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ABSTRACT 

Competitiveness and search for profits have called more attention towards 
customers' satisfaction and increased researchers' interest on the topic of 
service quality. In this context this study applies SERVQUAL for assessing 
service qua li ty in St. George brewery's service . The main objective is to assess 
quality service dimensions that are delivered through the perspectives of 
customers'. The studied company manufactures and sells different types of 
beers and draft beer. A questionnaire was developed based on the service 
qua lity dimensions and distributed to customers and mangers of the brewery 
factory for gathering data. The results of this study indicate the quality 
dimensions and attributes that call managerial attention. Assurance and 
responsiveness are found most relevant for mangers and customers respectively 
improvement on some of the quality dimensions were given. The paper a lso 
indicated that there are different perspective among managers and customers . 
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cuslDmer y""ytion of service quality - A case on st.G<O'lJe Brewery 

CHAPTER ONE 

INTRODUCTION 

1.1 Background - -
High qu a lity goods and services are favored in the market place and high 

service quality performa nce does produce measurable benefits in profits, cost 

savings a nd market share (Anderson Fornel, & Lechman, 1996). Research also 

indicates that service quality has been recognized as a critical factor in the 

success of any business (Parasuraman, Zeithman & Bery, 1988). 

~'he assessment of service quality for any organization that provides some kinds 

of services has indispen sable importa nce . It enables the organization in 

identifying those quality dimensions most important to customers and make 

sure they are delivered. It a lso h elps the organization track customers' 

expectations and perceptions and threat them accordingly . 

Delivering ', high quality service is closely linked to profits, cost savm g, a nd 

market share. Unlike products where quality I S often measured against. 

standards, service quality is m easured against performance. Since services arc 

frequen tly produced in the presence of customers , are labor intens ive and arc 

not able to be stored or objectively examined, the definition of what constitutes 
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cJillomer ,<Teo/tlon of servIa qualIty - A we on sLGeorge Brewery 

good service qua li ty can be difficult and, in fact continually chan ges in face of 

choices, customers determine the value of service quality in relation to available 

a lternatives and their particular needs. In genera l problem in the determination 

/ 

of good service quality are attributable to difference in the expectations, 

perceptions and expenences regarding the encounter between the service 

provider and customer. 

Supplying quality goods to th e market is nothing to deliver supreme satisfaction 

s ince customers could get that from competitors. Customers care would on the 

oth er hand contribute a lot in creating demand for an organization than others 

with simila r services. 

Hence this study attempted to identify quality d imensions, which rank high to 

customers and ultimately measured expectation - perception discrepancies . 

This paper tried to investigate the perceptions of customers of St. George 

Brewery factory in relation· to the service quality of the factory. St George is one 

of the best breweries in Ethiopia. It was established in Miazia, 19 15 by a 

Belgian Entrepreneur named Mussie Devid , under an agreement with the 

Ethiopian Government as a share company. It star ted operation two years after 

its establishment. Its production records of the time show orderly outpu t of not 
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custDmer ymeytfon of smlct 1""llty - A ellSe on SLGeorge Brewery 

morc th an 200 to 300 bottles of beer a day. There were a bou t 135 workers 

including contac t personal (Service provider employees). 

In itia l investm ent cost of the Brewery was birr 5 ,250,000 . However by th e time 

Lhe Brewery was entirely mobilized in February 1974 its yearly p rodu ction 

output increased to 4 , 155, 799 litter s. The factory has the following main 

purposes 

prepa ring and m anufacturing m a lt, yeast , carbonic acid, gas and other 

ingredien ts 

sellin g its products both loca lly and abroad 

Engaging genera lly in a ny oth er busin ess conducive to attain its 

purposes . 

At present the Brewery capacity h as increased to 20 m illion li tter s of beer 

annua lly in bottle s and dra ft form. More than 70% of the annua l output is 

produced in the form of dra ft beer. Annua l sales revenue reach over 8 0 million 

of birr a nd there are n ow a bout 500 employees comprising ma inly engin eers, 

tcchnologists, m echa n ics, electricia n s, operators, administra tive a n d sales 

workers (including context worker s). Following the Ethiopia n Government 

privatization policy, th e com pany tra n s ferred to private limited compa ny on 

Oc tober 3 1, 1998 and is now owned by BGI Ethiop ia Priva te Limited Compa ny. 
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customer y""ytlon of servIce quality - A case on SLGeorge Brewery 

Customer service in St. George Brewery factory 

Besides m a king sure tha t the products conform to quality standard s, the 

company provides various packages of servIces before th e products are 

delivered to ultimate customers. These include:-

Equip cu s tomers with refrigerators and provide m a intena n ce service. 

Pump cylinders with carbon dioxide for free 

Sanitary services 

Decoration and promotion works 

Even after the product a re delivered to beer dealers the factory devises 

and provides technical support on product h andling methods 

To m ake beer dealers h ave better knowledge about the company's product and 

dcliver appropriate service and to their customers , the factory gives technica l 

training to its customers. 

1.2 Statement of the problem 

Quali ty service requires constant follow up of the dynamics in th e interna l an d 

cxterna l business environment through information gathering ana lys is and 

action aimed at increasing customer satisfaction . This makes qua lity scrvice 

practice critical fo r a ny organization. 

Por an organization which p roduces products (ta n gible) and offers service 

(intangibles), it is becoming clear that conforming to qua lity stan dards IS not 
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cu;/omer !cree!tlo. of service 'f"Illity - A case 0. SLG!0'8! Brewery 

sufficient. The firm should a lso assess what effects the compa ny's services have 

on customers' perception. It is the interaction of the quality specifications of the 

firm and customer 's perception that determine the long-term relationship of the 

two. This is to say that company set quality standards for its products and 

services and try to conform to it while customers determine whether to stay in 

business with the company based on their expectation perception gap . 

Organizations upon delivering their servIces don't consider the impact th e 

defined servIce qualities have on cus tomers ' perception. Customers usually 

tend to compare the servIce quality they expect with what they perceive thc 

organization has delivered to them. Future purchasing behaviors depend on the 

expectationcperception gap customers' experience. If such organization can 

trace customers ' perception of service quality, they a re in a better position to 

accommodate customers with the required service packages. 

In addition to the above facts organizations don't have the ins ight as to which 

service package customers respond highly . Obviously identifying customer's 

priority has a paramount importance to address them accordingly. 

Despite the increased interest in customers' servIce quality perception, little 

effort has been made to test the generalizabli ty of the li teratures in the 

I!:thiopian context. 
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customer pemptlo. of servia i[UAltty - A we o. st.George llrewery 

Hence the study tried to answer the following questions . 

Research Questions 

Do cu stomers' service quality expectations s ignificantly differ from 

perceptions of service performance? 

Do cu stomers assIgn equal importance to all servIce quality 

d imensions? 

Does th e overall customers ' service qua lity defini tion differ s ignificantly 

from managers' definition? 

1.3 Purpose statement of the study 

This survey stu dy is intended to assess customers' perception of the quality of 

service p rovided by St. George Brewery. Service quality is m easured along 10 

d imensions and cu stomers' expectations a nd perceptions a re measured using 

their dimensions. 

I 

1.4 Scope & Limitations of the Study 

a. Delimitation 

Eliciting responses through questionnaires was confined to members of the 

sample randomly selected from one of the sub-cities (Yeka kine ketema) which 

was selected randomly . It would h ave high genera lizabli ty if the samples were 
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Hence the study tried to answer the following questions. 

Research Questions 

Do customers' service quality expectations significantly differ from 

perceptions of service performance? 

Do customers assign equal importance to a ll service quality 

dimensions? 

Does th e overall customers' service quality definition differ significantly 

from managers ' definition? 

1.3 Purpose statement of the study 
) 

This survey study is intended to assess customer s' perception of the quality of 

service provided by St. George Brewery. Service quality is m easured along 10 

dimensions and customers' expectations and perceptions are measured using 

their dimensions . 

