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ABSTRACT 

This paper is designed with the objective of assessing Ihe effect of service delivelY process and 
service quality on salisfaclion of EEPCo cuslomers in Bahir Dar lown. Ther~rore, the sample 
is selected using cluster sampling lechnique. Moreover, stratified and simple random 
sampling lechniques were used to seleci the specific representative sample which is 175 
customers. Bolh primwy and secondwy data was used in the study. Questionnaire and 
interview were the tools used to gather information. Moreover, SPSS is used to analyze the 
data. 

Relevant conceptual ji-amework including customer satisfaction, service de livelY process and 
service quality were summarized to have the theoretical background on the situation under 
study. In addition, some related works done in Ethiopia was summarized 

The research came up with the following findings: the effectiveness of the corporation's 
service delivelY process and its service quality to satisfy the needs of its customers is below 
the average expectation of the customers. In general, the result also indicated that there is a 
positive relationship (correlation) between customer satisjclction and the two major elements 
of the study: service delivelY process and service quality. 

Finally, this study paper proposes undertaking a detailed study on each service delivery 
process for undertaking corrective actions, recruiling and training skillfid employees, 
developing different payment mechanisms, involving other firms in the selling process of 
electric power, and using the today's technology in order to satisfy the needs of its customers 
as major recommendations to the corporation. 

VII 



CHAPTER ONE 

1. INTRODUCTION 

lolo Background of the study 

The surviva l of any business organizat ion depends much on the satistaction of its 

stakeholders. Customers, being the major and crit ical ones among those stakeholders . are the 

sources of profits for a profit maki ng organizations and the primary reasons for being in 

J operat ion for any non-for-profit organizations. Thus. customers are considered as the 

backbone of any organ ization. (Robert-Phelps, 2003) 

/" 

However. often organizations fail to know the importance of their customers. As a policy 

some organizations give high value to their customers as valuable assets whil e doing their job. 

There is no doubt, thus. organizat ions should have an optimal marketi ng strategy which helps 

them to serve and mainta in existing and new customers. 

In today's env ironment , organ izations are increas ing ly interested in retaining ex isting 

customers whil e targeting non-customers: measuring customer sati sfaction provides an 

indication of how successful the organi zation is at prov iding products andlor services to the 

marketplace. 

Accord ing to Kurtz and Clow ( 1998. p.52), "Customer satisfact ion is an ambiguous and 

abstract concept and the actua l man ifes tati on of the state of satisfaction will vary from person 

to person and serv ice to service". The state of satisfaction depends on a number of both 

psychological and physical vari ab les which co rrelate with satisfaction behaviors such as return 



and positi ve word of mouth. The level of satisfact ion can also vary dependi ng on other options 

the customer may have and other products against which the customer can compare the 

organi zati on's products. 

In any orga ni zation , especia ll y in service rendering firm s, the key components of thei r 

function is prov iding quality services to their customers. Today 's top leve l service providers 

are people oriented by using their employees and custome rs. Customer sati sfaction happens 

when a company focuses on qual ity serv ice. Customer sati s fact ion produces real rewards for 

the company in the form of customer loyalty and corporate image whil e lack of customer 

sati s faction produces real li abi lities that business can ill afford to ignore. Customers go back to 

a business again and again because they know its quality, they know they can depend on the 

people there, and they know they wi ll get consistent service wh ich indicates they are sati sfied 

with the activities of the organ ization. (Denton, 1998, p. 8 and p.14- 15) 

In add ition. Service deli very process plays a greater role than the actual outcome in 

determining the overall satisfaction because service encounters (the period of time during 

wh ich a consumer di rectl y interacts with a servi ce) is evaluated by customer and not j ust by 
~ 

the interaction with the service provider. There are many di stinct "objects" in the service 

deli very system that maY",be eva luated along unique attribute dimensions to measure its impact 

on customer satisfaction. (Danaher. 1994, p. 5-16) 

The national deve lopment strateg ies of Ethiopia recogni ze hydroelectric power as one of the 

critical and key dri vers to bring about the required transformation in the country. Ethiopian 

Electri c Powe r Corporation (EEPCo) is the sol e public owned service prov ider for all kinds of 
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hydro electric power needs in Ethiopia. (EFDR Industri al Development Strategy Bulletin, 

Nehassie 1994 E.C., p.1 51-160) 

EEPCo, which is responsible for the generation, transmission, distribution , and sale of 

electric ity nation I.vide. has started improving the processes involved In its service delivery 

system to help the country achieve its poverty reduction. The corporation started 

decentrali zation and commercialization of its activities in 1997. And it has continued further 

decentrali zation and improvement of its service giving systems to cater for the needs of its 

customers in light of the national reform program. The basic objectives of the decentralization 
;. 

, • ..... J ;~ 

,-' 
include maximization of the efficiency and effectiveness of the service delivery system of the 

$ ;:: 

JI' .~~ ..:; 

corporation at a location that most suits the customers in a certain segment of the di stricts 'L'.~ ;;: 
.~ 

• -< 
'- ~ 

under sc rutiny. (EEPCo special issues bulletin. Ginbot 1999 E.C. p. 33-34 and EEPCo [n.d .] P,--",",oj . ' 
--""'L"'~ 

1-2) 

EEPCo's customer service centers found in Bahir Dar are some of the results of 

dece nt ra li zation process of the corporation. wh ich are giving service to customers by using 

customer's se rvice process. In connection with thi s, the researcher tried to assess the actual 

effect of service de live ry processes and service quality on customer satisfaction by taking the 

North Western Region of EEPCo's customers in the customers service center's found in Bahir 

Dar town. 

1.2. Statement of the Problem 

Nowadays, public sectors playa major role as service rendering firms. One of the major 

factors that play vital role in the day to da y act ivity of the people is electric power service. 

Unless thi s sector is organized and managed in a proper way in order to give qualitv service 



effecti vely, it has its own negative impact on future success of the corporation, living 

condition of the people, as well as the development of the nation. EEPCo as a service provider 

faces various problems especiall y with rendering quality service by a well designed delivery 

system fo r its customers that favor customers' sati sfaction. And hence, the researcher tried to 

study issues related with the foll owing research questions: 

• Is there any type of well designed service delivery process in the corporation? 

• How does the service delivery processes affect the customer satisfaction? 

• Is there any principle or standard (benchmark) of service quality in the corporation 

that guides the service delivery process? 

• What is the effect of service quality on customer sati sfaction? 

1.3. Objective of the study 

1.3.1. Main objective 

The main purpose of thi s study is to examine the effect of service delivery process and Service 

quality on satisfaction of customers of Ethiopian Electri c Power Corporation in Bahir Dar 

town for the last three years. 

1.3.2. Specific objectives 

• To exam1l1e the actual importance of service delivery process and quality 

service on customer satisfaction. 

• To determine the effect of service delivery process and service quality on 

customer satisfact ion. 

• To asses the real situation on how EEPCo handles its customers. 
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• To understand the real situation on how EEPCo handles its customers. 

• To propose possible so lutions that may help the corporation in improving its 

service deli very process and service quality in the way that it will enable to 

achieve customers' satisfaction. 

1.4. Significance of the Study 

Customers' sati sfaction plays signifi cant rol e for the achievement of organizational objectives. 

Preliminary analysis of customers needs helps the organization in designing strategic 

planning. This study is believed to have the following importances: 

• Enables EEPCo offi cials know customers' view of their service deli very 

process and service quality. 

• EEPCo will get feedback about its customers' satisfaction level and help to 

take the necessary act ion. 

• It draws attention to other public organizations 111 general and public 

enterprises in particular what will be expected from them to satisfy their 

customers. 

• Enables those interested in this area to ,have an insight on theoretical 

understanding of the issue under di scuss ion. 

1.5. Scope of the Study 

I 
I 
\ 
I 

The study focuses on the analyzing customers' satisfaction of the two service centers of 

EEPCo in Bahir Dar town related with the service deli very process and service quali ty for the 

previous three years. 

• 'J t

1
· . >: :, 
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1.6. Limitations of the Study 

The study had got the following limitations: 

• The attitude of customers towards questiOimaires had negat ive ly affected the 

objectivity of the research. The responses they gave to the questions depend up 

on their perception and tried to rephrase questions in a way that suits their 

stance. 

• The qualitative nature of most of the data, which is obtained from individuals' 

subjective fee lings, posed a problem for this study. Hence, the outcome 

inferred from these data reduces its objectivity. 

• Management members were busy and they were not fu ll y wi lling to cooperate 

for the provision of complete information. 

• The financial capabi lity of the researcher and the time given to do the research 

were inadequate to obtain the de~in,d information as it has to be. 

Therefore, the combined effect of all these shortcomings had an impact on the objectivi ty and 

completeness of the research. 

1.7. Research Methodology 

1.7.1. Source of Data 

Both primary and secondary data sources have been used. The information concern ing the 

situation under stud y mainly collected from concerned management units and customers of 

EEPCo supported by analyzing documents <Uld publications related to the matter. 
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1.7.2. Data collection Techniques 

Questionnaire and interview were used to gather the primary data concerning the effect of 

service deli very process and service quality on EEPCo's customer sati sfaction levels. More 

specifically, the structured questionnaire was di stributed to the customers selected by using 

stratifi ed and simple random sampling. Interview was also used for gathering information 

from the respective managers of each customer service centers. 

1.7.3. Sampling Techniqnes and Sample Size 

The population of thi s study is all customers of EEPCo in Bahir Dar town. Thus, study 

population includes customers of the two customer service centers in the town. The total 

number of customers in the town is 13717 (7738 in customer service center one and 5979 in 

customer service center two). Taking 5% of the total population as a sample is somewhat 

difficult because of the time and costs associated with it. 

Based on bill payment period the total population in the two service centers is grouped into 

four categori es. Thus, for the purpose of this study group one is randoml y selected as a 

representati ve sample population. 

