC 

and 108 from AIC) usable questionnaires were returned, providing a response rate 

of 82.8 1 %. The high response rate is due to the personal·contact approach used. 

• The demographic profile result shows, more than half o f the respondents were 

males. And majority of the policy holders al so run their own business . Inline with 

thi s one, as can be obtained from the demographic profile, some females 

respondents were less likely to express their age .. 

• Most of the respondents indicated that they were sati s fi ed with thcir ovc rall 

experience with the insurance se rvice they receive (mean score of 4.83 and 5.35 

by EIC and AIC were given respectively .) (Table 7) 
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• When overall mean scores for both companies were compared (Tab le 7), the mean 

scores of AIC were greater than EIC in all the five service quality dimensions, in 

addition to the mean score of overall service quality and customer sati sfact ion. 

• The t-test result indicates that there was a significant difference in terms of all 

service quality dimensions (functional quality, claims settl ements, premium price, 

image and co ll aborators) between EIC and A le. And the highest discrepancies 

were observed in dimensions of 'clai ms settlement' and ' functiona l quality' with 

mean diffe rence of (1.3309) and (1.1 6 17) respective ly. (Tab le 7). 

• Among the service quality dimensions which have significant relationship with 

overall perceived service quality, collaborators and functional quality for EtC and 

functional quality and image for AIC found to be having the strong association 

with overall service quality. However, the strongest correlation was observed 

between customer satisfactions and over all service quality in both companies 

(0.8 18) for EIC and AIC and (84 1). (Figure 3 and 4.) 

• The regressIOn result (Figure 3 and 4) showed us functional quality, claims 

settlement and premium price have a significant effect (1'<. 00 I ) in dete rmi ning 

the corporate image of EtC, where as for AIC on ly fu nctional quality (1' <0.05) 

have a positive impact in predicting the image of the company. 

• Regression analysis revealed that the "collaborators (P=0.511 , p<O.OO I) and 

functional quality (P=0.288, p<O.OOI), for EIC (figure 3), Functional quality 

(P=0.420, p<O.OO 1) and "image" (P=0.343 , p<O.OO I) for AIC (Figure 4) exerted 

strong influence in pred icting overall service quality. In addition to functional 

quality and collaborators, Image (P=O. t 76, p<0.05) have an impact in determining 

service quality in EIC. It should be noted that "claims settlement" and "premium 

price" were found non significant in affecting overall service quality fo r both 

insu rance compani es. In addition to that ' co ll aborators' dimension was found to 

be insignifi cant in determining overa ll service quality fo r A le. 
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• Among the service qual ity dimensions claim settlements (~ = -.036), (~ = -.1 15) 

for EIC and AIC respectively and premium pri ce (~ =-.042) fo r EIC have fou nd 

maintaining insign ificant negative association with service quality. 

• The overall service quality scale had the highest impact in dete rmining overall 

customer satisfaction in both companies (~=0.837 , p<O.OOI ). Therefo re, a high 

service quality results in a high customer sati sfaction (figure 3 and 4) 

5.2 Conclusions 

• Specifica ll y, when performance was high, regardless of the fi ve service quali ty 

dimensions, AIC expressed significantly higher perceived service quality and 

higher customer satisfaction than that of Ele. From this we can condude that 

claimants of AIC receive better service than EIC's Claimants. 

• When app lying a I test on the differences between the mean scores of the two 

groups, it is noted that in all dimensions, the differences were statistica ll y 

significant at the 5 per cent level. Customers of AIC thus perceive receiving a 

better quality of service than do those of Ele. It was noted that the resu lts of the 

comparison did lead to statisticall y sign ificant conclusions, 

• From the regression analysis functional quality for EIC and AIC fo rmed a strong 

correlation with Image, at the same time the regression results in which the 

perceived Service quality was used as a dependent vari ab le, also indicated thi s 

dimension was found to playa crucial role in determining users' perception of 

service quality above all other vari ables. On the other hand, claim sett lements, 

premium price levels are li kely to result insign ificantly lower levels of perceived 

service quality among other constructs. There fo re, among the fi ve service qua lity 

fu nctional dimens ion is the determinant factor overall other di mensions in 

predicting service quality of insurance sector. 