• 
1.4 Scope & Limitations of the Study 

a. Delimitation 

Eliciting responses through questionnaires was confined to members of the 

sample randomly selected from one of the sub-cities (Yeka kifle ketema) wh ich 

was selected randomly. It would have high gen era lizablity if the samples wcre 
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custom" pmeptlon of service qJUllity - A case on SLGeorge Brewery 

Laken from a ll the sub-cities , which won'L be possib le beca use or Lime and 
financial con strain ts. 

b. Limitations 

Analyzing the data using SERVQUAL instrumenL might not accurately 
indicate actual service quality for the end Llsers have not been used as 
participants or subjects for this s tudy . 

Operationalization of service quality with ilm.t red rlJlTI cnsions might 
decrease the accuracy of the study. ThIS is DccClilse Lhere have been 
suggestions to include other dimensior.s that ; "c..;-,·:a.,e ·:xhaustiveness 
but not proved yet. 

1 .5 Methodology ,. 

Research Design 

The study employed a survey des ign . Survey 

r 

-, ••. ;tf' 

_ ...... -: .- - ,~,.-. " 

_ .. 
'\ • t 

ineXpenSIve and efficient means of assessing informa UoJ! rlbout a population 
(Zikmund , 1997) . Data was collected through sel[·':Hl iTl i ni 5' ~·; ·.:Ct questionna ires 
at one CJoim in t ime. Self-admin is tered questionl'.a iI·.;3 :19vC h igh geographic 
ncxibili ty , require standardizes formal , avc id-; ! ~-):"~lTi'':HJCt t::.c.i ':- and crealcs 
rr.~ ~ ;p()'1 d cnls convenience to QllS-VVer though it has Lfle d ig:).clV.-:'i1JlHgC of nlinimulTl 
Crml.rol over return o f questionnaires. 
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custom<r yereeytto. of smtce quality - A CIls' 0. stGeorg' Brew,ry 

Sampling 

This study took into account St. George Brewery's primary customer in Addis 

Ababa. Th e company produces a nd distributes different beers and drart. Thc 

study was directed to th-ose distributors who sell draft and district managers or 

the company. These customers are chosen because they operate using thc 

company's equipments and are expected to receive various types or services. 

The city was divided into to sub-cities and a sub city was selected randomly. 

Based on lists of customers, which was obtained from the company, a random 

sample of 200 customers was selected from the selected sUb-city. Also a sample 

of 15 district mangers in Addis Ababa was considered . 

Instrumentation 

Data was collected through an instrument which was developed usmg ten 
/ servIce quali ty dimensions (tangibles, reliability, responsIveness, competence, 

courtesy, credibility, 
I' 

assurance, access, communication and customer 

understanding) with ten questions a iming at improvin g the response rate. Thc 

answers were offered u sing a 9 point likert scale from (1 - extremely low to 9 -

extremely high). The scale was a pplied to cus tomers' and mariagers' quality 

expectation , quality perception and the minimum service level customers and 

mangers consider acceptable. 
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custom" perception of service quality - A cas, on st.Georg' Brew;ry 

Data analysis 

ror cach service quality dimensions the observations were averaged that reflect 

average expectation, perceived and acceptable service quality. The means of 

acceptable service quality were ranked to determine whether customers and 

mangers have priorities among dimensions. The expectation - perception gap 

was measured through the weighted average technique at each service quality 

dimensions. This can en able to assess discrepancies between customers' and 

mangers' expectations and perception. Finally, the overall mean discrepancy 

was computed to see the total effect of all dimensions. 

1.6 SIGNIFICANCE OF THE STUDY 

The study of customers' perception of service quality h as an invaluable l 
importance for many reasons. First, understanding customers' perception of 

scrvice quality enables St. George to evaluate its service quality. Second it will 

know how well it is performing on those factors regarded most important by its 

customers . Third, differentiating custom ers' expectation of the organization 

from customers' perception a llows tracking of both features overtime. 

1. 7 ORGANIZATION OF THE RESEARCH 

The study consists of five chapters. The first chapter presents the introductory 

part and the second chapter assesses the various literatures dealing with thc 

issue. The data that was collected from customers is a part of the third chapter. 
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The data which was analyzed using the SERVQVUAL instrument is shown in 

the fourth ch apter. The Summary, conclusions and recommendations a re 

forwarded in the last chapter. 

10 
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CHAPTER TWO 

REVIEW OF LITERATURES 

2 .1. Meaning and significances of service and service Quality 

Many scholars offered various definitions of service. For example, Ra)aswamy 

described service as "th e business transactions that take place between a donor 

(service provider) and receiver (cu s tomer) in order to produce a n out com e that 

satisfies the customer (Ramaswamy, 1996 ,p.1 5). Zeithmal & Bitner (1 996) 

defined service as "deeds, processes , and p erformances" . Gronroos (1990) 

" =~ 
pointed out tha t a service is a n activity or serious of activities of m ore or less 

intangible nature th at normally , but necessarily, take place in interact ions 

between the cu stom er and service employees and \ or systems of the service 

provider, which are provided as solutions to cu s tomer problems. 

Some researchers view service from the perspective of a system-thinking 

paradigm: 

"A production system where various inputs a re processed , transformed and 

value added to produce some outputs which have utility to the service s eekers, 

no t merely in an economic sense but from supporting the life of the h l.lman 

system in general, even may be for the sake of pleasure" (Lakh a nd Mohanty , 

1995,p .22). 

II 
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cwmer ymeytfon of service ifU"lity - A case on st.Gto'lJ' Brewery 

Yong reviewed these definitions of service a nd pointed out that the followin g 

features of service are noteworthy in order to better understand the concepl. 

First, service is a performa nce. It happens through the interac tion betwecn 

consumers and service providers (Sasser, Olsen & Wyckoff, 1996). Second, 

other factors such as physical resources or environments play and important 

medium role in th e process of service production and consumption (Gronroos, 

1990). Third, service is needed by consumers to provide certain functions such 

as problem solving (Ramaswmy, 1996). These three points put together lead to 

the conclusion that, "a service, combined with goods products, is experienced 

and evaluated by customers who have particular goals and motivations for 

consumers for consuming the service" (Yong, 2000,pp.2 19-225). Customer 

service is a task other than consumer operations that involves interactions with 

consumers in person, of by telecommunication, mail or automated process. 

"Customer service IS customer care that seeks to acqUIre new customers, 

provide superior customer satisfaction a nd limited customer loyalty. It is the 

action companies can take to add values to the basic goals and services" 

parnes, 1~96, p.35) . 

12 
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Definition of terms 

Customer service- it IS a customer care that seeks to acquire new 

customers, provide superior customer satisfaction, and build customer 

loyalty. 

Customer service quality - it is a measure of how closely a product and 

the way it is provided conform to customer' needs, wants and 

expectations . 

Service quality dimensions - ch aracteristics which can be applied 

deliberately to measure service quality 

SERVQUAL- an instrument used to measure the survive quality based on 

service qualities dimensions 

Likert - scale- it is a progressive scale which measures attitudes, 

perceptions and expectations of respondents 

2.2. Significance of Customer Services 

Customer service allows a company to build a number of importa nt stren gth. 

Thus managing a company to m eet customer needs become very important. 

Reasons for such importance of customer service include: first to differentiate 

the company from its competitors. A lot of products are becoming commonly 

these days. There is little to tell them apart. Despite all advertising claims in 

different products, and prices aren't usually much different either (Koob, 

1995,pp. 125- 126) . As a result the mam reason customers choosc one another 

13 
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is because it better meets their needs in some way: service, ease of use or 

ability to do what it promise to do. Second customer service allows a company 

to build a market share~s studies on contributors to market share indicate, 

over the long run compan y can't maintain market share with unique features 

a lone, because competitors will catch the ~ company. Hence company can 

increase market s h are only through excellent services (Peers, 1998) . Finally 

customer services enable company to be a legend . The evidence for final 

impor tance is clear to be a hero in the eyes of customers, one need to listen to 

what they want and deliver it. 