Service center one Service center two 
Total Bill payment 

Groups Representative number of Representati ve number of 
clistomers time for a month 

area clistomers area clistomers 

Group I Kebele 3 and 1942 Kebe le II 1521 3463 25'''-30'' of the 
4 month 

Group 2 Kebe le 14 22 15 Kebele 5and 6 1844 4059 1st 
- 5" of th e 

&15 next month 
Group 3 Kebele 16 1759 Kebele 7and 17 13 36 3095 6"'- 10'" of th e 

next month 
Group 4 Kebe le 8, 9 & 1822 Kebele I and 2 1278 3100 11 " -1 5" of the 

10 next month 
Source: Service Center of EEPCo III Balm Dar 

7 



Since there are three categories of customers, accord ing to their tariff and usage of electric 

power, stratified and simple random sampling techniques were used to select members of the 

sample in the sam ple population. Thus the total size of the sample was determined by taking 

5% of the sample population (group I). The total number of the sample size was 175 

customers. 

Group 1 

t: '" Customer service center 

'" " E' 

"'" 
Number one Number two " ~ ;;; '" ::s ~ "- Customer Sample (5%) Customer Sample (5%) v -0 .'2 

Domestic 16 12 81 1264 63 

General 273 14 195 10 

Industry 57 " 61 4 J 

Total 1942 98 1521 77 

III add ition, managers/officials in the customer service centers were interviewed to get the 

required in formati on. 

1.7.4. Ana lysis of Data 

The analys is has been handled in a way that each element/issue included 111 the study is 

add ressed. The statistica l description of the responses was presented in relation to the 

questions raised . Both qualitati ve and quantitat ive descr iptions were applied . To thi s end , 

Statistical Package fo r Social Science (SPSS) way the basic tool used to obtain tables, charts 

and percentages. 
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1.8. Organization of the Paper 

The research paper has fo ur chapters. The first chapter deals wi th research preliminaries 

including background, statement of the problem, objectives, scope of the study, methodology 

used and outline of the paper. 

In the second chapter, conceptual fram e wo rk of the study and rev iew of related works are 

presented in a detailed manner. In the third chapter, facts and figures obtained from both 

primary and secondary sources were analyzed with the help of statisti cal tool s. The outcomes 

are mean, correlation and percentages which are presented using charts, figures and tables 

acco rding to their suitability to present the report. 

Based on the findings in the third chapter, concl usion and possible recommendat ions to solve 

the problems under stud y were forwa rded in the fourth chapter. 

• 
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CHAPTER TWO 

2. LITERATURE REVIEW 

2.1. Conceptual Framework 

2.1.1. Customer satisfaction 

It's a well known fact that no business can ex ist without customers. In the service business it is 

important to work closely with customers to make sure that the serv ice delivery process and 

serv ice quali ty a company provides for them is as close to their requirements as the company 

can manage. Consumers have invested their time and sought services fro m a company because 

they believe that the company can satisfy their desires. Therefore a business has to know what 

a customer fee ls about its service deli very procedure and qua li ty . i.e . it has to undertake a 

customer satisfact ion survey. Because thei r opinions concern ing how they fee l and how your 

serv ices could be improved or developed are valuable. (Ruberls-Phe lps, 2003 , p.36) 

There are a vari ety of defin itions given for customer satisfaction/di ssatisfact ion by different 

authors. Among thi s: 

Wikipedia, the free encyclopedia defines Customer satisfaction as "a measure of how products 

and services supplied by a company meet or surpass customer expectat ion" . In a competi tive 

marketplace where businesses compete for customers, customer sati sfaction is seen as a key 

differentiator and increas ingly has become a key element of business strategy. 

(http://en. wik i pedi a. org) 
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The most common defi ni ti on as discussed by Hoffman and Batson (200 I, p.298) is that 

"customer satisfaction or di ssatisfaction is a comparison of customer expectations with 

perceptions regarding the actua l service encounter". 

Customer sati sfaction depends on the ex tent to which customer's expectations about the 

product or service are ful fi lled. Customers' expectations are not static but keep changing. 

Therefore, organizations need to monitor customer expectations on a continuous basis through 

innovate actions to respond meaningfu ll y to changes about custo mer's expectation. (Kotler 

and Armstrong, 2007) 

2.1.1.1. A Customer" Service Satisfaction Model 

According to Robert-Phelps (2003, p.40-54), there is a satisfaction model that works when it 

comes to customer service. According to the model , customers contact a service provider only 

fo r two things: 

I. They need a solution to a problem 

2. They want to fee l in some way 'special'. 

Looking at the first, wherever you are in any type of business, you are providing a physical or 

psychological so lution to customer' s problem. Very often the only time that customers contact 

an organi zation is when they have a problem with something they have purchased. Obviously 

these needs should be put ri ght and the better that they are put ri ght, the more sati sfi ed the 

customer is go ing to be. 

The second element of the model is that each and every single customer has to feel in some 

way special (superio r in comparison to others of the same kind). There are seven most 
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important elements in making a customer feel spec ial , over and above so lving their initial 

problem or basic concern. These are: 

I. Speed and time - are very important factors to many customers to measure a 

company's ability to satis fy their needs. Thus, the company has to deliver its core 

service as fast as possible and manage every single interaction with the customer in the 

process of delivering its service. By doing so, the company can offer higher 

sati sfaction to its customers. 

2. Personal interaction with a customer - a company that has a great abi lity to go through 

its entire organization to identify opportunities and then deliver it to the customer in a 

way that lead customers feel unique for the company enable the company to sati sfy its 

customer. This can be done using personal interaction that needs a lot of training 

employees on how to treat and deal with customers. 

3. Expectations - the ability to manage customers' needs and wants through systematic 

and consistent way by exceeding their expectations is di stinguishing mark of a 

successful business. 

4. Courtesy and competence - whoever serves the customer in a business has to do things 

and do them well (competence) with an enthusiastic manner (courtesy). This enables a 

business to keep customer for life. 

5. Information and keeping the customer informed - informing customers with what ever 

information the company have related with them is the simplest way to keep customers 

feel special and make them fee l important to you and your organization. Doing this, a 

finn can maintain its customer's loyalty by satisfying their information and 

transparency need. 

12 



6. Attitude and customer liaison - developing a good fee li ng with smooth interaction is 

the other means of encouraging customers to feel they are the most important ones for 

yo ur company. Most successful business has an employee who will contact customers 

on behalf of it to initiate a good feeling about the service deli very of a company. 

7. Long term relationships - a customer will feel special if the organi zation that they 

have dea lt with once or j ust a few times will actually reward , recognize and encourage 

their loyalty. 

When put together each one of these seven elements will accelerate customer satisfaction 

beyond even thei r internal and unexpressed dreams. If a business begi ns to implement ideas 

based on these seven elements and make them a constant focus of attention, it will become 

correctly more customer focused and its customers will become increas ingly more satisfi ed 

and loyal. 
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Relatioll sltip betweell service delivelY process alld service quality witlt clistolller slltisj(lction 

E lements in the service delivery process 

• Operating procedure in the service 

encounter 

0 New customer hand li ng 

procedure 

0 Service failure recovery Service del ivery 
~ 

procedure process 

0 Bill co llection activity 

0 Complai nt handling procedure 

( • Physical attributes 

• Interaction of service provider and Customers' 
customer satisfaction 

Sel-vice quality dimensions/determinants 

• Rei iabi I i ty 

• Responsiveness 

• Empathy ~ Service qua lity I 

• Assurance 

• Tangibles 

Source: Hoffman and Batson, 200 I 

2.1.2. Sel'vice Delivel'Y PI'ocess 

2.1.2.1. Service E ncounter (Moment of T ruth) 

A servIce encounter is a period of time during which a consumer directly interacts with a 

service. It is 'any episode when a customer comes into contact with any aspect of a business 

and , on the basis of that contact, forms an opinion about the quality of the service and the 
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quality of the product's (Robert-Phelps, 2003, p.S6). It is the actual interaction po int between 

the customer and the service provider. Contro lling and enhancing the service encounter is a 

criticall y important task because the service is performed or prov ided to the customer at this 

po int. Since service encounters are the consumer' s main source of information for conclusions 

regarding quality and service differentiation that will influence their state of satisfacti on, 

marketer can afford to leave the serv ice encounter to chance. (G. Lynn Shostack, 1985 cited 

by Payne et.a1.199S, p 185-1 94) 

A service neither appears nor operates by magic . Consistently excell ent encounter quality is a 

function of hard work. This is management's responsibility and obligati on; a responsibility 

that cannot be delegated. With rationa l through planning, service encounters can be everything 

management wishes them to be. When the service des ign is right and the customer input is 

actively controll ed , positive encounters are the natura l result. As discussed by Shostack G.L 

(InS, cited by Payne et.aI.1995, p 185-1987), Service encounters ha ve several characteristics 

that require a manager's efforts to plan and control the quality of the interaction experienced 

by the customer. Thi s includes: 

• First, a se rvice encounter can take a number of forms, but IS always experienced 

through one or; more of the five senses. 

• Second, a service encounter mayor may not expose the consumer to the total service. 

Moreover, the service encounter itse lf is onl y one part of any service. From such 

encounter, the consumer attempts to make conclusion on the nature of the 

unencountered parts. 

• Third, service encounters mayor may not occur at point of purchase. Often, services 

are purchased first and encountered latter. 
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• Fourth, a service encounter mayor may not invo lve other human beings. We often 

think of service encounters as person-to-person interactions. Many service, however, 

are not rendered personall y. 

According to Robert-Phelps (2003 , p.56), there are four basic elements 111 the customer 

interaction cycle (service encounter). This are: 

1. Receiving - most of the time customers know within the first few contacts with a 

company, whether they are glad by the contact and whether they wi ll be provided with 

good service. These first impressions frequently depend on how customers are 

received. 

2. Understanding - IS the most difficult stage in the interaction cycle where servIce 

providers have to know completely what the customer is saying. A service provider 

who focuses on the customer at thi s stage concentrates on everything the customer is 

say ing and responds in a way that shows appreciation of, and concern fo r, the 

customer's feel ings and needs. 

3. Helping - is stage in the interaction cycle where by service providers and the customer 

wi ll di scuss various options that will so lve the customer's need or enqui ry. 