• Although Functional quality is a common dimension for both companies and the 

key determinant of both image and overall service quality in the auto clai ms 
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service process; other items (claims sett lement, insurance price and collaborators) 

may also contribute to an individual's personal feelings of perceived sati s faction 

with the claims service process in other companies. 

5.3 Recommendations 

This research work is conducted mainly for academic purpose. However, it is the 

researcher's belief that the findings of the research will help initiate financ ial sectors to 

focus on service quality and customer sati sfaction to gain competitive advantage in thcir 

industry. Moreover, the research work can contribute a lot towards a comprehens ive 

study in thi s area in the future. 

In the course of doing th is study and on the basis of the findings of the research work , the 

researcher has come up with a sort of tasks that need more consideration in future work. 

• In thi s respect, the results of the present research from motor insurance service 

supported previous theori es that there is a strong relationship between perceived 

service quali ty and customer sati sfaction. Also, as the overall perceived service 

quality is found to be the most signifi cant determinant of claimants' satisfaction in 

insurance sectors, therefore, service providers can benefi t from incrcased 

investment in quality improvements. While this study focused on the claimants on 

insurance sector, similar service industries may bene fi t from its insights. 

• Since it is more expensive to find and attract a new customer than to retain an 

ex isting one (Schlesinger and Heskett, 1991), both insurance companies need to 

maintain their corporate image to one that emphasizes service quality by 

introducing standards for service excellence. 

• Interactions between the customer and the service organization li e at the heart of 

service delivery. People who deli ver the service are of key importance to both the 

customer they serve and the employer they represent (Yavas et aI. , 1997; Angur et 

aI. , 1999). Whether motor insurance providers are seeking to improve customer 

sati sfaction or perceived service quality, results of the current study suggest that 

insurers shou ld concentrate on providing superior levels of functional quality as it 
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is the highest determinant factor fo r corporate image and overal l service quality. 

Tn shOlt, if motor insurance company personnel are able to perform the promised 

serv ice dependab ly and accurately, inst ill confidence in the customcr about the 

way they handle transactions, provide prompt se rvice and instill reelings or 

confidence in its customers regarding the way they handle customers' affairs have 

employees that are competent and always willing to help the customer and expect 

more professional looking insurance offi ces with modern materials, equipment 

and presentab le staff. There fore care should be taken EIC as the mean value is 

lower than Ale. 

• The stud y has shown that customers in ErC are looking for insurance that 

manages and controls claim settlement process and collaborators as the mean 

scores of the two factors are low in ErC. Claim settlement refers to main tain the 

car on time, payment of compensation equi valent to cost on time and settlement 

of claims successfull y. Collaborators which represents surveyors, ga rages, spare 

part shops, towing vehicle service, traffic police, police force and hea lth centers 

If all the this factors were maintained then levels of overa ll perceived service 

quality and fee lings of sati sfaction are li kely to bc strong. 

• Looking at the results using the mean scores and T-va lues Crable 7) it is evident 

that a significance difference were observed between EIC and ATC. Since 

nowadays, the number of insurance companies is increas ing from time to ti me and 

competition is getting intensive, EIC need have to improve its customer perceived 

services quality in all service quality determi nant factors. 

• Both ETC and AIC will be ab le to promptly recover service failures and al so 

ensure that the service de li vered is consistent with the service promised. Thi s wi ll 

result in high customer satisfaction and retention, ex tend the zone of customer 

tolerance for service fai lures, increase recommendations about the insurance to 

others and increase customer loyal ty (Parasuraman et aI. , 199 1 b; Caruana, 2002; 

Reichheld, 1996) within the Eth iopia insurance industry. 
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• Service qual ity, as previously noted, can be considered to be " . .. a comparison to 

excellence ... by the customers" (Rust and Oliver, 1994). Therefore, if the 

aspiration is to "excellence", barely positive perceptions are not enough for 

managers. Insurance managers of the two insurance companies should make 

major improvements in al most all aspects of the service dimensions if they are to 

enhance customers ' perceptions of service quality and should periodi ca ll y track 

customers' perceptions of service quality. This kind of research can be undertaken 

once or twice a season, by sending questionnaires to motor insurance policy -

holders, or by directly interviewing customers inside the insurance company. 

• The findings of this survey suggest that insurances should be looking carefully at 

each one of the dimensions where customers perceive receiving a different service 

and consider the extent to which they should work on influencing perception. 