2.3. Evaluating Service Quality 

QualiLy is a measure of how clearly a product conforms to customers' needs, 

wants and expectations . It is the degree to which a product conforms to 

customer expectations and specifications. 

Nash Swean & Nash Derek (2003) express their definition of service qua lity and 

it contribution to customer satisfaction: 

"QualiLy has been defined as "conforming to requirements". This implies that 

organizaLions must establi sh requirements and specifications. Once these 

specifications a re established, the quality of the various functions of an 

organization is to comply strictly with them. QualiLy can be defined only by 

14 
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customer yercrytion of service quality - A case on sLGtorlJ' Brew,,}, 

customers and occurs when organizations supply goods or services to a 

specification that satisfies customer n eeds." 

Recently discussion a rouse regarding whether satis faction leads to quality or 

whether quality results in satis faction. The results were mixed. Nevertheless, 

many authors point very clearly that service quality is regarded mostly as 

a ntecedent of satisfaction. So the satisfaction judgment is based on quality. 

Understanding the issue is important s ince qua lity determines satisfaction to a 

large extent , which in turn wi ll a ffect customer retention and the relationship 

life cyclc . 

"In evaluating service quality, a n assessment of the overall performance of an 

organization is not enough. This provides little or no insights into thc 

shortcoming and excellent parts of the service delivery. Ma nagements can't take 

any decision based on such an overall judgment. It is there are necessary to 

describe services by a number of characteristics, which can be applied 

dclibcrately to measure service quali ty" (Denton: 1989). 

Although there have been many efforts made to understand the concept of 

service, th ere is no consensus among researchers on the characteristics of 

service: According to Yong (2000), the conceptualization could be divided in to 

15 
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customer perc'ptlon of s,rvlce qUAlity - A ellS' on SLG,org' Brew,ry 

two groups. F'irs t , some researchers Vlew the con cept from the perspective o f 

service iLself- th ey pay attention to the discrepancy between the marketing 

strategies of service and goods. This a pproach difference serVIce (intangibles) ..,.-

from good s (tangibles), which suggests tha t different m arketing strategies 

should be taken for each of these conce pts, Pa rasura m a n , Zeithma l, and Berry 

(1985), a nd Zeithmal a nd Bitner (1996) identifi ed four features of service thaL 

distinguish from goods. Service is intangible, heterogeneous, simultaneous in 

production and consumption and perishable . This approach distinguishes 

service fro m goods, by pointing out the unique features of service. It advances 

the unde rs tanding of the concept. How ever it advan ces m a ny critiqu es. On the 

one hand , the four characteristics m entioned a bove are n ot universa l in a ll 

service sectors. Wright (1 995) criticized this first a pproach for four reason s . 

First a service industry depends more on tangible equipment to saLisfy 

custom ers' dema nd while some cu stom ers don 't care about wh ether goods arc 

tangibles or not. Second, some serVlce businesses a rc well standardized such 

as franchise industries . In addition, 111 some cases, customers value th e 

equality a nd fairness from the serVlce provided . Third many serVIces a re not 

simultaneously produced a nd consumed. Fourth, highly technological and 

equipmcnt-based services could be standardized . On the other hand , thi s 

approach focuses on service and ignores the role of customers (Wyckh a m , 

F'itzory Mandry, 1985). 

16 
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cU5!omer ymeytlon of service quality - A case on SLGeorge BrtweTJ 

The second approach is based on the ideas of same researchers Vlew scrvlce 

from the point of view of service customers . They focus on the utility and total 

values that the service provides for the cu stom er. This a pproach points out that 

scrvice combines tangible and intangible aspects to satisfy customers during 

th e business transaction (Gronroos, 1990; Ramaswamy, 1996). This approach 

implies that because consumers evaluate service quality in terms of thcir 

experien ces, customers' subjective perceptions have great impact upon servIce 

success or fa ilure (Shostack, 1997). 

2.4. Conceptualization and Operationalization of 

Service Quality 

Althou gh resea rch ers h ave studied the con cept of service for several decades, 

there are no con sensuses about the conceptualization of service quality (Cronin 

& Tylor, 1992, p .274). Different research er s focused on different aspects of 

service quality. Reeves & Bednar (1994) noted that "there is no universal, 

parsimonious, or a ll encompassing definition or model of qua li ty" 

The most common definition is the traditional notion that views quality as thc 

customers' perception of service excellence. That is to say, quality is defined by 

the customers impression o f the service provided (Berry , Pa rasuraman, a nd 

Zcitham~, 1988; Parasura man , et aI, 1985). The assumption behind th is 

I 

dcfinition l S that cu stom ers form th e perception of servicc quality according to 
17 
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customer y""ytlon of service quality - A ellS' on St.Georg' Brew,ry 

thc service performance they expenence and based on past expen ences of 

service performan ce . It is th ere for th e customer's perception that categorizes 

service quality . 

Many research ers accept this approach of service quality . For example, Bitncr 

and Hubbert (1994) d efined quality as "the consu mer's overall impression of the 

re la tive inferiority/superiori ty of the orga nization and its services" . For 

instance, Bitner and Hubbert's (1994) definition of service quality differs from 

that of the tradit ional approach. The tradition a l a pproach for defining service 

qLwlity emphasizes that service quality p erception is a comparison of con sumer 

expectations with actual p erforma n ce (Gronzoos, 1984; Lewis a nd Booms , 

1983; Parasuraman, e t al. 1985; Parasura man , Zeithmal, and Berry, 1990). 

Parasurman, et a l (1 985) viewed quality as "the degree and direction of 

discrepancy between customers' serVlce perceptions and expectations". 

According to this a pproach services are different from good s because they a re 

intangible, h eterogen eous and are s imultaneously produced and consumed. 

Additionally, as the disconfirmation paradigm states , serVlce quality a 

compansons between con sumers' expectation a nd their perception s of thc 

service they actu a lly receive. 
. ... _--
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2 .5. Service Quality Models 

Based on th e traditional definition of service qua lity, Parasura m an, et a l. (1 985) 

developed the "Gap Model" of perceived service qua li ty. This model has fivc 

gaps : (a ) the gap between m anagement perceptions of consumer 's expectation s 

and expected service, (b) th e gap between m anagement perceptions of 

con sume r expecta tion and the tra n s lation of perception into servIce quality 

s pecification, (c) the gap between transla tion of perceptions of service quality 

specifica tion and service delivery, (d) the gap be tween service delivery "and 

externa l communications to con sumers, and (e) the gap between th e 

consumer's expected level of service and the actu a l service performance . As 

mentioned above, this d isconfirmation paradigm conceptualizes the perception 

of service quality as a difference between the expected level of service a nd th e 

actual servICe performa n ce. They revealed th e following 10 secondary 

d imensions that are used by consumers in assessing service quality in a broad 

variety of service sectors: (a) tangibles, [bJ reliability, (c) responsiveness, (d) 

com petence, (e) courtesy, (1) credibility, (g) securi ty, (h) access, (il 

communication , OJ understanding (Parasuram a n et a l- , 1985,pp25-29). 

Using these 10 d imension s, Pa rasurama n et a l. (1988) m ade the first effort to 

operation a lize th e concept of service qua li ty. They developed a n instrumen t to 

assess service quality that empirically relied on the dIfference in scores betwecn 

expectations and perceived performance. The in strument consisted of 22 items 
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d ivided a long the 10 second-order dimen sions previously lis ted, with a in -poin t 

answer scale accompanying each statement to test the stren gth of resolutions. 