4. Keeping - the final stage in the customer interaction cycle is keeping the customer 

informed and sati sfi ed. Customers vividly remember first and last impress ions. The 

skill s required to do so includes: check for sati sfaction , thank them for their time, 

bridge to other aspects and follow up. 
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2.1.2.2. Sel'vice Failure a nd Recovery 

2.1.2.2.1. Service Failure 

Despite any best efforts of service firms, service fai lures are inevi table. Service failures are 

instances where a service is either not performed or is perfo rmed poorly. In terms of 

sati sfaction states, service fa il ures are the instances when customers leave a service angry or 

di ssatisfied. In both situations, the service perfo rmance is below the adequate expectation 

level of the customer. Developing an indifferent attitude or accepting service fai lures as a part 

of everyday business can be "the kiss of death". The secrets to success are to take a proactive 

stance to reduce the recovery too ls to repair the service experience when failures do occur. 

(Kurtz and Clow, 1998, p. 399) 

As Hoffman and Bateson (200 I, p. 35) di scussed, the reasons fai lures are inherent events in 

the service encounter are directly related to the unique characteri sti cs that di stinguish services 

from goods. These are: 

• All customers are not going to be sati sfied because their comparison of perceptions to 

expectations is highly subjecti ve evaluation due to intangibility nature of service. 

• Variation in the service delivery process occurs and every service encounter may not 

be identica l because of heterogeneity in the nature of service. 

• Suppl y and demand match are accident in service because of the perishabil ity nature of 

service. Hence, service customers wi ll experi ence delays from time to time, and 

service workers will occasionally lose their pati ence wh ile attempt ing to satisfy the 

unl imi ted needs of anxious customers. 
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• Final ly, sen es of unfavo rab le failure poss ibilities may ex ist because inseparability 

nature of service places the service provider face to face with the customer. 

Service fai lures do not automatica ll y resul t in firm switch ing behavior and negative word of 

mouth communication. Customers can be recovered. The manner in wh ich post service 

fa ilures are hand led wi ll have a greater impact on future purchase behavior than the level of 

di ssati sfaction of the original service experience. Firms have a second chance for making 

things ri ght with the customer. 

2.1.2.2.2. Service Recovery 

The art of service recovery is an important forgotten management too l complainers provide 

the firm with an opportunity to recover from the servi ce fa ilure (services provided incorrectly 

the first time). (Hoffman and Bateson, 2001 , p. 364) 

A strong service recovery process can produce positive results and overcome most service 

fa ilures. Successful recovery reduces the negative impact of the original poor or fail ed service 

for three reasons (Kurtz and Clow, 1998, p.400): 

• through post service communications with the firm, customers come to believe that the 

servIce provider is fa ir because they admitted making a mistake or they offered the 

customer some type of restitution. 

• a good service recovery process takes away a ll of the negati ve consequences of a 

service fai lure such as loss of time or money. 

• the service recovery process wi ll normally cause consumers to alter their attributions 

as to the cause of the service fai lure. 
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However. if the problem cannot be corrected at the time it is di scovered, then customers need 

to be kept informed because customer needs to be kept up to date on the progress that is made. 

Giving the same employee to deal with the customer thro ugh the whole service recovery 

process will increase the chances of a positive outcome. 

2.1.2.3. Complaint Handling 

According to Hoffman and Bateson (200 1, p.362-363), Complaining is defined as "expressing 

discontent, dissatisfaction , protest, resentments or regret. " Complain occurs because: 

• The complainer wants undesirable state to be corrected 

• Complaints provide people with the mechanism for venting their feelings 

• Compl aining serves as a mechanism for the complainer's desire to rega1l1 some 

measure of control 

• To solic it sympathy and test for consensus of the complaint 

Thus a firm has to develop a complai nt hand ling system that will lead customers to obtain 

satisfact ion in the firms ' activi ty. An acceptable complaints procedure will consist of tlu'ee 

fu ndamental elements (http://www.cimaglobal.com. April 2 1,2008): 

I . A policy sfatement: The Policy Statement should be for both internal guidance and 

public di splay. It should be a clear recogniti on that mistakes may occur and that the 

practice wi ll welcome clients drawing such matters to the attention of the 

appropriate practice member. The statement should make cli ents aware that they 

have a ri ght to raise such issues and to expect a balanced and , if necessary, 

independent assessment of their complaint. 
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2. A complaint record/arm: An appropriate complaints record should be completed in 

the first instance and should include the: 

• name of your pract ice so as to allow for notification to other bodies 

• name of the c li ent making the complaint 

• date of complaint, and date of notification (if different) 

• Description of complaint 

• Name of the person in your practice dealing with the complaint. 

3. Appropriate training/or all staff and partners: Awareness training in recogni zing 

the client's right to high quality service is an essential feature of good practice. To 

do so, discussing the correct handling of client queries and complaints is an 

important part of practice management and wi ll enhance the confidence of both 

staff and partners in maintaining a productive working relationship with all clients. 

2.1.3. Service Quality 

The term has different meal1lng 111 different fields. In marketing, servIce qual ity means 

understanding the customer's needs and identifying ways to meet or exceed them. Or it is the 

difference between the customer' s perception and expectations of service and focus groups. In 

operations, se rvice quality is defined as conformance to operating specifications. (Harker, P.T. 

(ed.), 1995, p. 3 11 - 312) 

The most common definition of serv ice quality is: 

"It is a measure of how wel l the service level delivered matches customer's 

expectations. Del iveri ng quality service means conforming to customers expectations 

on a consistent basis. " (Lewis and Booms, 1983) 
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For full understand ing of service quality three we ll documented characteristics of services -

intangib ili ty, heterogeneity, and inseparability - must be acknowledged because knowledge of 

goods quali ty alone is not sufficient to know and understand what service qua lity is. 

(Parasuraman et.a!' ( 1985), cited by Payne et.a!' 1995, p. 196) 

Fi rst, most services are intangible. Clear and short manufacturing specifi cation concermng 

un ifo rm qual ity cannot be set for service because they are performances, not objects, wh ich 

depend up on the situation. It is hard and difficult for a firm to understand and know how 

consumers perceive their services and evaluate qual ity because of intangibil ity nature of 

service. 

Second, serVices, especially those with high ly labor intensive, are heterogeneous: their 

performance often varies from producer to producer, from customer to customer, and from day 

to day. Consistency of behavior fro m service personnel (i.e. uniform quality) is difficu lt to 

assure because what the firm intends to deliver may be entirely different from what the 

consumer receives. 

Thi rd, product ion and consumpti on of many services are inseparable. As a result, quality 

occurs during service de li very, usua ll y in the interaction between the client and the contact 

person of the service firm. The service fi nn may also have less manageria l contro l over quality 

in services where consumers ' partic ipation is intense because the customer affects the process. 

However, Examination of writings and li terature 011 service suggests three underlying themes: 

• Service qua li ty is more difficult for the consumer to evaluate than goods quality. 
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• Service quality perceptions result fro m a comparison of consumers ' expectation with 

actual service performance. 

• Quality evaluations are not made solely on the outcome of a service; they also invo lve 

eval uat ions of the process of serv ice deli ver. (Parasuraman, et.al. 1985, cited by Payne 

et.aI.l995, p 196- 1997) 

2.1.3.1. DimensionlDeterminants of Service Quality 

Satisfaction with service quality depends on a large number of dimensions - both tangible and 

intangible attri butes of the product-service offered. Parasuraman et al. (1985, cited by 

Hoffman and Bateson, 200 I, p. 334-338), discussed that service quality may be seen as having 

the fo llowing comprehensive dimension or determinants: 

• TaJ/gible dimension: Consumers often considers on the tangible evidence that 

surrounds the service in forming evaluations because of the absence of a physical 

product in the delivering finns. A firm's tangibles consists of the service provider 

physical facilities, their equipment and the appearance of the firms personnel. Thus 

this dimension is two dimensional - one focusing on equipment and faci li ties, the other 

focusing on personnel and communication materia ls. 

• Reliability dimension: it is the ab ility of the service firm to perform the service 

promised dependabl y and accurately. Consumers perceive the reliability dimension to 

be the most important of the five quality dimensions because it deals with providing 

the same level of service time after time, uniform quality in each encounter, keeping 

promises, bill accurately, keep accurate records, and perform the serv ice correctl y the 
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first time. Consequently, fa il ure to provide re liable servIce leads cllstomers to 

dissatisfact ion that fi nally translates into fi rm's failu re. 

• Responsiveness dimension : it is the willingness of the finn 's staff to help customers 

and to provide them with prompt service. It refl ects a service firm 's commitment to 

provide its services in a ti mely manner. As such, this di mension concerns the 

will ingness and/or readiness of employees and the preparedness of the fi nn to provide 

a service to satisfy the needs and wants of customers. Ignoring the needs of the 

customers indicates the ulU"esponsiveness nature of both the employees and the firm. 

This leads customers to di ssatisfaction on thi s dimension of qua li ty. 

• Assurance dimension: it refers to the knowledge and courtesy of the company's 

employees and their abili ty to inspire trust and confidence in the customer toward the 

service provider. It add resses the competence (the fi rm 's knowledge and skill in 

performing its service) of the firm , the courtesy (politeness, fr iend li ness, and 

consideration fo r the customer's property) it extends to its customers, and the securi ty 

(customer's fee lings that he or she is free from danger, risk, and doubt) of its 

operations. I f there is any prob lem in the factors of thi s dimension, cllstomers will feel 

ignored. Therefore, a company has to have competence, courtesy and security to its 

customers during their interaction with the firm. 

• ElI1patllY dimension : empathy is the abi lity to experience another' s fee lings as one's 

own. It is the caring, indi vidua lized attention the service firm provides each customer. 

Empathetic fi rms keep customers through understand ing customers ' needs, making 

their services access ib le to custo mers and arranging operating hours convenient to the 

customers. This enables such firms to create satisfaction of their customeJj·,..."'-!_!!'!Io 
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2.2. Review of Related Works 

There are three research works done related with thi s study. The titl es with their objectives 

and major findings are di scussed below to have an insight about these studies. 

The first work is PADM senior essay done by Eskinder Nigussie (July 2007) entitled as "the 

effect of public sectors ' service quality on customer satisfacti on: the case of Ethiopian 

Telecommunication Corporation." The main object ive of the study is to examine and give a 

clear picture of the improved customer service with the following specifics: 

• To show the actual importance and effect of quality servICe on customer 

sati sfaction in Ethiopian Telecommunication Corporation 

• To asses and understand the real situation on how Ethiopian Telecommunication 

Corporation hand les its customers. 