Identifying and addressing individual dimensions, however, might not achieve 

much in the long run; it could be that more fundamenta l ap proaches need to be 

considered (Hammer and Champy, 1994;Parasuraman et a I. , 1994), by £1 C 

resulting in restructuring both the service offered by the insurances and how it is 

offered. 

• Therefore, Service companies need to think more quality-improvement initiatives 

by the management should not just focus on improving customer satisfaction but 

also target on improving the customer perceptions of overall service quality by 

taking the above variables into consideration. [n other words the service providers 

should try to continuously improve both service quality and customer satisfaction. 

In thi s era of intense competition, satisfying customers may not be sufficient. The 

veritable gains of a quality revolution come only from customer delight , which 

again to a very great extent depends on the customer's perceptions of overall 

service quality. 

• The compan son of the results of the regress ion analys is models showed a 

different results Service dimensions that have an impact in determining service 

quality in EIC and A[C. This might be an indication that the combination of the 
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models could result in a better identify ing of determinant fac tors affecti ng service 

quali ty. 

5.4 Research Implications 

This study has attempted to assess and compare the service quality and customer 

satisfaction in claimants of motor insurance First, the current study adapted a proposed 

model to measure functional quality, claims settlement, premium price, image and 

coll aborators. The fi ve dimensions of the instrument did a good job of assess ing the 

serv ice deli very process and outcome. It is reasonable to consider, however, that fut ure 

studies should include factors related to the word of mouth communication and ro le of 

insurance agents whi ch might have an influence on the overall service quality and 

satisfact ion of claimants . Continued study of research models in assessing serv ice qua lil y 

and customer sati sfaction wou ld also he lp to further illuminate the subject. 

Second, the current study found that functional quali ty had a stronger influence on image 

and overall service quality relative to other dimensions of service quality in both 

insurance companies. Future research should consider the differential influence of 

functional, technical qualities, premium price and co ll aborators with respect to different 

ll1surance compal1les. 

Some limitati ons of thi s study should be acknowledged, which can also be cons idered 

opportuniti es for future research. The foc us of the study has been on EIC and AIC; It 

would be useful to replicate thi s stud y in other insurance compan ies to ensure thai such 

fi nd ings are indeed generali zab le across industries. 
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Appendices 



Appendix J - Questiollllaire 

Appendix J: A English Questiollnaire 

Addis Ababa University 

School of Graduate Studies 

Post graduate program on Marketing Management Education 

Survey on the Measurement of Service Quality and Customer Satisfaction with 

Motor Insurance Service to be filled by customers 

Dear Respondent, 

I am (marketing) graduating student of Addis Ababa Uni versity. Given below are the items to evaluate 

your opinion/experience about Motor Insurance services and their providers. This info rmation wi ll bc 

used fo r academic purpose and the responses will be treated in strict confidentiality. In advance, I thank 

you very much for active cooperation. 

Name of the Insurance Company: A) Ethiopian Insurance Corpo,-ation (EIC) 

B) Africa Insurance Company (AlC) 

Part 1: Personal Profile_ Please indicate your answer by circling the appropriate choice. 

I ) Age: A) 25 -35yrs B) 36-45 C) 46-55 E) 56+ 

2) Sex: A) Male B) Female 

3) Education: A) Less than lOth B) 10th _1 2th C) College Diploma 

D) First Degree E) Masters & above 

4) Occupation : A) Government Employee B) Private Organization Employee 

C) Running Own Business D) Others (Please specify) 

5) Monthly Income (in ETB) A) Less than 1000 B) 1001-2000 C) 2001-3000 

F) Above 10000 D) 3001-5000 E) 5001-10000 

6) How long have yo u been using motor insurance services of the company? 

A) 2-5years 

C) 7-1 Oyears 

B) 5-7years 

D) Greater than 10 years 



Based on your experiences as a holder of motor insurance policy o f the company (you selected above), 
Please circle the number describing the extent of agreement/di sagreement with the attributes th at yo ur 
service provider would possess. 
Each number stands for: 

1 ) 
2) 
3) 
4) 
5) 
6) 
7) 

Strongly disagree 
Disagree 
Slightl y d isagree 
Neutral 
Slightly agree 
Agree 
Strongly agree 

Part 2: Functional Quality 

Measurements of service quality 
Tangibility 

I 
Modern looking equipments (Equipments like 
furni ture, shelves,). 
Physical facilities are visually appealing (facilities like 

2 building, offi ce rooms, and all other equipment within 
the room). 