These 22 items were used to represent ten dimensions : Reliability, 

Responsiveness, competence, Access, courtesy, Communication, credibi li ty, 

Security, Understand ing/Knowing the customer / & Tangibles . (Yong, 2000, 

pp220-22S) 

Reliability: involves consistency of performance and dependability . It mcans 

that the firm performs the service right th e first time . It a lso m eans that the 

rirm h onors its promises. Specifically, it involves, accuracy in billing, keeping 

rccords correctly a nd performing the service a t the designa ted time. 

Responsiveness: Concerns the willingness or readiness of employees to providc 

service. It involves timeliness of service, mailing to transaction s lip immediately, 

calling the customers back quickly, and giving prompt services. 

Competence: means possession of th e required skills and knowledge to 

pcrform th e service . It involves knowledge and s kill of the contract personnel, 

and operational suppor t of personnel as well as research capability of the 

organization. 

Access: involves a pproacha bili ty and ease of contract. It means the service is 

easily accessible by telephone; waiting time to receive service is no t extensive, 

convenient house operation, and convenient location of service quali ty. 
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Courtesy: involves politeness, respect consideration a nd friendliness of contact 

personnel (including receptionists, telephone, operators etc). It includes 

considerations, of the customers properly, clean and neat appearance of public 

contract personnel etc. 

Communication: means keeping customers informed in lan guage they can 

understand and listing to them. I t may mean that the company has to adjust 

its language for d ifferent customers. It involves: explaining the service itself, 

explaining how much the service will cost and assuring the consumer that a 

problem will be handled. 

Credibility: involves trustworthiness, believability, and honesty. It involves 

having the customers' best interest at hand. Contributors to credibility are: 

company name, company reputation, personnel characteristics of contact 

personnel and the degree of good will involved in interactions with the 

customer. 

Assurance: freedom from danger, risk or doubt. It in volves physical safety, 

financial security and confidentiality. 

Understanding/ knowing the customer: involve making the effort to 

understand the customers' needs. It involves : learning th e customer's specific 

requirement s, providing individualizing attention a nd recognizing the regular 

c ustomers. 
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Tangibles: include the physical evidence of the servIce: physical facilities, 

appearance of personnel , tools or equipment Used to provide the service and 

physical representation of the service. 

2.6. SERVQUAL - As An Instrument To Measure Service Quality 

SERVQUAL Is a m eth od to m easure servIce quality based on servIce quali ty 

dimensions deliberately chosen m easures for th e first time service qua li ty as a 

gap between expectation and perception 111 an a pplia n ce repaIr and 

maintenance firm, several reta il banks, a long - distance telephone provider , a 

securities broken, and credi t card companies (Pa rasuraman et a!. , 1988,pp25-

30). This study provided a compre hensive conceptualization of service qua lity 

with an instrument to m easure perceived service quality for the first time in 

service quality studies . 

researchers . 

It becomes very popular among service quali ty 

However, several researchers ch a llenged the usefulness of the SERVQUAL scale 

as a m easure of service quality by pointing out its shortcomings. For example, 

Carma n (1 990) selected four services setting th at were quite different from 

those used in the origina l test. He found that in som e situ a tion s, SERVQUAL 

needs to be customized by adding items or changing the measunng servIce 
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quality at any sector . In addition, he also suggested that the five dimensions in 

SERVQUAL are problematic. 

Einn and Lamb, (1991), found that "the SERVQUAL measurement model is not 

appropriate in a retail setting". They argued "that retailers and consumer 

researchers should not treat SERVQUAL as an off the shelf measure of 

perceived quality. Mu ch requirement is n eeded for specific companies and 

indu stries" . According to Brown Churchill , and Peter (1993) using the difference 

in scores causes a number of problems in such areas as reliability, discriminate 

Validity, Spurious correlation and variance restriction. Finally, Cronin and 

Taylor (1992) argued that the disconfirmation paradigm that SERVQUAL 

applied was in a ppropriate for measurmg perceived service quality. Thcy 

pointed that the disconfirmation paradigm m easures customer satisfaction 

instead of service quality. In their study Cronin and Taylor (1992) uscd the 

performance scale (SERVPERF) only, and found that SERVPERF out performed 

S ERVQUAL. 

S ERVQUAL'S shortcomings result from the weakness of the traditional 

definition that it applies. It is noted that there are several problems in th e 

traditional (disconfirmatory) d efinition of service quality (Yong, 2000). First, 

custom ers' needs are not a lways easy to identify. If their need is not correctly 

identified, conformance to a specification is not proper. Schnieder and Bowen 
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(1995) pointed out that customers bring a complex a nd multidimensional sel of 

expectations to the service encounter. Customers come with expectation for 

more lhan a smile and hand shake. Their expectations include conformance lo 

al least ten service quality attributes (i.e., Parasuraman, et aI, 's 10 dimensions 

- reliability, responsiveness, competence, access, courtesy, communication, 

crcdibilily, security, understanding a nd tangible). Second, the tradilional 

definilions failed to provide a way to measure cu stomer's expectation, which 

determ ines the level of service qualily . Customer's expectation s may fluctu ale 

greatly over time (Reeves and Bednar, 1994). There fore, it is not valid to usc 

lhe difference in scores be tween expectation a nd 

measure service quality. 

, . 
perceived servjcequalily lo 

, . -(.! ::- ' 
-,' -4) ... . \1 ~~ • . " .~ 

". ..... ,~).-., ~.:..::"" 

( ~". .oJ'-' ." 
~ -\{,~./ 

v/ 
Oliver (1997) also pointed out the traditional mod els shor~coming by 

distinguish ing quality from satisfaction. First, while qualily perceptions could 

come from external mediation instead of experience of service, satisfaction h as 

lo be experienced by con sumers Ill. person. In addition qua lity judgmenls 

standards are based on ideals or perceptions of excellence, while satisfaction 

judgments include predictive expectations, needs, product Category, norms, 

and even expectation of service quality. More over, while qua lily judgment is 

mainly cognitive, satisfaction is all. a ffective experience (Bitner and Hubbcrl, 

1994; Oliver, 1993). Service qu a li ty is influenced by very few variables su ch 

as exlernal cues like price, reputation, and various communication sources, 
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while satisfaction is more vulnerable to cognitive and effective processes such 

as equity, a ttribution, and emotion. Quality is primarily long- term while 

satisfaction is primarily short - term. 

Yong (2000) summarized analyses by researchers' discussions of service quality 

definitions and pointed out that service quality should be clarified as follows. 

First, from the above analyses, it could be noted that the disconfirmation 

paradigm, which compared the perceived service quality and expectation, is not 

appropriate in defining service quality (Yong, 2000). Second because service 

quality may not require the customers experience and consumption, the 

disconfirmation paradigm does not clarify service qua lity (Yong, 2000). Third , 

service loyally is easier to measure if the judgment occurs primarily at th e 

attribute - based cognitive level. Fourth , a customer's perception quality has 

been the main focus of the service qua lity research. Fifth, he overall impression 

of consumers determines service quality . Sixth, service is not uniform - in 

different service sectors consumers' perception of service quality may be 

different. Seventh, service quality is multidimensiona l or multifaceted . Eighth, 

service quality should be clearly differentiated from cu stomer satisfaction. 

Several researchers approached service quality from perspectives quite different 

from parasurama n et al. (1988) . On the one hand , some scholars provide multi 

- dimensional models of service quality . At first, Gronroos (1 984) used a two -
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dimensional model to study servIce quality. The first dimension I S technica l 

Quality that refers to the out come of th e servIce performance. The second 

dimcnsion is functional qua lity that refers to the perception of the interaction s 

bctwcen consumers and service providers. According to his model, these two 

dimensions of service performance are compared to the customer's expectation 

and eventually the customer has his/ h er own service quality perception. Later, 

McDougall and Levesque (1994) added a third dimension - physical 

cnvironment to Gronroos (1984) model and proposed th e three-factor model of 

service quality. It consists o f service out come, service process (Gronroos 1984) 

model and the physical environment. They tested the model by a confirmatory 

factor analysis using the dimensions of the SERVQUAL scale, which provided 

empirical support for the model. 