With these objectives in mind he got that the service provided by the corporation has 

improved a little in the past on'e year but did not led customers to satisfaction due to physical 

infrastructures problems, inabi lity to handle customer complaints in service sections and poor 

qual ity of internet service. 

The second work is entitled as "Impact of customer service on customer satisfaction and 

loyalty: a study of insurance compan ies in Ethiopia" by Yikunoamlak Hailu (June 2004). The 

main objective of thi s work is to explore the practices and efforts undertaken by insurance 

companies in Ethiopia in enhanc ing customer sati sfaction and improving the retention level. 

And also he had an objective of scrutinizing customers' sati sfaction with the organizations 
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customers handling methods and their intent to switch to other providers of the service. The 

major find ings of this work states that 

• Mai ntaining good relationship with customers (the way customers are handled) 

• Proper complaint handling and efficient service failure recovery procedures 

• Having adequate staff with competence in a convenience office location and office 

layout, 

are very important factors for customer satisfaction and retention. However most of these 

factors are not well managed in the insurance companies. This fact led most of the 

customers to be dissatisfied in the customer services of their service provider. 

The final work taken as similar work is "service delivery and customer satisfaction in selected 

hosp itals: case of Black Lion, Dagmawi Menil ik and Bethezata Hospital" by Biruk G/Michael 

(.Ju ly 2007). The major objective of thi s study is to identify the problem of service deli very 

and examine the level of customer satisfaction with the fo llowing specific aims: 

• To asses the avai lability of faci litating envirorullent 

• To asses the attitude of employees towards their clients/job. 

• To measure the level of satisfaction of customers with the prevailing service delivery 

system. 

The major finding of this work is that the majority of respondents are not satisfi ed with almost 

all of the service del ivery system of all the organizations under study. 

Similarly, thi s study tried to asses the effect of both service delivery process and service 

quality on customer sati sfaction to add some theoretica l knowledge and practices in this area. 
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CHAPTER THREE 

3. DATA PRESENTATION AND ANALYSIS 

In this part of the paper, attempt is made to present the practically observed facts about the 

effect of service deli very process and service quality on customer satisfaction from customers' 

and management response collected by using tools mentioned in chapter one. In addition to 

thi s, a brief hi storical background of establ ishment, vision, mission, goals and some other facts 

about the corporation are presented. 

3.1. Background of Ethiopia Electric Power COI·poration 1 

3.1.1. Historical information 

Electric power was introduced to Ethiopian in the late 19th century during the regime of 

Minilik. In add ition to the use of generalors ( 1898), Mini lik got constructed the first Hydro 

Power Plant on Akaki River in the year 1912 in order to supply power to small factories that 

had been establi shed in Addis Ababa. 

However, the effort of the government to extend the power supply to the public was hindered 

by the Italian invasion of Ethiopia in the years 1936. During this temporary occupation, the 

Italian company called Coneil overtook the generation and distribution of electric power. The 

company insta ll ed generators at different places and extended the power suppl y to the then 

major towns. 

I Elhiopian Electirc power Corporat ion (Ginbot 1999 E.C.) 50lh Golden Jubilee: Special issue. Addis Ababa: 
Ethiopian Electric Power Corporation public Relations. 

26 



After the Italians were driven out form Ethiopia in the year 1941 , an organization called 

Enemy Property Ad ministrati on was established and took over along with other acti vities the 

generation and di stribution of power to the pUblic. In the year 1948, an organization that had 

been given wi th the power to admini ster the enemy property was evo lved to an organi zation 

call ed Shewa Electri c Power. The new organization Shewa although with limitecl capacity, 

managed to increase the power suppl y not only in Shewa but also other aclministrative regions. 

In li ght of its funct ion its name was changed to "Ethiopian Electric Light and Power" in the 

year 1955 . 

After eight months of its establi slUllent, the Ethiopian Electric Light and Power was 

transformed to the "Ethiopian E lectric Light and Power Authority" (Charter of the Eth iopian 

Electric Light and Power). It was determined that the Board of Directors appointed by the 

government shall exercise all the powers of the Authority. In addition to this, it was also 

determ ined that the Head office of the Authority wo uld be in Add is Ababa, with branch 

offices at different places as necessary. 

In light of the socio-economic development of the country the authority continued to increase 

the scope of its operation in order to accommodate new changes. To do so, the Ethiop ian 

Electri c Li ght and Power Authority was transformed to the Ethiopian Electric Power 

Corporation by reorgani zing its functions on the basis of the principles of commercialization 

and decentralization. 

Acco rdingl y, the Ethiopian Electric Power Corporation as Public enterprise was establi shed 

for indefinite duration by regulati on No. 1811 997, and conferred with the powers and duties of 

the previous Ethiopian Electric Light and Power Authority. The purpose of the corporation is 



to engage in the business of producing, transmitting, distributing and selling electrical energy 

(in acco rdance with economic and social development policies and priorities of the 

government) and to carryon any other related activities that wo uld enable it achieve its 

purpose. At the time of establishment (1997), the authorized capital of the corporation was 6.1 

billion Birr. Currently, the total generation installed electricity production capacity of the 

corporation is about 814.14 M Wand the number of customer is about 1.1 million. 

3.1.2 EEPCo's Vision, Mission and Goals 

EEPCo's vision - to be a center of excellence in provid ing quality electric service at every 

one' s door and be ing competitive export industry. 

EEPCo's Mission - to provide adequate and quality electric generation, transmiss ion, 

di stribution, and sales serVIces, t1u·ough continuous improvement of utility management 

practices responsive to the socio-economic development and environmental protection need of 

the public. 

EEPCo's Goal - [n order to provide quality service delivery, EEPCo has fo rmulated clear 

goals that would enable it to sati sfy the customers need and play its ro le on the power market. 

The corporation has put six strategic corporate goa ls. These are: 

• To bring institutional change by implementing the capacity building program. 

• To increase the generation capacity to ensure adequate and reliable power suppl y by 

implementing the generation program. 

• To have reliable transmiss ion network to transmit the power produced form power 

plants to consumers by implementing the power transmission program. 
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• To ensure quality and re liable power distribution to consumers by implementing the 

power di stribution program. 

• To increase the electrici ty suppl y coverage and access by implementing the customer 

service program and Universal Electricity Access Program. 

• To enhance the financial capacity of the corporation by executing all scheduled 

projects within specified budget and time. 

3.1.3 Service centers in Bahir Dar town 

It is the result of the decentralization and commercialization of activities in 1997 E.C. by the 

corporation to improve its service giving systems for catering the need of its customers in light 

of the national refo rm program. 

These service centers were bestowed with performing the following functions: 

1. Customer· service center· 

• plans, organizes, directs and controls the customer service center activities 

• hand les customer requests related to new connections, disconnections and 

reconnect ion and relocation 

• handles customer complaints 

• manages meter reading activities 

• organizes customers' records 

• corrects bill errors (single phase) 

2. Reception, sa les, billing and collection arm 

• handles customers' request related to new connection, disconnection, reconnection, 

relocation of meters, improvement of KWH-meter, etc 
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• determines whether or not an applicant is eligible for new connection 

• receives various payments and sell s bills to customers other than invoice customers 

• examines status of individual's bill s settlement conditions and di scontinues the 

provision of service to customers that are not in line with the regulation of the 

organization 

• prepares dail y co llection statements 

• deposit the dail y collection in banks 

• hand les meter read ing acti vities 

3. Technical arm 

• Handles new connection activities 

• Prepares bill of quantity and estimate costs 

• Implements expansion of electricity infrastructures to new settl ement areas 

• Upgrades KWH - meters and relocates po les and networks 

• Relocate KWH 

3.2 Assessment of the Effect of Service Delivery Process and Service Quality on 

Customers' Satisfaction 

In thi s section, the practically obtained facts are presented and interpreted. The information 

obtained from the sample population involved in the survey study is the framework of 

treatment for stud ying the effect of service delivery process and service quality on satisfaction 

of EEPCo's customers in Bahir Dar town. The information gathered from employees has two 

basic di visions. While the first part asked general facts about the customer, the next part point 

out the specific responses related with the ti tle under study. 
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3.2.1 General Bio-Data of the Respondents 

A total of 175 questionnaires (i.e. 5% of the total customers of group 1 of the corporation in 

Bahir Dar town) were distributed. Out of which, 162 (as it can be seen from Table 3.1) were 

filled and returned. This indicates that 92.6% of the questionnaire is returned. 

Table 3.1: Customer type based on tariff 

Respondents 
Total 

Service Center Number 

One Two 

Customer domestic Count 74 57 131 

Type % of Total 45.7% 35.2% 80.9% 

Based on general Count 14 10 24 

Tariff % of Total 8.6% 6.2% 14.8% 

Count 3 4 7 
industlY 

% of Total 1.9% 2.5% 4.3% 

Tota l Count 91 71 162 

% of Total 56.2% 43.8% 100.0% 
, 

Source: PrImary data generated tor the study from questlOnn31re 

As it can be seen in Table 3.2, sample population of the study comprises of 63.6% male and 

36.4% fema le. Out of these, 36.4% of them are within the age range of20-30 years old, 38 .3% 

of them are between 3 1-40 years old, and 20.4% of them are between 41-50 years old, while 

the rest of them are found to be above 50 years old. 

Concerning the educational level of respondents, only 15.4% of them are below grade 12, 

29.6% of them are grade 12 complete, 30.2% of them are diploma holders. Moreover, 22 .8% 

and 1.1 % have got their first degree and above first degree in higher institutions, respectively. 
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T bl 32 R a e : d espon ents S A Ed ex, ~ge , ucatlOna I I eve an dd uratlOn 0 fb . ell1g customer 

Item Frequency Percent Cumulative Percent 

male 103 63.6 63.6 
Sex female 59 36.4 100.0 

Total 162 100.0 
Age 20-30 59 36.4 36.4 

31-40 62 38.3 74.7 
41-50 33 20.4 95.1 
above 50 8 4.9 100.0 
Total 162 100.0 

Educational below 12 grade 25 15.4 15.4 
level 12 grade complete 48 29.6 45.1 

diploma 49 30.2 75.3 
first degree 37 22.8 98 .1 
above first degree 0 1.9 100.0 ~ 

Total 162 100.0 
Duration of below one year 18 11.1 11.1 
being a 1-3 year 31 19.1 30.2 
customer 4-6 year 36 22.2 52.5 

above 6 years 77 47.5 100.0 
Total 162 100.0 

Source: Primary data generated for the study fro m questlOnnmre 

On the other hand, with regard to the respondents' duration of being customer, 11.1 % of the 

cllstomers have less than 1 years of service, 19.1 % of them are with in the range of 1 to 3 

years, and 22.2% of them are with in the range of 4 to 6 years. The majority of them (47 .5%) 

are with in the range of above 6 years. 