3 Employees have a neat, professional appearance. 
Materi als associated with the service (such as 

4 pamphlets, magazines, newsletters, brochures, and etc) 
are Visually appealing. 
Reliability: 

5 The insurance company fulfill s its compensation clai m 
promi se on time(claim issue) 

6 Showing sincere interest in solving customers' 
problems (damage, ) 

Providing correct and accurate information about its 
7 service to the customer (terms and condi tion of the 

insurance poli cy, insurance price, extent of coverage, 
etc). 

8 
Issuing contracts, claim, statements receipts and other 
documents with clear, transparent and non ambiguous 
terms 

9 
providing services within the specified con tract ti me 
limits (compensation, repair and maintenance) 
Respollsivel1ess: 

10 
Related services information can easil y obtained 
(consultation) 

I I 
Employees (underwriting, c laim department and 
surveyor employees) can promptly serve yo u. 

12 Employees (underwriting, claim department and 

Level of agreement 

I 2 0 4 5 6 7 J 

I 2 3 4 5 6 7 

-~ 

I 2 0 4 5 6 7 J 
-~ -~ -~ 

I 2 3 4 5 6 7 

I 2 3 4 5 6 7 

I 2 3 4 5 6 7 

I 2 3 4 5 6 7 

I 2 0 4 5 6 7 J 

I 2 3 4 5 6 7 

I 2 3 4 5 6 7 

I 2 3 4 5 6 7 

I 2 3 4 5 6 7 



surveyor employees) can always willing to help you. 
Employees in (underwriting and claim department) can 

13 promptly response to yo ur request, even when they are 1 2 3 4 5 6 7 
busy. 
Assurance: 
The behavior of Employees inspires trust and 

~ 

14 

3B 
3 4 5 6 7 

confidence in you. 
15 You feel safe to do business with the company. 1 2 3 4 5 6 7 
16 Employees Consistentl y courteous to wards you. 1 2 ~ 4 ~ 6 ~ 

Knowledgeable Employees to answer customers 
17 1 2 I 3 4 5 6 7 

question. 
Empathy: 

18 
Convenient operating hour's to all its customers 

1 2 3 4 5 6 7 
(including launch time, holyday and week end). 

19 
The company gives individual attention to its 
customers. 

1 2 3 4 5 6 7 

20 Employees deal with customers in a caring fashion. 1 2 3 4 5 6 7 
21 Employees have the customer's best interest at heart. 1 2 3 4 5 6 7 

22 
Employees who understand the needs of their 
customers. 

1 2 3 4 5 6 7 

Part (3) Claim settlement process 
1 Checking and inspecting car accident on time. 1 2 3 4 5 6 7 

~ 

2 The car is maintained and repair on time. 1 2 3 4 5 6 7 r------~ 
3 The insurance company pay the compensati on at the right 

1 2 3 4 5 6 7 
time 

4 The insurance coverage/compensation that the company 
offers is suffic ient to overcome with the cost 1 2 3 4 5 6 7 
(damage/loss etc.). 

5 It is successful to settle a claim. 1 2 3 4 5 6 7 

Part ( 4) premium price 
1 The company provides good servIce at a 

1 2 3 4 5 6 7 
reasonable price. 

2 The company offers a No-Claim-Bonus for 
customers who have not claimed before (at the 1 2 3 4 5 6 7 
time of renewal of their policy). 

3 The company adjusts premiums to be paid in 
1 2 

, 
4 5 6 7 

install ation basis. 
J 

-
4 I like to have pnce negotiations wi th the 

1 2 3 4 5 6 7 
company. 