On the other h and, Dabholkar, Tharpe, and Tanty (1996) proposed a 

hierarchical model of service quali ty. This mod el suggests that service quality 

is a multi - level and multi - dimensional construct, including-

(a) Consumers overall perception of service qua lity 

(b) A dimension level which con sists of physical aspects, reliability, personal 

interaction, Problem solving and policy, and 

(c) A sub-dimension level which recognizes the multifaceted nature of the 

scrvice quality dimension s . They found that quali ty of service is directly 

26 

AAU (FBE) MBAl762 



customer p""ption of s,rvlce qlllllity - A case on st.George Brewery 

influenced by the perceptions of performa nce levels. In a ddition, customcrs ' 

personal characteristics are important in assessing value, but not qua lity. 

At last, Brady (1997) combined these two lines. He developed a hierarchical and 

multidimensional model of perceived service qua lity by combining Dabholka r et 

al. (1996) hierarchical model and McDougall and Levesque's (1 994) threc-factor 

mode. There are three dimensions in this model. Interaction quality, outcomc 
\ 

quality, and physical environment quality . Each of these dimens ions consists of 

three corresponding sub dimensions: (a) Interaction Quality-Attitude, Behavior, 

and Expertise, (b) outcome Qua lity -Waiting time, Tangible and Valence, (c) 

physical Environment-Ambient condition, Design , a nd Social Factors. Thi s 

hierarchical and multidimensional approach is believed to better explain thc 

complexity of human perceptions tha n the conceptualizations currently offered 

in the literature (Dabholkar, et a1. 1996; Brady, 1997). The empirical test of thi s 

model shows that the model is psychometrically sound. 

Yong (2000) further developed Brady's (1997) model in his study of serVlce 

quality m recreational sport. He proposed tha t perception of service quality 

consist of four dimensions. They are as follows: (a) program quality-range of 

activity programs, operating time, and secondary services, (b) interaction 

quality, (c) outcome quality, and (d) environment quality. He tested the model 
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usm g the two-step a pproach of structural equation modeling and supporting 

the multi -dimensional conceptualization of service quality perception. 

In short, perception of service quality I S a controversial subject with no 

consensus having been reached on how to conceptualize or to ope rationalize 

the construct. SERVQUAL, which applies the traditional disconfirmatory mode, 

was the field of service qua li ty; it is insufficient because of its inherent 

weakness. More recent models such as Brady's (1 987) hiera rchica l 

multidimensional model synthesize prior approaches and represent the 

complexity of the construct of service quality perception. 

2.7. Comparison of Literatures . 

As can be seen, models for measuring service quality is either viewed as a 

mcasure of the discrepancy between consumers' perceptions a nd expectations 

(e .g Parasura man et a l. , 1985) or a tool for assessing the perceived quality (Teas, 

1993). Yet, further a lternative models have been offered by other authors 

(Cronin a nd Taylor , 1992; Bolton and Drew, 1991). A litera ture review those 

models can be found in Cauchick Miguel and Salomi (2004), from which the 

table 1 s ummarizes their main characteristics. 
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Ta ble 1- Proposed model fo r m easunng serVlce qua lity (Cau ch ick Miguel and 

Sa lomi, 2 0 04) 

Author Model Main characteristics Application 

Gronoroos Th ere is n o Quality I S a func tion of Different typcs 

(1984) mathem a tical expecta tions out come and services 

representation Image 

Para suraman SERVQUAL 22-item scale u sing 5 quality Differen t types 

et al. Qi=Pi-Ei d im en s ion s serVlces 

(1985, 1988) 

Brown an Ai=Ei-Di Use 10 quality dimensions Medical su rgery 

swartz (1989) defined by parasu raman et 

al . (1 985). 

Bolton and Asses sm ent m odel of Use four dimen sions Telephone 

Drew (1991 ) service and value. There develop ed by Parasuraman e t servIces 

ar e many equa tions al (1 988) and introduce the 

represen ting the m odel con cept of value fo r quality 

assessm ent 

Cron in & S ERVPERF Use 5 qual ity dimen sions Different types 

Taylor (1992) Qi=Pi defin ed by Parasuraman et serVIces 

al. (1988) -
Teas (1993 ) Model of ideal Use 5 quality dimen sions Re tail s tores 

performance defined by Parasuraman et 

Qi =1 ~wi/ Pi - Ii /J al . (1 988) 

-~ 
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Where-

QI-service quali ty at the iU1 dimension 

Pi-perceived service level at the ith dimension 

Ei-cxpected service level at the ith dimens ion 

When examining the literature, it becomes clear that there is no consensus on 

which model is more appropriate in a general sense. SERVQUAL heightened the 

interest of many researchers but there are some arguments against its valid ity. 

Criticisms include the use of different scores, applicability, dimensionality, lack 

of validity, etc. 

Cron in et a l. (1994) continue the debate between the effec tiveness of 

SERVQUAL and SERVPE]{F for assessing service quali ty . The authors remained 

unconvinced of both, that including customer expectations in measures of 

service qua lity is a position to be supported, and that SERVPERF scale provides 

a useful tool for measuring overall service quality . Regardless of th e many 

criticism s, the SERVQVAL is still at large and found to be superior in many 

service industries . Hence this research took the traditional SERVQUAL model 

as a framework. 
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CHAPTER THREE 

DATA PRESENTATION AND ANALYSIS 

3.1 Data Presentation 

This stu dy was done on 200 distributors of St. George Brewery factory found in 

Yeka Kine ketema and a sample of 15 managers in Addis Ababa. These 

distributors get variou s services su ch as m achine maintenance, carbon dioxide 

pumping, sanitation, decorations etc . 

Data were collected through a questionna ire developed USll1g 10 quality 

dim ensions (tangibles, relia bili ty, responSiveness, competence, courtesy, 

credibility, assurance, access, communication, and customer understanding), 

With 10 questions a iming at redu cing questionnaire size a nd then improving 

response rate . The answers were offered u s ing a 9-point Liker"t scale from (1 -

cxtermly low to 9-extermely high). Each service quality dimension h as three 

customers' response i. e . custom er s expecta tion, customers service level 

perception and minimum service level which is a dequ ate . Hen ce, th ree column 

for not questionnaire that genera tes separate ratings of "Expected" (E), 

"perceived" (P), a nd "minimum accepta ble" (m] was provided to both customers 

and managers of th e company. 
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Two hundred questionnaires were randomly distributed to customers and 180 

were returned. From 15 questionnaires distribu ted to managers a ll were 

returned. This is because the mangers h a d been contacted by phone 

continuously and partially because of the small sample size. The response rate 

is therefore 9 0% and 100% respectively. The questionnaires were distributed 

and collected door to door by the joint collaboration of the research er a nd hired 

data collectors . 