The information in item 3 and item 4 of Table 3.2 indicate that the majority of the resp·ondents 

have got a chance of completing secondary school and they are customer for more than one 

year. Thus, the larger numbers of these respondents are expected to have a lot of knowledge 

and information about the effect of service delivery process and service quality on their 

satisfaction. 
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3.2.2 Customers ' Response Related With the Effect of Service Delivery Process 

and Se/'vice Quality on Their Satisfaction 

In th is parti cul ar section of the paper, the information's related with the study is presented and 

anal yzed in a very detail ed way. For convenience purpose it is possible to catego ri ze the 

presentation and the ana lys is in to three major dimensions: general information related with 

the relationship between the corporation and the customers, effect of service deli very process 

on customer sati sfaction and effect of service qual ity on customer satisfaction. 

., 
3.2.2.1 Gene/'al Info/'mation Related With the Relationship between the 

Customers and the Coq>oration !>' Y" • 
,~::;.~:;:} 

'- - ... .-1."':; 

As it was discussed in the literature part, customers go to any business only when they have a 

problem to be so lved. Therefore, customers were asked the purpose of going to the 

corporation, to rate the standard of service of the corporation over the last three years, and to 

provide the ir opinion on the importance of effective service deli very process and service 

quality to customer satisfaction. The response is presented on the following paragraphs as 

follows: 

T bl 33 P a e : urpose 0 fY " f I C ISlt 0 t le orpo ratIO n 
Item Purpose Frequency Percent 
I To Pay Bill 146 90.1 
2 To Ask New Connection 21 13.0 
, 

To Ask Maintenance Service 23 14.2 J 

4 For Administration Purpose 12 7.4 
Total 162* 100.0* 

• The sum is greater Ihan 162 and 100% because some a/the respondents have gone 
10 Ihe corporalion/or more Ihan one purpose. 

Source: PrImary data generated for the study from questIOnnaIre 
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As Table 3.3 indicates, the majority (90. 1 %) of the respondents visited the corporation to pay 

bill followed by 14.2% to ask maintenance service, 13% to ask for new connection and the 

rest of them visited for administration purpose. This indicates that most of the time customers' 

of the corporation go to the corporation to pay bill for the service in addition to asking new 

connection, maintenance and other administrat ion purposes. 

T hI 34 R a e : d espon ents ' R . at1l1g 0 fl d d 'd d t 1e service stan ar proVI e h over t e past t ill 'ee years 

Valid 
do not have not have improved a have improved 
know deteriorated changed little tremendously Tota l 

Frequency 18 17 50 66 II 162 
Percent 11.1 10.5 30.9 40.7 6.8 100.0 

Cumulative Percent I I. I 2 1.6 52.5 93.2 100.0 

Source: Pnmary data generated for the study from questIOnnaIre 

Customers were asked to rate the standard of service provided by the corporation over the last 

till'ee years. They gave di ffe rent rating for the service standard provided in the past three years 

due to the intangibility aJ1d heterogeneity nature of the service. ·Even if 30.9%, 10.5% and 

11.1 % of the respondents said that there was no change, det~rated and do not know, 

respectively, substantial portion of the respondents said that there is a little (40.7%) and 

tremendous (6.8%) improvement on the service. From these we CaI1 say that the corporation is 

in transition period where by it is undertaking some improvements on the service delivery 

process that can satisfy some portion of its customer. This fact is also supported by the 

response of officials as they said that the corporation is trying to implement business process 

reengineering which was the result of quick wins used in the prev ious times2
. 

2 Source _ Interview made with the officials of the corporation in the study area 
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Table 3.5: Opinion of respondents' on the importance of service delivery process and service 
l' l ' . f . qua Ity to t le lr satls action 

Valid 

extremely important important fairl y important Total 
Frequency 149 5 8 162 
Percent 92.0 3.1 4.9 100.0 
Cumulative Percent 92.0 95. 1 100.0 

Source: PrImary data generated for the study fro m questIonnaIre 

Customers were asked to provide their perception on the importance of service delivery 

process and service quality to their satisfaction. The data in Table 3.5 shows the majority 

(92%) of the respondents beli eves that having effective service delivery process and service 

quality are extremely important for creating customer satisfaction . In add ition to th is, 3. 1% 

and 4.9% said that it is important and fairl y important, respectively. These indicate that 

customers have a great need and desire for having satisfaction that emanates from effective 

and we ll designed service deli very system that can provide quality service. 

3.2.2.2 Customers Response on the Effect of Service Delivery Process on 

Their Satisfaction 

In th is part customers were asked to rate the ability of the corporation in performing new 

customer handling procedure, service fai lure and recovery procedure, bill co llection activity, 

complaint hand ling procedure, and cl imate and cul ture avai lable in the corporation. The 

response and its analys is are presented as follows: 

Table 3.6: Customers' Response on the Availability of Service Delivery 
P d hR ' dS roce ure 111 gettll1g t e eq Ulre ervlce 

Frequency Percent Cumulative Percent 
Iyes 12 1 74.7 74.7 
no 41 25.3 100.0 
Total 162 100.0 

Source: PrImary data generated fo r the study fi'om questionnaire 
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As it is ind icated in Table 3.6, even if the majority (74.7%) of the respondents were aware of 

the ava il abili ty of service deli very procedure that they have to fo llow in order to obtain the 

required service fro m the corporation, substantia l percent (25 .3%) of the customers did not 

know it. Thi s indicates that the corporati on in some way was not using procedures to provide 

service for its customers. The interview made with offi cials showed that there is customer 

service poli cy and procedure that employees and customers have to use. However, the offi cials 

also indicated that this service deli very policy and procedure are not equall y knowl1 by all 

employees in the corporation due to the fact that most of them who have direct contact with 

the employees are not educated. 

A. Customers ' Response on New Customer Handling Service Procedure 

According to Robert-Pheleps (2001), most customers evaluate a company' s performance 

based on the facts that customers see in the customer interaction cycle: receiving, 

understandi ng, helping and keep ing. And hence, a company's ability to provide satisfaction to 

customers wi ll be perceived in the fi rst contact. To see what is happening in the corporation 

related wi th hand li ng the first contact with customers, customers were asked to rate thei r 

fee ling on the companies new customer handling acti vities. 

Even if offi cials of the corporation rated the capabi lity of their offices in providing easy access 

for service, payments mechanism and insta ll ati on service as performing smartly and in an 

excel lent manner, customers' (as it is shown in Table 3.7) rated the acti vities of the 

corporation in new customer handling procedure be low expected average mean (i.e. 3). 

36 



Looking each item in the tab le indicates that the worst activities which has given a lowest 

mean includes time required fo r getting installation service after payment (2.39), cooperation 

and treatment of technical staff (2.48), cooperation and treatment of fro nt line workers (2.66) 

are the ones in their respective order. These facts indicate that the corporation has a great 

problem in providing installation serv ice which is supported by poor treatment and 

cooperation of technica l staff who are responsible for undertaking the installation service 

fo llowed by poor impression creation by fro nt line workers. 

Table 3.7: Customers' Response on the Effect of New customer Handling service Procedure 
on Sat isfaction 

1 =Strongly Dissatisfactory to 5=Strongly Satisfactory 

N Minimum I Maximum I Mean Std. Deviation 

I Ti me Required for Aski ng and Fi ll ing 
159 I 5 2.74 1.032 

Nevv Connection Form 
2 Time Req uired and Payment 

160 I 5 2.89 1.019 
Procedu re After Req uest 

3 Cooperation and T reatment of Front 
160 I 5 2.66 1. 122 

Line Workers 
4 T im e Req uired for Getting Installat ion 

160 I 5 2.39 1. 133 
Service After Payment 

5 Cooperat io n and T reatment of 
160 I 5 2.48 1. 176 

Tech nical Staff 
6 Cooperat ion and Treatment of Support 

161 I 5 2.76 1. 122 
Staff 
New Customer Handling Procedure 2.65 0.775 

Source: PrImary data generated for the study from quesliOlmmre 

Even if the time required and payment procedure after new cOlmection line request is better 

than the others wi th a mean of 2.89, it is not ful fi ll ing the interest of the average respoj1dents. 

The time required for asking and fi lling new connection form, and cooperation and treatment 

of support staff have a positive outcome as compared to the previous three items, however, 

they are not also able to pass the average mean (i.e. 3). These also indicate that the corporation 

has a problem on giving its service quickly as desired by the customers surrounded with poor 

37 



treatment of support staff. 

Generally, responses of customers indicate that employees of the corporation in the front line, 

technical staff and support staff positions lack the ski lls necessary for treating and cooperating 

with customers. In addition, the data indicates the prevalence of problems in the corporation 

for providing service at the desired speed by its customers. Thus it is possible to say that the 

corporation is weak in providing new customer handling service (with a mean value of 2.65 

with possible deviation of 0.775) that will lead customers' to satisfaction. 

The availability of relationship between each item in the new customer handling servIce 

procedure and overall customers ' satisfaction can be further clarified by calculating the 

correlation among these factors. This is indicated in Table 3.8 below. 

Table 3.8: Correlation of Over All Customer Satisfaction with New Customer Hand ling 
Service Procedure 

2 

3 

4 

5 

6 

Time Required for Asking and 
Filli ng New Connection Form 
Time Requ ired and Payment 
Procedure After Request 
Cooperation and Treatment Of 
Front Line Workers 
Time Req ui red for Getting 
Installation Service After Payment 
Cooperat ion and Treatment Of 
Technical Staff 
Cooperation and Treatment Of 
Support Staff 

2 3 4 5 6 

.556(**) 

.496(**) .502(**) 

.200(*) .358(**) .452(**) 

.223(**) .254(**) .426(**) .528(**) 

.353(**) .3 04(**) .48 1 (**) .324(**) .367(* *) 

7 Overall Satisfaction 011 Service 
Del ivery Procedure 

.202(*) .216(**) . 177(*) .460(**) .309(**) .276(**) 

Sig. (2-tai led) .011 

** Correl(lti on is significant at the 0.01 level (2-tailed). 
* Correlation is significant at the 0.05 level (2-tai1ed). 