Part (5) Image 
I The company is reliable for insurance service. I 2 3 4 5 6 7 

2 The company provides an excellent insurance 

service to customers. 
I 2 3 4 5 6 7 

3 The company shows sincerity to the policy 

holders. 
I 2 3 4 5 6 7 

4 The company shows its responsibility towards 
I 2 0 4 5 6 7 

society. 
j 

5 The company has a good reputation in 

insurance sector. 
I 2 3 4 5 6 7 

6 The company maintains its operations at a 

large-scale. 
I 2 3 4 5 6 7 

7 The company cares fo r its customers. I 2 3 4 5 6 7 

Part (6 (collaborators) 
Surveyors 

I surveyor estimated the amount of loss or 
I 2 0 4 5 6 7 

damage of cars correctl y 
j 

2 Surveyors are free from any unethical practices I 2 3 4 5 6 7 

Garages or vehicle repairs 
0 The insurance company has selected a garage(s) 
j 

that maintai ns required facilities and skilled staff 1 2 3 4 5 6 7 

(mechanics etc.) -

4 My insurance company looks that there should 

not be any delaines on the part of garages whi le I 2 0 4 5 6 7 j 

rep_airing the car --

5 To avo id any delay/misunderstanding in service, 

my insurance company suggests to repair the car 
1 2 3 4 5 6 7 

with the garage se lected by the company rather 

than by me. 
6 Spare parts used by the garage are of good quality 

and best fit to the car 
1 2 3 4 5 6 7 

Spare IJart shops 
7 The insurance company deals wi th the vehicle 

dealers importing vehicles for spare parts in the 
I 2 3 4 5 6 7 

situation when spares are not commonly available 

in the market 
8 My insurance company asks the garage to contact 

many spare parts shops to buy the spares that are 1 2 3 4 5 6 7 

genuine 
Towill!! vehicle providers 

9 Motor insurance company has connection with 

the providers of towing vehic les to support the 1 2 3 4 5 6 7 

cli ent in accidenta l situation - -

10 The suppliers of towing vehicles (arranged by the 2 3 4 5 6 7 

insurance company) maintain less time to arrive 
I 



in the accident area. 
II Tolling veh icles arranged by the Insurance 

company posses suitable services to all kinds of 
I 2 3 4 5 6 7 

cars (irrespective of their size) to move from one 
area to another. 
Traffics Police 

12 My insurance company makes traffic police to act 
fas t in investi gating accidental cause 

I 2 3 4 5 6 7 

13 My insurance company makes traffi c police to act 
quickly in preparing report on acc ident committed I 2 3 4 5 6 7 

14 My lI1surance company asks traffic police to 
prepare a correct report in case of car accident 

I 2 3 4 5 6 7 

Policy force -
15 My insurance company ensures that during the 

loss of car or any part of it, the Police force I 2 3 4 5 6 7 
investigates the problem as fast as possible 

-~ 

16 My lI1surance company asks Police fo rce to 
perform quick actions to provide a remedy against I 2 3 4 5 6 7 
any theft to its client 
Healthy Centers 

17 My insurance company ensures a quick remedial 
action to the victims of accident, committed by I 2 3 4 5 6 7 
the client, admitted to hospitals and clinics 

18 My insurance company facilitates all accidental 
claims wi th any hospital/c linics 

I 2 3 4 5 6 7 

Part 7: Overall Service Quality and Customer Satisfaction 

How do you I 2 3 4 5 6 7 
rate the 
overall Very Poor slightly Average sl ight ly Good Ve ry 
service poor, 
quality of the poor, good good 
company? 
Overall, how I 2 3 4 5 6 7 
sati sfied are 
you with the Highl y dissati sfi e Slight Neutral Slight satisfi Highly 
motor dissatisfie d di ssatisf satisfi ed ed satisficd 
lllsurance d ied 
service 
provided by 
the company? 
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Appendix II Demographic profile 

Appendix II: A Demogmpftic profile f or EIC respolldents 

Age 

Frequen 
I 

Valid 
I 

Cumulative 
cy Percent Percent Percent 

Valid 25-35 43 27.4 29.7 29.7 
36-45 65 41.4 44.8 74 .5 
46-55 27 17.2 18.6 93.1 
>56 10 6.4 6.9 100.0 
Total 145 92.4 100.0 