Two data sets had been created for this study-one for customers' and one for 

managers' answers' for each service qua lity dimens ions, th e average of 

respondents a n swers were computed for each of the three column s : perception 

of service level (P), expected service level (E) and minimum service level 

acceptable (M) 
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Table 1- Data from customers 

No Quality Dimensions E P M 

r-Q 1 Tangibles _ Appropriateness of equipments used by 7.59 7.13 6.36 

service and physical facilities associated with 

services 

Q2 Reliabili ty - Accuracy and appropriateness of 8.01 7.45 6 .87 -

performance of service promised by the company 

Q3 Responsiveness - Willingness to help customers and 7.65 7.88 6.81 

prompt de livelY of services 

Q4 Competen ce - skills and knowledge possessed by 7 .98 7 .54 7 .08'-

contact personnel to perform services 

Q5 Courtesy - politeness, respect, consideration and 7.80 8.11 7 .14 

rriendliness of contact personnel to customers 
.- -

Q6 Credibility - protection and safety of customers 7.96 7.64 7.20 

information 

Q7 Assurance - Abili ty of contact personnel to inspire 7 .75 8 .04 7 .40 

trust and confidence of customers 
-

Q8 Access - Ease to contact and a pproachability of 7.63 7.28 6.64 

service staff 

Q9 Communication- Listening to and keeping cu stomers 7.67 7 .90 6.95 

informed 

QIO Customer understanding- The company's ability to 7.80 7.59 6.92 

care for a nd provide individualized attention to 

customers 
! I 
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Table 2 -Data from managers 

No Quality Dimensions E p M 

Q1 Tangibles _ Appropriateness of equipments used by 6 .6 8 .1 2 5 .98 

service people and physical facilities associated with 

servIces 

Q2 Reliabili ty - Accurately and a ppropriateness of 7.36 8.41 6.93 

performance of service promised by the company 

Q3 Responsiveness - Willingness to help customers and 8.03 8.31 7.41 

prompt delivery of services 

Q4 Competence - skills and knowledge possessed by 7.63 8.12 6.93 

contact personnel to perform services 

Q5 Courtesy - politeness, respect, consideration and 8.40 7.34 7.17 

friendliness of contact personnel to customers 

Q6 Credibility - protection and safety of cu stomers 8. 17 7.93 7 .1 2 

information 

Q7 Assurance - Ability of contact personnel to msplre 8 .25 7 .95 7 .07 

trust a nd confidence of customers 

Q8 Access - Ease to contact and approachability of 7.34 7.07 6.36 
service people. 

Q9 Communication- Listening to a nd keeping cu stomers 7 .73 7 .27 6.41 

informed 

QIO Customer understanding- The company's abili ty to 7 .26 8.1 2 6 .14 

care for and provide individualized attention to 

customers 
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1. Tangibles 

This d imen s ion represen ts the a ppeara n ce of the physical facilitie s a nd 

m a teria ls rela ted to th e service . The contact per sonnel of St. George a re 

expec ted to be equipped with the n ecessary m a teria ls while approac hin g 

cu stom ers . It includes sanitation and m ainten a n ce of equipments. 

Custom er s ra ted their expecta tion of ta n gible 7.59 points 111 a verage while 

managers expectation I S 6.6 poin ts with both ra ting tan gib les 0. 6 points 

a bove h igh moderately a nd high expectation respectively customers expect 

much m ore ta n gible tha n m a ngers. 

The appearan ce of physical facilities up on the delivery of services s u rpasses 

ma nagers' expecta tion (8. 12 little higher than very high perform ance). 

Cu stom ers' perception of th is dimen sion lags behind th eir expecta tion. 

From the a bove table it is clear tha t cu s tom er won't accepted a ny service 

level (ta n gibles) lower tha n 6.36 points. This is to m ean that cus tom ers 

accep t a service level rela ted to tangibles a little high er tha n moderately high 

performance (according to a 9-poin t likert scale) 

Ma nages on the other h and believe tha t modera tely high performa n ce I S 

con s idered as minimum acceptable to th em (5 .98 points average). 
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2. Reliability 

The reliability of service is assured by delivering service packages promised 

persistently and accurately . Up on entering into a contact and the delivery 

of equipments needed to satisfy ultimate customers . St. George promised 

to supply primly cu stom ers with its products constantly. 

Customers expect very high reliability of service while mangers rated their 

reliability expectation to be higher than high relia bility . 

Managers claimed that the company's reliability to provide services is 

much higher than what they expected (8.41 compared with 7.36 points 

expectation) while customers' perception of the companies reliability to 

deliver service lower than very high reliability expectation (8.01 average 

points expectation versus 7.45 points perceived reliability) 

However both customer customers and mangers cons ider high reliability as 

the mllllmum acceptable se rVIce reliability level (6 .87 and 6.93 

respectively) 
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3. Responsiveness 

Concerns the willingness or readiness of employees to provide service. It is 

a lso timeliness of prompt service as soon as customers require. Sl. 

George's contact personnel responsiveness is m easured in su ch sc rvicc 

packages as delivering beer and draught, pumping oxygen carbon dioxide, 

mentioning drought equipments, providing sanitation service etc timely 

and promptly when customers demand so . 

The responsiveness of the service personnel is expected to be very high by 

mange rs (8.03 average points) while above high responsiveness is expected 

by customers (7 .65) 

Perception as to the responsiveness of the contact personnel of Sl. Georgc 

however is rated higher than expectation by both customers and m a ngers 

(7.88 and 8.31 average points respectively) 

As to the acceptable responsiveness level, Customers claimed that Lhcy 

would accept a little lower than high responsiveness , while manger rated 

the minimum acceptable responsiveness level to be a little lower than very 

high responsiveness (6.81 a nd 7.41 average points respectively). 
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4. Competence 

It means the possession of the required skills and knowledge to perform 

the service . It involves knowledge and skills of th e contac t personnel and 

operational support provided by the contact staff. The service staffs of Sl. 

George a re supposed to identify the needs and wan t of c u stomers and 

deliver the appropriate service. 

The requ ired competen ce of the contact personnel is expected to be very 

high by customer and a little lower than very high competence by 

managers (7.88 and 7 .63 average points respectivelyO it is obvious a 

customers require the contact personnel to h ave higher competence than 

wh at m angers require th em to have. 

Managers claimed that the contact personnel possess high er competence 

than they expect while customers don 't get them to be as competent as 

they expect. 

According to managers if the contact personnel possess high competence 

in average they would consider accepta ble (6.93 average points) . In the 

other way round customers' minimum acceptable competen ce level is a 

li ttle higher than mangers' acceptable service level (7 .08 average points). 
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5 Courtesy 

This service quality dimension involves human relation skills. It is the 

politeness respect and friendliness of the contact personnel. These people 

continuously meet with customers from analyzing their requirements and 

del ivery of service to handling custom ers' compla ints. 

For a manger a good custom ers rela tion is when the courtesy of the contact 

personnel would be very high (8.40 average points) while customers expect it 

to be relatively lower than courtesy level than mangers. 

The perceived courtesy level for customers is high er than their expectation 

(8 .11 compared with 7.80 average points) while manages expectation lags 

behind the ir perception of performance (8.40 versus 7 .34 average points 

perception of courtesy level) 

For both customers and mangers the courtesy level is th e mmlmum 

acceptable if it is high (7.14 and 7.17 average points respectively) 

6. Credibility 

It involves trust worthiness of the contact personnel and the firm to keep 

secrecy a nd protect customers' information. The contact personnel have 
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much information about customers . They know about operation of 

custom ers ' business, their financial strength the etc . 

According to the responses given by m angers and customers th e credibili ty 

of the contact personnel and St. George brewery factory n eed to be very 

high (8.17 a nd 7 .96 average points respectively). Here both agree thc 

s ignifica nce of s a fety and protection of customers' information. 

Eve n thou gh both groups found the performance perception of credibility 

be lower than their expectation the gap is higher for customers . Thus both 

believe that the credibili ty level of the contact personnel is not mecting 

th eir expectation. 

If the credibility of the contact personnel and th e compa ny is a little more 

than high level they wouldn't complain and would be consid ered 

satis factory by m angers (7 .20 a nd 7 .1 2 average points respectively). In the 

othe r way round both wouldn't feel satisfied if the credibility level would be 

lower tha n high level credibility 
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7. Assurance 

Customers require inspiration a nd high m oral from contact personnel. The 

service s taffs need to be free from doubt as to the delivery of the required 

scrvlcc. 

As to the expectation of customers the assurance level n eed to be much 

more than high while m angers expected very high ability to in spire 

cu s tomers and build their confidence. 