.006 .025 .000 .000 .000 

7 

Source: Primary data generated for the study from questionnaire 

As the table shows, all activities 111 new customer handling procedure have a positive 

relationship with overall sat isfaction. As the performance of the corporation is increasing in all 
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activities re lated with this new customer hand li ng service procedure, the over all sati sfaction 

of customers also increases. From thi s we can conclude that for the corporation to create 

sati sfaction it has to give attention fo r the new customer handling procedure because it is the 

starting point customers perce ive the service of the corporation. 

B. C ustome,·s' Response on Service Failure and Recovery procedure 

As di scussed by Kurtz and Clow (1998), Service failure exists if there is any service activ ity. 

In other words, if there is a se rvice, fa ilure is an inescapable part of it. However, the most 

important issue is not on the avai labili ty of the service fai lure, but on the abi lity of the firm to 

so lve problems created with that failure. The way in which these failures will be handled has a 

great impact not only on satisfaction but also on futu re purchase behavior of customers from 

that company. Those firms who can recover their service failure in the proper and timely 

manner can create sati sfaction to their customers. 

To look how the corporat ion is doing with service failure and recovery procedure and its 

impact on customer satisfaction, customers were asked questions and rated the facts as it is 

presented in Table 3.9. 

The customers have rated the facets related with the issue as it was presented in summarized 

form in Table 3.9. The result ind icates that time duration required for getting maintenance 

service has got a mean of 2.23 fo llowed by a mean of 2.52 for knowledge and courtesy of 

maintenance crew employees . In addition, the possible reporting mechanism of service failure, 

fa ul t registrat ion process in the corporation and treatment of service fa ilure reception 
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employees have obtained below the expected average mean value (i.e. 2.59, 2.59 and 2.62, 

respectively) . 

Table 3.9: Customers' Response on the effect of Service Failure and Recovery Procedure on 
their satisfaction 

I =Strongly Dissatisfactory to 5=Strongly Satisfactory 
N Minimum Maximum Mean Std. Deviation 

1 Reporting Mechanism of 
162 I 5 2.59 1.1 46 

Service Failure 
2 Fault Registration Process in 

16 1 I 5 2.59 1.069 
the Corporat ion 

0 Treatment Service Failure ~ 
160 1 5 2.62 1.080 

Reception Employees 
4 Time Duration to Get 

161 I 5 2.23 1. 147 
Maintenance Service 

5 Knowledge and Courtesy of 
Maintenance Crew 161 1 5 2.52 1.107 
Employees 
Service Failure and Recovery procedure 2.51 0.791 

Source: PrImary data generated for the study from questlolillatre 

The above facts indicate that the corporation has a problem in giving maintenance service fo r 

its customers as fast as possible which was caused by a poor knowledge and courtesy of 

maintenance crew employees, inappropriateness of reporting mechanisms of service fa ilure, 

too long fau lt registration process and weak treatment of service failure reception employees. 

The resu lt of the interview also ind icates that the co rporation' s ability to provide maintenance 

service fo r its customers is poor which is callsed by lack of materials and ski ll ed manpower. 

Table 3. 10 further elaborates what is obtained in Table 3.9 by showing the impact of service 

failure and recovery procedure activities on overall satisfaction. With a 99% confidence leve l 

interva l, the table shows th!\t there is a positive relationship between activities ill service 

fai lu re and recovery procedure and overall cllstomer sati sfaction on service del ivery process. 

As it can be seen from the table, reporting mechanism of service fa ilure (r = 0.355), 
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knowledge and courtesy of Maintenance crew employees (r = 0. 35), fa ult regi stration process 

in the co rporation (r = 0.287) , treatment of service fa ilure reception employees (r = 0.285), and 

time duration to get maintenance service (r = 0.224) have their own effect on the over all 

satisfaction of customers on the service delivery process in the sam e direction. 

Table 3.10: Correlation of over all customer satisfaction with Service Fa ilure Recover;t Procedure 

2 3 4 5 6 
Reporting Mechanism of Service 
Failure 

2 Faul t Registration Process in the 
.598(**) 

Co rporation 
3 Treatment of Service Fai lure Reception 

.253(**) .590(**) 
Employees 

4 Time Duration to Get Maintenance 
.234(**) .337(**) .429(**) 

Service 
5 Kn owledge and Courtesy of 

.233(**) .366(**) .428(**) 
Mai ntenance Crew Employees 

6 Overal l Satisfaction on Service 
.355(**) .287(**) .285(**) .224(**) .350(**) 

Deli very Procedure 
Sig. (2-tailed) .000 .000 .000 .004 .000 

** Correlation is significant at the 0 .0 I level (2 -tailed). 

Source: Primary data generated for the study fro m questionnaire 

From the above facts one can conclude that if a company has developed multidimensional 

possible reporting mechanisms of service fa ilure, employed skill ful and courteous 

maintenance crew employees can satisfy its customers. Having easy fault registration process 

with wel l trained reception employees and providing maintenance as quickl y as possible (even 

if it is not as such in the corporation under study) have also the same effect on customers' 

satisfaction. 

_ C. Customers' Response on Bill Collection Activity Procedure 

As di scussed in the li terature part, customers invest on a company fo r the services they obtain 

from the service provider. How a company manages its bill (price of its service) can have its 
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own impact on the satisfaction of customers. The frequency and the way they make the 

payment have also a great impact on their satisfaction since it leads them to have a contact 

with their service provider. 

Concerning the bill collection activity of the corporation customers were asked to rate the 

frequency of payment period, payment mechanisms available, time required to pay their bill 

and treatment of bill collection employees. As it is indicated in Table 3.11 , frequency of 

payment period is rated almost equal to the average mean which indicates that the customers 

are not that much sati sfied as well as dissatisfied with the frequency of payment period. 

However, for a firm to be successful in the future it has to pass the average, 

Table 3.11: Customers' Response on the effect of Bill Collection Activity Procedure on satisfaction 
i =Strongiy Dissatisfactory to 5=Strongiy Satisfactory 

N Minimum Maximum Mean Std. Deviation 
1 Frequency of Payment Period 162 1 5 2.95 1.l30 

2 Payment Mechanism 
159 1 5 2.61 1.136 

Available to be Used 
3 Time Required to Pay Your 

159 1 5 2.85 1.103 
Bill 

4 Treatment of Bill Collection 
162 I 5 2.72 1.192 

Employees 
Bill collection Activity 2. 78 0.875 

Source: PrImary data generated for the study from questIOnnaIre 

Nevertheless, the payment mechanism available to be used , the time required to pay bill and 

treatment of bi ll collection employees have got a rating of below average mean. These indicate 

that the possible ways to make bill payment is limited, the waiting time to make payment is so 

long and treatment of bill co llection employees is poor. In other words, the majority of the 

customers have rated (mean=2.78 and standard deviation of 0.875) activities done by the 

corporation related with bill co llection activity to be below average. Officials of the 
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corporation In the area also said that since the corporation is now on transition period of 

adopting new method of bi ll collection activity, the performance of the corporation in thi s area 

may be below the expectation of customers which may lead them to have so many complaints. 

To see how activities in the bill collection procedure affect customer satisfaction, correlation 

is calculated. The result indicated (as it can be seen from table 3.12) that payment mechanism 

avai lable (r = 0.411), time required to pay bill (r = 0.236) and treatment of bill collection 

employees (r = 0.253) with a 99% confidence interval has direct relationship with customer 

satisfaction. This means as the performance of these facets are increasing in the way that it is 

required by its customers, customers' satisfaction, even if it is not proportional, also increases. 

Table 3.12 : Correlation of over all cll stomer satisfaction with Bill Collection Activity Procedure 

2 3 4 5 
Frequency of Payment 
Period 

2 Payment Mechanism .446(**) 
Available to be Used 

, 
Time Required to Pay Your ~ 

.488(* *) .544(**) 
Bill 

4 Treatment of Bill Collection 
.285(**) .449(* *) .534(**) 

Employees 
5 Overall Satisfaction on 

.158(*) .411(**) .236(**) .253(**) 
Service Delivery Procedure 

Sig. (2-tailed) .044 .000 .003 .001 

** Correlation is significant at the 0.01 level (2-tailed). 
* Correlation is significant at the 0.05 level (2-tailed). 

Source: Primary data generated for the study from questionnaire 

D. Customers' Response on Complaint Handling Procedure 

During service encounter, services may not be performed as it was required by the customers. 

This leads customers to have their own complaints. Thus a company has to have its own way 

of handling complaint. Complaint handling ways have their own impact for the satisfaction 
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level of customers. Elements in the complaint procedure (policy statement, record form and 

trained employees) influence how complai nts are so lved that di rectly infl uence the customers' 

sati sfaction leve l. (http: //www.cimaglobal.com) 

Customers were asked to rate effects of complaint hand ling procedure in the co rporation on 

sat isfacti on using a 5 step Likert scale. The information obtained is summarized in the 

following table. 

Ta ble 3.13: Customers' Response on the effect of Complaint Hand ling Procedure on Sati sfaction 
f I =Strongly Dissatis actory to 5=Strongly Sat i s facto r~ 

N Minimum Maximum Mean Std. Deviation 

I Avai labi li ty of Clear Policies and 
Procedures to Hand le Customer 161 I 5 2.45 .974 
Complaints 

2 Avai labili ty of Awareness Creation 
Program on Complai nt Hand ling 162 I 5 2.11 1.1 53 
Procedure for Customers 

" Giving Prompt Response for J 
161 I 5 2.25 1.073 

Customers with Problems 
4 Correction of Inflated Bills 162 I 5 2.10 1.110 
5 Insurance Payment Procedure for 

159 I 5 2.06 1.101 
Damages on Customers Property 
Complaint Handling procedure 2.20 0.813 

Source: Pn mary data generated for the study from questIOnnaire 

Insurance payment procedure fo r damages on customers' property fo llowed by correction of 

inflated bi lls and availability of awareness creation program on complai nt Handling procedure 

for customers has took a mean va lue of 2.06, 2 .1 0 and 2. 11 , respecti ve ly. These are below the 

ex pected average that leads customers to have di scomfo rt with the practice of the corporation. 