Missing Syste 
m 

12 7.6 

Total 157 100.0 

Sex 

Frequen Cumulative 
cy Percent Valid Percent Percent 

Male 109 69.4 69.4 69.4 
female 48 30.6 306 100.0 

Total 157 100.0 100.0 

Educational background 

I Percent I I 

Cumulat 
Valid ive 

Frequency Percent Percent 
Val id below 10th grade 16 

I 
10.2 I 10.2 I 10.2 

from 1 0-12 grades 30 19.1 19.1 29.3 

college diploma 58 36.9 36 .9 66.2 

first degree 44 28 .0 28.0 94 .3 

second degree and 9 5.7 5.7 100.0 
above 

Total 157 100.0 100.0 



Occupation 

I Percent I 
Valid I Cumulative 

Frequency Percent Percent 

Valid Government 
31 19.7 19.7 19.7 

employee 

Private company 31 19.7 19.7 39.5 

employee 

Own business 
73 46.5 46.5 86.0 

others 
22 14.0 14.0 100.0 

Total 
157 100.0 100.0 

Monthly Income 

Frequen Valid 
I 

Cumulative 
cy Percent Percent Percent 

Valid <1000 Birr 10 6.4 6.4 6.4 
1001-2000 

32 20.4 20.4 26.8 
Birr 
2001-3000 46 29.3 29.3 56. 1 
3001-5000 23 14.6 14.6 70.7 
5001-10000 32 20.4 20.4 91.1 
>10000 14 8.9 8.9 100.0 
Total 157 100.0 100.0 

D r h ura Ion as a customer In t e company 

Frequen 
I 

Valid I Cumulative 
cy Percent Percent Percent 

Vali 2-5 years 
21 13.4 

I 
13.4 13.4 

d 
5-7years 39 24 .8 24 .8 38 .2 
7-10 58 36.9 36.9 75.2 
above 10 
years 39 24 .8 24.8 100.0 

Total 157 100.0 100.0 



Appelldix /l:B Demographic profile for Ale respondell ts 

Age 

I 
Valid Cum ulative 

Frequency Percent Percent Percent 

Valid 25-35 50 46.3 50.5 50.5 

36-45 
27 25.0 27.3 77.8 

21 19.4 21.2 99.0 

46-55 

1 .9 1.0 100.0 
>56 

Total 
99 91.7 100.0 

Missing System 9 8.3 

Total 108 100.0 I 

Sex 

I I I 
Cumulative 

Frequency Percent Valid Percent Percent 

Valid male 82 75 .9 75.9 75.9 

female 
26 24.1 24.1 100.0 

108 100.0 100.0 
Total 

Educational background 

I 
Val id 

I 
Cumulative 

Frequency Percent Percent Percent 

Valid below 10th 4 

I 
3.7 3.7 

I 
3.7 

grade 

from10-12 27 25 .0 25.0 28 .7 

grades 

college diploma 43 39.8 39.8 68.5 

first degree 30 27.8 27.8 96.3 

second degree 4 3.7 3.7 100.0 

and above 

Total 108 100.0 100.0 



Occupation 

Frequen 
I I Valid Cumu lative 

cy Percent Percent Percent 

Vali Government I 

d employee 
6 5.6 5.6 5.6 

Priviate company 31 28.7 28.7 34 .3 

employee 

Own business 
59 54 .6 54.6 88 .9 

others 
12 11 .1 11 .1 100.0 

108 100.0 100.0 
Total 

Monthly Income 

Frequen 
I 

Valid 
I 

Cumulative 

cy Percent Percent Percent 

Vali <1000 Birr 8 7.4 7.4 
I 

7.4 
d 

1001-2000 
Birr 

19 17.6 17.6 25.0 

2001-3000 14 13.0 I 13.0 38 .0 

3001-5000 31 28.7 28.7 66.7 

5001-10000 22 20.4 20.4 87 .0 

>10000 14 13.0 13.0 100.0 

Total 108 100.0 100.0 

Duration as a customer in the company 

Frequen 
I 

Valid 
I 

Cumulative 

cy Percent Percent Percent 

Val i 2-5 33 30.6 30.6 

I 
30 .6 

d 
27 25.0 25.0 55 .6 

5-7 years 

29 26 .9 26.9 82.4 

7-10 I 
above 10 19 17.6 17.6 100.0 

years 

108 100.0 100.0 
Total 



Appendix Ill: Reliability Statistics for service quality dimellsions and for tile tolal scale 