The contact personnel are found to assure customers higher tha n expected 

by customers while lower than expected by managers (8 .04 Vs 7.75 and 

7.95 Vs 8 .25 average points respectively) 

A little high er than high er assura nce level is acceptable by both mangers 

(7.07 points) and customers (7.40 points) 

8 Accesses 

It involves a pproach a bili ty and case of contact. Whether the service is easily 

acccssible by telephone, waiting time to receive service is not too much 

determin e if the contact personnel a nd their service a re reacha ble or not. 

41 

AAU (mE) MBAJ762 



customer ymeyUon of service quality - A case on s/.George Brewery 

Higher accessibili ty of th e contact personnel is expected by both customers 

and managers with 7 .63 and 7.34 average points respectively. 

Their perception as to the accessibility of the contact personnel performance 

is lower than it is expected. , But both cu stomers and managers would 

con s ider accessibility of the contact personnel satisfactory if it is more than 

moderately high level. 

9. Communication 

Th e company h as to adjust its language in a way customers understa nd. It 

means listening to customer s and keeping them informed. it require two 

way communica tion. Customers of the company understudy may need to 

know how prices more, new ways of product handling and even new 

products about to be introduced. It is th e contact personnel through whom 

th e~e information's pass to customers. 

Significantly high level of communication between customers and the 

compa ny is expected by both groups of respondents. Communication level 

was found to be lower tha n expected by manger s (7.2 2 Vs 7.73) wh ile 

cu s tomers perceive it high er than they expect (7.90 Vs 7 .67 average points) 

Managers' minimum acceptable communication level needed from contact 

pcrsonnel is 6.41 average points and it is 6 .95 ave rage points for 
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cus tom ers who would consider communication abili ty of contact personnel 

are satisfac tory. it is high and more than moderately high level by 

managers. 

10 Customer understanding 

It involves the cu s tom er 's requirements, providing individualized attention 

and recognizes the regular customer. Customers' requirements differ from 

one custom er to another which will later leads to customized service 

de livery. Customers this study considers for example have different 

refrigerator s ize, decoration favored, and volume of produce supply 

requiremen ts. 

According to customer respondents the contact hasn't been met while 

mangers don't agree. They believe that customer understanding by 

company and its service staff is higher then th ey expected . 

As to the acceptable minimum level, cus tomers accept high understanding 

level m a nagers would rate it as satis factory if it is a little higher than 

moderately h igh understanding level. 
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3 .2 Data Analysis 

This pa rt holds the a n a lysis of th e data presented in the prevIous section. 

Service qua li ty was determined by percep tion (p) minus expectation (E) and 

impor tance was assessed by ranking the minimum acceptable service level. The 

analysis par t is based on the traditional defini tion of service qu a lity .Ta ble 3 

a nd 4 summarizes th e results 

Table 3 Data from Customers 
--~--,-------~-,-----------,--------~-------~--------'"---- ~' Questions Perception Expectation MinLAcc P-E gap M P-E 

score score score score (Ranking) (Ranking) 
C2J ------~7~. ~1 3~----~7~.~5~9-------+~6-. 6~3~--4--~0-.4-6----~1 0-t~h-----+-8~th-----' --

Q2 7.45 8.0 1 6 .87 -0. 56 9 th 
-
Q3. 