In addition , customers rated the ability of the fi rm in giving prompt response and the 

availability of clear policy and procedures to handle customer complaints below average (2.25 

and 2.45 respecti vely) . These ind icate that the company has a problem in handling insurance 

payment procedures for damages on customers ' property, correction of inflated bi ll s and in 
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providing prompt response for customers who have complains. Absence of awareness 

creati on program on complaint handling procedure creates sati sfactio n problem on the 

ava ilable pol icy and procedure on complaint handling. 

The ex istence of the above problems has also justified from the offi cials' interview result. 

They stated that the corporation's ability in handling customers ' complaint is poor due to the 

fa il ure of the adopted complaint handling procedure and awareness problem both by 

employees and the customers. 

Table 3.14: Correlation of over all customer satisfaction with Complaint handli nll Procedure 

2 3 4 5 6 
Avai lab ility of Clear Policies and 

r~'" . "--" 
Procedures to Handle Customer t 
Complai nts ill: 2 Ava i labil ity of Awareness Creation 
Program on Complaint Handling .414(**) 

"10 -Procedure for Customers .. . 
3 Giving Prompt Response for 

.358(**) .6 17(**) :' 1= Customers with Problems « • o· -4 Correction of Infl ated Bills .343(**) .515(**) .67 1(**) a~l~ 5 Insurance Payment Procedure fo r 

.305(*') .340(") .392(**) .5 16(**) 
Damages on Customers Propelty 

6 Overa ll Sati sfaction on Service 
-, .... _ .. 

Del ivery Procedure 
.355(**) .409(**) .298(**) .345(**) .248(**) 

Sig. (2-tailed) .000 .000 .000 .000 .002 

** Correlati on is significant at the 0.0 1 level (2· lailed). 

Source: Primary data generated fo r the study from questionnai re 

Avai lab ility of awareness creation program on complaint handling procedure for customers 

has a hi gh positive correlation (r =0.409) with overall satisfaction of customers. Such 

correlation is followed by availability of clear polices and procedures to handle customer 

complaints (r = 0.355), and Correction of inflated bi lls (r = 0.345). Giving prompt service for 

customers' problem and insurance payment procedure fo r damages on customers' property 

have also a substantial positive correlation with a coefficient of 0.298 and 0.248, respectively. 

45 



These ind icate that for creating satisfaction to customers, the corporation should have at the 

first instance pol icy statement and then awareness creation program fo llowed by implementing 

these policies with giving prompt response to customers' problems. 

E. Custo mers' Response on Culture and Climate of the Corporation 

As discussecl in the li terature part by Kurtz and Clow (1998), the culture and climate of the 

corporation indicates the environment in which the service is performed. The environment 

includes tangible and atmospheric elements with the avai labi lity of other customers. The 

environment affects customers expectation during the service encounter as well as their 

eva luation of the service received which has a direct impact on customers' sati sfacti on. 

Table 3.15: Customers' Response on the effect of culture and climate of on satisfaction 
1 =Strongly Dissati sfactory to 5=Strongly Satisfactory 

N I Minimum Maximum Mean Std. Deviation 
I Convenience of Office Location 162 I 5 2.88 1.128 
2 Convenience of Office La~out 162 I 5 2.77 1.005 
3 Avai labi lit~ of Adeguate Staff 162 1 5 2.56 .945 
4 Avai lab ility of Other Customers 

154 1 5 3.15 1.053 
and Their Behavior 
Culture and Climate 2.84 0.738 

Source: Primary data generated for the study from questlOlmalre 

As it is indicated in Table 3.15, customers were asked to rate tangib le and some personal 

relationships that exist in the environment of the corporation. The convenience of office 

location, convenience of office layout and availab ility of adequate staff in the corporation has 

a mean value of 2.88, 2.77 and 2.56, respectively, which are below the expected average. 

Availabi lity of other customer and their behavior is the only factor that is rated above the 

average mean by customers. Officials who were asked to rate the culture and cl imate facets in 

the ir corporati on believe that, sat isfying al l customers' needs in regard to office location is 
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impossible. However, they said that the offices are located by considering the majority of their 

customers. According to them, the number of employees at each location is adequate but not 

ski ll ed to hand le customers request appropriately. 

Thus, the above data indicate that the ability of the corporation 111 selecting appropriate 

location for its offices and appropriate office layout is poor which lead customer to rate such 

facts below the average mean. In addition, the number of staff to serve customer is seen as 

insufficient by customers. 

Table 3.16: Correlation of over all customer satisfaction with culture and climate of tile corporation 

2 3 4 5 

I Convenience of Office Location 

2 Convenience of Office Layout .590(**) 

3 Avai lab ili ty of Adequate Staff .400(**) .469(* *) 

4 Ava ilab ili ty of Other Customers and The ir 
.169(*) .253(**) .181 (*) 

Behav ior 
5 Overa ll Satisfaction On Service Deli very 

.079 .182(*) .259(**) -. 167(*) 
Procedure 

Sig. (2-tai led) .316 .020 .00 1 .039 

.. Correlation is sign ificant at the 0.01 level (2-tailed), 
• Correlation is significant at the 0.05 level (2-ta iled). 

Source: Primary data generated for the study from questionnaire 

Table 3. 16 indicates the correlation between culture and climate facto rs with overall 

satisfaction. Convenience of office location didn't have a significant relationship whereas 

availab ility of other customers and their behavior has a negative relation with overall 

sati sfacti on w ith in 95% confidence level interval. The remaining two items - convenience of 

office layout and avail abil ity of adequate staff have positive correlation of I' =0. 182 and I' 

=0.259, respectively. These indicate that the office arrangements and the number of staff have 

their own impact on customer sati sfaction in the same direction. That means appropriate 
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arrangement of offices with suffic ient staff lead to customers' satisfaction. Contrary to the 

above positive correlation, avai lability of other customers and thei r behavior has a negative 

co rre lation with customer sati sfaction. This means that as the number of other customers 

increase, the level of sati sfaction decrease. 

F. Customel's' Response on Their Overall Satisfaction on the Service Delivery 

Procedure (processes) in the Corporation 

Harker (ed. 1995) discussed that service deli very process is a system which invo lves the 

consumer, the service provider, operating procedures and the physical attributes . The 

consumer and the service provider perfo rm a sequence of actions to produce service which is 

also affected by other elements in the system. All these together determine the outcomes of the 

service. Then, the consumer eva luates its level of sati sfaction based on the processes and its 

service outco me. 

To see how customers rate their level of satisfaction related with the service delivery process 

and its outcome, customers were asked their level of satisfaction. The result is indicated in 

Table 3. 17 and Figure 3. 1. 

Table 3.17:- Overal l satisfaction on Service Deli ve ry Procedure 

Valid 

stronglv dissatisfied dissatisfied averaoe satisfied Total 
Frequency 17 70 63 12 162 
Percent 10.5 43.2 38.9 7.4 100.0 
Cumulative Percent 10.5 53.7 92.6 100.0 

Source: Primary data generated fo r the study from queslJonnaIre 
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Table 3.1 8: Service del ivery process and cllstomer sati sfaction on it 

Mini mllm Maximum Mean Std. Deviation 
Service de livery process 1.00 4.17 2.60 .580 
Overal l customer satisfaction I 4 2.43 .779 

Source: Primary data generated fo r the stud y from questIOnnaIre 

As Table 3. 17 shows the majority (53.7%) of the respondents are strongly dissatisfied and 

di ssatisfied with the service delivery process and its outcome. Only 7.4% of them are sati sfied 

wi th the service delivery process and its outcome. Table 3.18 also shows that the ability of the 

corporati on's service delivery process to satisfy the needs of its customers is rated to be 2.6 

which is below the average mean (3) with a possible variation of customer response by 0.580 

on these aspect. These indicate that the performance of the corporation in undertaking service 

delivery procedure is not that much enabling customers to get what they need in the way that it 

can create satisfaction to them. 

Figure 3."1 _ Overal l Sati sf'actiOon e>n Servic e Delivery Procedure 

70 -

60 -

50 -

-

-

20 -

-

I I a 
"' l r a ng'Y d i ssa ti sl'led d i .... atisfied ave rage s ati s fied 

Satis1'act:ion Lova l s 

Customers we re also asked to provide the reasons for the level of sati sfact ion they have 

obtained with the service del ivery process of the company. The reasons include: 

• inadequacy of bill collection employees at service centers 
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• inappropriate location of offices to the majority of customers 

• delay of bill from the normal payment period 

• inadequacy of technical and mai ntenance staff 

• poor response fo r complains 

• inaccuracy and double asking of bills 

• a great problem to provide maintenance service timely 

• lack of employees initiation to help customers by doing their job appropriately 

• repeated power interruption (service fa ilure) 

• one way payment mechanism 

3.2.2.3 Customers Response on the Effect of Service Quality 011 Customer 

Satisfaction 

As it was di scussed in the literature review part of this paper. service quality is a mcasurc of 

how well a service level delivered matches customers' expectations where by delivering 

quality service means trying to satisfy the needs and wants of its customers. However, 

measuring service quality appropriately is difficu lt that may create some difference among the 

members of the respondents. To minimize such effect, some dimensions/determinants of 

service quality are used as a base for evaluation of service qualiti es ab ility to sati sfy 

customers' needs. These determinants are reli ability, responsiveness, empathy, tangibles iU1d 

assurance. 

Officials of the corporation 111 the study area were asked the ex istence of standard or 

benchmark to measure its service quality and performance. They said that, even if there was 

no any clear type of standard or benchmark that the corporation has set to measure its service 
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quality and performance, there are some set standards for some servIce types 111 the 

corporation to measure its service quality. For example, new connection must be performed in 

7 days for single phase , 2 1 days for three phase and 2 hours for doing reconnection. 

Officials o f the corporation were asked the type of measure the corporation is undertaking to 

prov ide quality service to its customers. They responded that the corporation is undertaking 

business process reengineering that could enable the customers "one stop shopping." 

Howeve r, they also indicated that the corporation does not take any measure to sati sfy 

employees that can have an impact on the quality of service delivery process . 