Reliability Statistics EIC S Reliabi lity , tat is tics AI C 
-

Functional quality Functional quality 

Cronbach's N of Cronbach's 
I 

N of 
Alpha Items Alpha Items 

.966 22 .949 22 

Claims settlement Claims settlement 

Cronbach's N of Cronbach's N of 
Alpha Items Alpha Items 

.904 I 5 .880 I 5 

Premium price Premium price 

Cronbach's 
I 

N of Cronbach's 
I 

N of 
Alpha Items Alpha Items 

.618 I 4 .631 4 

Image Image 

Cronbach's 
I 

N of Cronbach's N of 
Alpha Items Alpha Items 

.91 1 7 .910 I 7 

Collaborators Collaborators 

Cronbach's 
I 

N of Cronbach's N of 
Alpha Items Alpha Items 

.913 I 18 .912 18 

Total scale Total scale 

Cronbach's 
I 

N of Cronbach's N of 
Alpha Items Alpha Items 

.975 I 56 .968 I 56 



Appelldix IV: Mea/1 scores for service qualify dimellsiolls, overall service qualify alld safiljacfiou{or 
EIC alld AIC 

insurance I 
companies N Mean I Std . Deviation Std . Error Mean 

FUN AIC 108 5.7963 .88290 I .08496 

EIC 157 4.6346 1.26888 .10127 

CLS AIC 108 5.5870 1. 12716 .10846 

EIC 157 4 .2561 1.29394 .10327 

pp AIC 108 5.8194 .84267 .08109 

EIC 157 5.0939 1.07321 .08565 

1M AIC 108 5.8796 1.1 3468 .10918 

EIC 157 5.4750 1.15642 .09229 

CB AIC 108 5.0206 .95172 .09158 

EIC 157 4 .5198 .93230 

I 
.07441 

OSQ AIC 108 5.39 1.142 .110 

EIC 157 4 .88 
I 

1.040 

I 
.083 

OS AIC 108 5.35 1.248 .120 

EIC 157 4.83 
i 

1.075 .086 



Appendix VII: Correlatioll Result 

Appendix VI: A Correlation result for EIC 

Correlations 

osa os FUN CLS I pp I 1M I CB 
osa Pearson 

1 .8 18(") .742(") .564(") I 557(") I .725(") .801(") 
Correlation 
Si9. (2-tailed) .000 .000 .000 .000 .000 .000 
N 157 157 157 157 157 157 157 

OS Pearson 
.818(") 1 .761(") .600(") .632(") .750(") .684(") 

Correlation 
Si9. (2-tailed) .000 .000 .000 .000 .000 .000 

N 157 157 157 157 157 157 157 
FUN Pearson 

.742(") .761 (") 1 .638(") .649(") .780(") 720n Correlation 
Si9. (2-ta iled) .000 .000 .000 .000 .000 .000 
N 157 157 157 157 157 157 157 

CLS Pearson .564(" 
.600(") .638(") 1 .371 (") 679(") .613(") 

Correlation ) 
Si9. (2-tailed) .000 .000 .000 .000 000 .000 
N 157 157 157 157 157 157 157 

pp Pearson 
.557(") .632(") .649(") .371(") 1 .677(") 600(") 

Correlation 
Sig. (2-tai led) .000 .000 .000 .000 .000 .000 

N 157 157 157 157 157 157 157 
1M Pearson 

.725(") .750(") .780(") .679(") .677(") 1 I 739(" 
Correlation ) 
Sig. (2-tailed) .000 .000 .000 .000 .000 .000 
N 157 157 157 157 157 157 157 

CB Pearson .801(" 
.684(") 720n .613(") .600(") .739(") 1 

Correlation ) 
Si9. (2-tailed) .000 .000 .000 .000 .000 .000 
N 157 157 157 157 157 157 157 

.. Correlation IS significant at the 0.01 level (2-talled) . 