Q4 

--~~~-----+~~-----4~~---+~~--~~-----+-~------7.88 7 .65 6 .8 1 0 .23 8 th 3 rd 

~~~----~~--~--~7;h-~~ 7 .54 7 .98 7 .08 -0 .44 4th , ... 1i-~ 
I~-------+~~-----+----------~------+-------~------~--~ ~ Q5 8. 11 7.8 7.14 0 .31 3 rd 1't 
1(56 7 .6 4 7.96 7 .20 -0 .32 

'-Cj/. 8.0 4 7 .75 7.40 0. 29 jst 

Q8 .'t 7 .28 7 .63 6 .64 -0. 35 9th 6 th ... 
---+~~----~-----------+------~--------~-------+------ '~ 7.90 7 .67 6 .9 5 0 .23 5 th . '3fci' 

7 .59 7 .8 0 6 .92 -0. 2 1 6 th 

Weighted 7 .65 7 .78 • 
score -0,1 3 

' - ,---

' Weigh ted SERVQUAL scale = -0 .1 3 
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Table 4- Data from Managers 

Questions Perception Expectation MinLAcc P-E gap M P-E 

score score Score score (Ranking) (Ranking 

'0 1- 8 .1 2 6.60 5.98 l. 52 8 tl1 1st 

Q2 8.41 7 .36 6.93 1.48 5 th 2nd 

--
Q3 8.31 8 .03 7.4 1 0. 28 p t 5 th 

Q4 8.12 7.63 6 .93 0.49 5th 4tll 

Q5 7 .34 8.40 7.17 - l.06 2nd 10th _. -

-Q6 7 .93 8.17 7.12 -0.24 3rcl 6 th 

.... _---
- - -Q7 7 .95 8.25 7.07 -0. 3 0 4tll 8th 

- --
-._-Q8 7 .07 7 .34 6 .36 -0.27 7 th 7 th 

--Q9 7.27 7 .73 6.41 -0.46 6 th 9 th 

--
---QlO 8 .1 2 7.26 6.41 0 .86 6 tl1 3 rd 

- -We ighted 7 .86 7.68 * 

score 0 .18 

,., -, 

,I _ co· .~., / " , Weighled SERVQUAL Scare = 0_18 / t:h .. ~. r' 
/ '¥ .. ;j / 
(~". $ ' 

' , .... As can be seen by result, mangers over all expectatioN's were high (a m ean of 

7 .86) and were matched in managers' perceptions (a mean of 7 .86 on a 9 -poinl 

likcrt scale). We ean see that while the over all SERVQUAL scale is positive 
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(0.18), this disguises the variations III som e the dimension s (cour tesy, 

credibility, Assura n ce, Access and Communication) that are n egative . Thus th e 

rcsults show there is a n improvement in those dimensions with negative 

evalua tion . 

Customers over a ll expectation were no t fully m atched in their perception of 

performances. However the discrepancy IS only-0.13 SERVQUAL scale. Again 

this small gap may conceal the genuine figures a m ong the qua li ty dimen sions . 

Por example most of the dimensions were n egatively evalua ted except 

d imen s ion 3 (Responsiveness), 5 (courtesy), 7 (Assurance, and 9 

(communication) . 

Por mangers ta n gibles (dimension 1) are evaluated the best though they are th e 

list importa n t of a ll dimen s ions (8 th Ra nk). For the little importance attributed 

to this d imension confirmed by customers' da ta set, its correction wouldn 't be 

demanding. 

Dimension 2 (Relia bility) IS the worst quality dimens ion. According to 

cu stom ers' evaluation; however it is a lso the list important of the ten 

d imen sion s . This d imension is a m azingly ra n ked second in performance a nd is 

a lso amon g top five in importance . Implied in h ere is m a n agers would not need 

Lo both er about the dimensions. 
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Dimension 5 (courtesy), is the wors t of all dimension in performance though it 

is th e second importa nt dimension to mangers . This suggests high priority for 

manageria l actions . 

Dimension 6 (credibili ty) is the 5 th in performa nce according to customers 

evaluation but it is a second important dimension. Hen ce the dimension need s 

to be priority for improvement. 

From th e mangers point of VIew, as much as for the cu stom ers some 

dim ensions n eed to be improved. Nevertheless the priory of the corrective action 

is s light d ifferent for the two groups . For the cus tomers questions 5 (credibility, 

and question 4(competence) a re high priority . For the m a ngers question s 

5 (cour tesy), question 9 (communication), and question 7 (Assurance) must be 

faced with priority. The other quali ty service issues must be improved fo llowing 

th e classification of impor tan t. the five m ore important issu es for each groups 

are shown in table 5. 
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Table 5 - Rank of importance 

Rank Managers Customers 

pl Q3 Responsiveness Q7 Assurance 

2nd Q5 Courtesy Q6 Crediblity 

3 rd Q6 Creditabili ty Q5 Courtesy 

4th Q7 Assurance Q4 Competence 

5th Q2 Reliability Q9 communication 
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CHAPTER FOUR 

SUMMARY, CONCLUSIONS AND RECOMMENDATIONS 

4.1 Summary 

i<or a n organization, which provides more or less services, requires li s tening to 

what customers feel a bout its service. Many scholars have tried to find ways of 

how service could be m easured and operationalzed . Among the many models 

this study employed the so called the traditional model which argues that 

scrvice quality is measured by ten dimensions. At each dimension the 

SERVQUAL (service quality) is the discrepancy weight between what customers 

perceive and wh at they expect from the service dimension, Tangibles, re liability, 

responSiveness, competence, cour tesy, credibility, assurance, access, 

communication, and cu stomers understanding were used to get customcrs' and 

mangers' a nswers. The company chosen for this paper produces and sells beers 

and beer draft with the associated services. Maintena n ce of machin es, 

sanitation service , carbonating cylinders is some of the services. 

Thc paper raised and a n swered three main questions . 

Whether customers do give equal relevance to all service quality 

dimensions. 
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Whe th er the service quality definition of m a nger and customer s differ 

significan tly 

Wheth er customer's expectations differ s ignificantly from their 

perceptions of performances. 

Identifying which quality dimensions a re performing well and which a re 

relevant for customers enables the compa ny (St. George brewery factory) to draw 

its attention to improvem ents . 

A total of 200 custom ers a nd 15 mangers we re randomly 

response rate of 90% a nd 100% 

Major findings of the research 

, 
• The overall SERVQUAL value for cu stom ers IS negative (-0.13 aILerage 

points) 

• The performance-expec tation gap for dimen sion 5 (cour tesy) is ranked 

first by custom ers while its minimum acceptable service level is ranked 

th ird 
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• The worst P-E gap for customers is dimension 2 (reliability) though it is 

seventh in M ra nking. 

• Assurance has the best M ranking for customers and also has the second 

best P-E ranking. 

• The overall SERVQUAL value for managers is positive with 0.18 average 

points. 

• For managers d imension 1 (tangibles) have the best performance­

expectation gap while it is ranked eighth a long the minimum acceptable 

service level criteria. 

• Responsiveness has the best M ranking and it is one of the top fi ve best 

performers on the P-E gap 

4.2 CONCLU SIONS 

The over a ll customers expectations have not been met by their 

perceptions. Obviously some dimensions were poorly evaluated and need 

improvements. 
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The politeness and respectfulness of the contact personnel while 

approaching cu stom ers was proved being th e best by customers while its 

importance is third. 

According to customers the reliability of the contact personnel to deliver 

service on time is the poorest of a ll dimens ions and a lso its importance is 

seventh . 

The a bility of the contact personnel to inspire customers and make th em 

rely on their performa n ce is the priority of customers, this dimen sion 

(assurance) is however the second performers in mee ting the expectations 

of customers. 

The expectations of mangers have been surpassed by their perceptions of 

the services provided by the company especially by the contact personnel. 

Their disguised future however may not conceal the fact tha t somc 

d imensions still need improvements. 

The physical facilities and the appearance of the contact personnel wh ile 

delivering service is the best performer dimension for managers where as it 

is the eigh th in importance. 

For manager s the respons iven ess of the contact personnel to customers' 

problems needs to be addressed first before a ll other dimensions. 
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Managers a lso believe that the responsiveness of the contact personne l is 

onc of the five top performers. 

The fact that mangers a ren 't aware of th e opinions of customers is reflected 

in their ranking of performance a nd importance of service dimension s. 

4.3 Recommendations 

Based on the conclusions made In the prevIOus part the following 

rccommendation s are given. 

The company needs to design and practice a fair pricing system. This 

action could strengthen the credibility dimension if work is donc to 

construct a solid reputation. 

The competences of the contact personnel need to be improved. Thc 

company should a lso restrain from promising cu stomers on technical 

issue supposed to be beyond the capability of its contact s taff. 

To improve the courtesy level of the service staff, employees need to be 

qualified to attend on customers. Periodic follow up and complaint 

assessment are a lso required to make sure the politeness and 

respectfu l of the con tact personnel. 
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Ncw properlies and ways of handling the factory's products ought Lo 

be communicated to customers timely. This a lso requires to listening 

to customers' requirements and service demands. 

For each lype of problem, standard must be defined so that services 

targeting those standard s could be delivered. 

Managers need to assess the priorities set by customers and address 

accordingly . 

Although action s to be taken need to be in synchrony with the 

priorities set by customers dealing with other dimensions which are 

not important for the time being is vita l to tackle future complaints 

and creating n ew awareness. 

[n add ition to the recommendations given above the company need to 

improve some of the dimensions according to both managers' and 

customers' ranking of importance. For example improvements should 

start from respo~ness followed by courtesy, credibility, as_s.1lrance, 

and reliabili ty according to managers. Assurance need to be addressed ~-
~ 

first followed by credibility, courtesy, competence, and communication 

according to customers. 
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Addis Ababa University 

School Of Graduate Studies 

Faculty Of Business And Economics 

Department Of Master Of Business Administration 

Questionnaire of Managers 

Dear resp ondents, I a m a post graduate student of business 

administration a t Addis Ababa University . Currently I a m conducting a 

rescarch on customers' perception of service quality on st. Georgy 's 

custom ers . The study also requires to ass('!ss manager perception as well. 

Thc gencral questionnaire is purely an academic a nd in no way affect the 

rcspondent's carrier or the compa ny 's reputation. Your cooperation h as 

therefore at most importance for the success of this study . 

General instruction 

.:. The ques tionnaire h as 10 questions. For each question there h as 

to be three answers under the three columna r titles 

.:. Please put "X" based on the degree you assign for each columnar 

title designa ted as "E", "P", and "M" 

Description of scale 

1. Extremely Low 

2. Very Low 

3 . Low 

4. Moderate ly Low 

5. Mediu m 

6. Moderately High 

7 . High 

"~:,/ ! 
8. Very High .(;;;' ii 
9. Extremely High~$ $! 

l.",! 'Y 
,~ 

. .:....~ 

Thank you a lot 



No I (Juality Dimensions I 
quality (E) quality (P) I , (Description of Questions) 1 

2 3 4 ' 5 6 7 8 9 11 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 19 I , 

Expected service Perceived service Minimum acceptable 

1 The contact personnel come I 

I 
equippe~ with t~e, equipment 

I 
n eeded and appear 

appropria tely (Tangibles) 

2 The company performs the 

promised service dependa bly 

and accu rately (reliability) 

3 The company is willing to help 

customers and provide 

prompt service 

(rcsponsiveness) 

4 The service staff possess th e 

required s kill and knowledge 

to perform serViCe 

(competence) 

5 The contact personn el show 

politeness respect, 

I 

consideration and fr iendliness 

to customers. (Courtesy) 

· .IE~' ~~~·b. 
1'--"'. ~-~ . ~~~ 



, I 

Expected service Perceived service Minimum acceptable I No I Quality Dimensions 
quality (E) quality (P) service quality (M) I I (Description of 

1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 I I Questions) 

6 Customers' information is 

safe a n d protected 

(Credibility) 

I 5 The company's service 
I 

staff have ability to inspire 

trust and confidence 

(Assurance) 

7 The contact personnel are 

approach able and can be 

contacted easily (Access) 

8 The company's contact 

personnel listens to and 

keeps the customers 

informed (communication) 

9 The company cares for 

and provides 

individualized attention to 

customers . (Customer 

I 
understanding) -

I oW I . ... ~J , AI ~ ; I ~..., .,.. t""! 
i!..\". -r,atli8> -

-~~. t • • G"S}rl":=t~~f~i:J. J 
.~~. ~" ~" --
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