Appendix VI: B Correlation result Jor AIC 

Correlations 

OSQ as FUN CLS pp 1M CB 
OSQ Pearson 

1 .841 ( .. ) .703(") .558(") .578("") .682("") 
I 

.515("") Correlation 
Sig . (2-tailed) .000 .000 .000 .000 .000 .000 
N 108 108 108 108 108 108 108 

as Pearson 
.841 ("") 1 .701("') .656(") .528(") .693("") .576(") 

Correlation 
Sig. (2-tailed) .000 .000 .000 .000 .000 .000 
N 108 108 108 108 108 108 108 

FUN Pearson 
.703("") .701("') 1 .738(") .617(") .637(") .571(") 

Corre lation 
Sig (2-tai led) .000 .000 .000 .000 .000 .000 

N 108 108 108 108 108 108 108 

CLS Pearson 
.558("") .656(") .738("") 1 

.629(' .573(" 715(' 
Correlation .) ") ") 
Sig . (2-tailed) .000 .000 .000 .000 .000 .000 
N 108 108 108 108 108 108 108 

pp Pearson 
.578(") .528(") .617("") .629("") 1 

.560(" .495(' 
Correlation ") ") 
Sig . (2-ta iled) .000 .000 .000 .000 .000 .000 
N 108 108 108 108 108 108 108 

1M Pearson 
.682("") .693(") .637(") .573("") 

.560(' 
1 

.532(' 
Correlation . ) .) 

Sig . (2-tailed) .000 .000 .000 .000 .000 .000 

N 108 108 108 108 108 108 108 
CB Pearson 

.515(") .576(") .571 ( .. ) .715(") 
.495(" .532(" 

1 
Correlation ") .) 

Sig. (2-tailed) .000 .000 .000 

I 
.000 .000 .000 

N 108 108 108 108 108 108 108 

"" Correlation IS Significant at the 0.01 level (2-taded). 



Appendix VII: RegressioJ/ A J/alysis Results 

AppeJ/dix VlJ: A Regression allalysis result for EIC 

Relative importance of service quality dimensions in predicting image [n E[C 

Models Unstanda rdized Standardize 
Coefficien ts Coefficien ts 

B Std. Beta Sig 
Error t 

I (Constant) .936 .252 3.708 .000 

FUN .330 .062 .362 5.350 000 
CLS .294 .050 .329 5.930 .000 
pp .345 .060 .320 5.708 .000 

a Dependent Variable: 1M 

Rela tive illlportance of service quali ty dimensions in predicting ovemll Service quality EIC 

Models Unstandardized Standardize 
Coefficien ts Coefficients 
B Std . beta t Sig 

Error (p) 

I (Constant) .735 .256 2.871 .005 

FUN .236 .065 .288 3.654 .000 

CST -029 .052 - 036 -.558 .578 

PI' -.041 .063 -.042 -.647 .519 

1M .159 .078 .176 2039 .043 

CB .558 .078 .511 7.154 000 

a Dependent VarI able: OSQ 
Rela tive importance of overall service quality in predicting overall satisfaction ill cl C 

Models Unstandanlized Standardize 
Coefficients Coefficien ts 

B Std . Beta t Sign. 
Error 

I (Constant) 
.700 .238 

2.94 
.004 

0 
OSQ 

.846 .048 .818 
17.7 

.000 
23 -

a Dependent Vari ab le: OS 



Appendix VII: B Regressiol/ analysis remlflor A le 

Relative importance of se rvice quality dimensions in predicting image In AIC 

Models Unstandardized Standardize 
Coefficients Coefficients 

B Std. Beta t Sig 
Error 

I 
(Constant .373 .626 .595 .553 
) 

FVN .503 .144 .392 3.502 .001 
CLS .140 .114 .139 1.228 .222 
PI' .311 .131 .231 2 .376 .019 

a Dependent Vanable: 1M 

TablcJ 1: Relative importance of se rvice quality dimensions in predicting overall 
service qua lity AIC 

Model Unstandardized Standardize 
s Coefficients Coefficients 

B Std. Error Beta t Sig 

I 
(Constan -.928 .560 -1 .658 .100 
t) 

FUN .543 .132 .420 4.110 000 

CST -.116 .1 14 -.115 -101 9 .31 1 
pp .203 .117 .150 1.740 .085 

1M .346 .087 .343 3.983 .000 
--

CB .120 .108 .101 1 .111 .269 
a Dependent Vanable : OSQ 
Relative importance of service quality in predicting overall satisfaction In AIC 

Models U nstandardized Standardize 
Coefficients Coefficients 

B Std. Beta t 
Error Sign. 

t (Constant) 405 .317 1.278 .204 

OSQ .918 .057 .841 15.972 .000 

a Dependent Vanable: OS 
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