As it is discussed in the fo llowing sections, customers of the corporation were asked to rate the 

abili ty of the firm in deli ve ring sati sfaction to its customers by measuring the five di mensions 

of service quality. • I 

A. Customers' Response on Reliability Dimension of Service Quality 

As discussed 111 the literature part, a fi rm ' s fai lure to provide reliable service leads its 

customers to dj ssatisfaction .' Customers measure the reliability of a firm by considering 

consistency of service, uniformity of service encounter, keeping promises, billing accurately, 

keeping accurate customers records and performing the service correctly at the first encounter. 

Customers were asked to rate the reliability of the corporation by taking in to account its 

activities. Their responses are presented in Table 3. 19 and Table 3.20 . 
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Table 3.19: Customers' Response on the effect of Reliability Dimension of Service Quality 
on satisfact ion 

I =Strongly Disagree to 5=Strongly Agree 

N Minimum Maximum Mean Std. Deviation 

1 Billing Is More or Less Correct 162 I 5 2.41 1.055 
2 The Corporation Keeps 

162 I 5 2.72 1.089 
Customers Records Correctly 

3 Performs Service at the Designed 
161 I 5 2.25 .924 

and Promised Time 
4 The Corporation Informs Failure 

162 I 5 2.19 1.093 
Ahead of Time 

5 The Cort:l0ration Is Dqlendable 155 1 5 2.45 .975 
Reliability 2.40 0.727 

Source: Pnmary data generated for the stud y from questIonnaIre 

As it can be clearly seen from Table 3. 19, respondents rated all the activities related with the 

reliability dimension below the expected average wh ich indicates that the corporation do not 

performed all the activities as expected. The performance of the corporation in informing 

failures ahead of time has a mean value of 2. 19 with a dispersion of 1.093 from the mean. This 

is followed by the abi li ty of the firm to perform service at the designed and promised time 

(mean = 2.25) , having a more or less correct bill (mean = 2.4 1), the possibility of providing 

assu rance for customers to be dependab le in the corporation (mean = 2.45), and keeping 

accurate customers records (mean = 2.72). The above facts indicate that the corporation 

mostly didn't announce customers ' abo ut serv ice failures ahead of time, did not provide 

service at the designed and promised time, bills has prob lems for most of the customers, and 

customers' records are not we ll managed. In addition, the corporation did not enable its 

customers to depend on it. 
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Table 3.20: Correlation of over all customer satisfaction with Reliabi li ty dimension of service quali ty 

2 3 4 5 6 

I. Billing Is More or Less Correct 

2. The Corporation Keeps Customers 
.4 70(* *) 

Records Correctly 
3. Performs Service at the Designed 

.396(**) .363(**) 
and Promised Time 

4. The Corporation Informs Failure 
.3 10(**) . 185(*) .329(**) 

Ahead of Time 
5. The Corporation Is Dependable .436(**) .408(**) .391(**) .465(**) 

6. Overall Satisfaction on Service 
.37 1 (**) .310(**) .338(**) .229(**) .390(**) 

Qual ity 
Sig. (2-tai led) .000 .000 .000 .003 .000 

.. Correlation is significam at the 0.01 level (2-tailcd). 
* Correlation is significant at the 0.05 level (2-tailed). 

Source: Primary data generated for the stud y from questiOlmaire 

As Table 3.20 indicates, all the variables used to measure the reli ability of a service in the 

corporati on have a positive corre lation with overall customer satisfaction. This indicates that 

as the firm is increasing the accuracy of its bill s, keeping customers' reco rds correctly, 

providing service at the designed and promised time and informing fai lures before the time of 

occurrences increase the overall customers' satisfaction. The same is true for the dependability 

of customers in the corporation towards influencing customer satisfaction . 

• B. Customers' Response on Responsiveness Dimension of Service Quality 

As stated by Parasuraman et.al. (1985, cited by Hofman and Bateson, 2001) , responsiveness 

dimension is concerned with the willingness and/or readiness of employees and the 

preparedness of the firm to provide a service to satisfy the needs and wants of customers. 

Ignoring the needs of customers indicates the irresponsiveness nature of both the employees 

and the firm . This kads customers to have di scomfort with this dimension of service quality. 
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Customers were asked to rate the responsiveness dimension in the corporation and its effect on 

overall sati sfaction of serv ice quality. The result obtained is summarized in Table 3.2 1 and 

Table 3.22. 

Table 3.21: Customers' Responses on the effect of Responsiveness Dimension of Service 
Quali ty on satisfaction 

I =Strongly Disagree to 5=Strongly Agree 
N Minimum Maximum Mean Std. Deviation 

I Employees Provide Prompt Service 16 1 I 5 2.45 .987 
2 Employees are Willing to Help 

162 I 5 2.61 1.070 
Customers 

" Employees are Never Busy to J 
16 1 I 5 2.42 .959 

Respond to Customer Request 
4 Employees Tell Customers Exactly 

158 I 5 2.37 1.085 
When Service Will Be Performed 
Responsiveness 2.47 0.867 

Source: Pnmary data generated for the study from questIOnnaI re 

Employees of the corporation have problems in serv ing customers willingly and in a prompt 

manner. In addition, they do not respond properl y to customer request and do not tell 

customers when service wi ll be performed. The above statement is based on the in formation in 

Table 3.21. As it can be seen, in all the activities of the responsiveness dimension (with a 

mean va lue of 2.47 and standard deviation of 0.867), the calculated mean is below the 

expected average (3). Thi s indicates that most of the respondents did not agree that employees 

in the corporation proyide prompt service, willing to help customers, never busy to respond to . . ' . 

customers request and tell customers exactly when service will be provided. From this 0!1e , 

can conclude that customers may not feel good on thi s dimension of,quali ty. 

However, to see the strength and di rection of effect relationship between the acti vities in the 

respons iveness dimension and customer satisfact ion calculating correlation coefficient is 
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necessary. Table 3.22 indicates the calculated correlation for the response obtained from 

customers. 

Table 3.22: Correlation of over all customer sat isfaction with Responsiveness dimension of 
service quality 

!!I; 
2 3 4 5 

I. Employees Prov ide Prompt Service 

2. Employees are Willing to Help Customers .768(** ) .. . 
3. Employees are Never Busy to Respond to .622(** ) .742(**) ='j= Customer Request -< • 

00· -4. Employees Tell Customers Exactly When .488(** ) .504(* *) .574(* *) ;:41, • 
Service Wi ll Be Performed 

5. Overa ll Sati sfaction on Service Quality .371(**) .465(**) .507(**) .348(**) r· -. . 
Sig. (2-ta iled) .000 .000 .000 .000 . . • • 

** Correlation is significant at the 0.01 level (2-tailed). 

Source: Primary data generated for the stud y from questiorLllaire 

Employees response to customers request has a strong positive correlation (r = 0.507), 

followed by employees wil lingness to help customer (r = 0.465), employees provide prompt 

servicc (r = 0. 37 1), and finally employees tell customers exactl y when service will be 

performed (r = 0.348) with overall customer sati sfaction on service quality. This indicates that 

employees ' performance on aspects related with helping customers, responding appropriately 

to . customers' request, telling customers when they perform the service with prompt function 

have a di rect relationship with overall satisfaction on service quality. 

C. Customet·s' Respon se on Empathy Dimen sion of Se/"Vice Quality 

Empathy dimension is more or less related with putting oneself in place of the other. A firm, 

who tries to put itself in the position of its customers for identifying and then providing what 

they need in a convenient way have the potential to sati sfy its customers on this dimension of 

service quality. (Parasuraman et.a!. 1985 , cited by Hofm an and Bateson, 2001 ) 
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Customers eva luated the core activi ti es of the corporation related with empathy dimension of 

service quality. The summari zed result of their evaluation is presented as fo llows: 

Table 3.23: Customers' Response on the effect of Empathy Dimension of Service Quality on 
sati sfaction 

= tronglY Isagree to I S I D' = trono y 5 S I A aree 
N M inimum I Maximum Mean I Std. Deviation 

I Employees Knows What Customers 
162 I 5 2.45 1.016 

Needs are 
2 Employees Give Customers 

16 1 I 5 2.27 .927 
Ind ivid ual Attention 

0 The Corporation and Its Employees Give ~ 161 I 5 2.37 .954 Due Cons iderat ion for Customers Pro~e I1~ 

4 The Corporation has Operating 
Hours Conven ient to All oflt s 160 I 5 2.77 1.1 67 
Customers 

5 Employees Give Orientation About the 
Service and the Cost Related With the 162 I 5 2.41 1.096 
Serv ice 
Empathy 2.45 0. 763 

Source: Pn ma ry data generated for the stud y from questlOnnatre 

As it can be clearl y seen in Table 3.23 , employees knowledge of the customers needs (mean = 

2.45), employees attention to individual customer (mean = 2.27), and due consideration to 

customers property (mean = 2.37) are rated below the expected mean (3). Similarly, 

convenience of operating hour (mean = 2.77) and provision of orientation about the service 

and its related cost for customers (mean = 2.41) are rated below the expected mean. These 

indicate that the corporat ion and its employees did not have a great concern about the needs of 

its customers, the property o f customer, and convenience of its operating hour fo r customers. 

In add ition. employees' perfo rmance on giving orientat ion to customers about the co rporation 

service and the assoc iated cost was not that much fulfilling the expectations of the majority of 

the respondents. 



Table 3.24: Correlation of over all customer satisfaction with Empathy dimension of service quali ty 

I. Employees Knows What Customers 
Needs are 

2. Em ployees Give Customers Indi vidual 
Attention 

3. The Corporati on and Its Em ployees 
Give Due Considerati on for Customers 
Property 

4. The Corporation has Operating Hours 
Conveni ent to All of Its Customers 

5. Employees Give Ori entation About the 
Service and the Cost Related With the 
Service 

.6 12(**) 

.503(**) 

.341 (**) 

.351 (**) 

2 3 

.593(**) 

.350(**) .380(**) 

.5 10(**) .453(**) 

6. Overall Sati sfaction on Service Qua li ty .273(**) .322(**) .315(**) 

Sig. (2-tailed) .000 .000 .000 

** Correlation is significant at the 0.01 level (2·ta iled). 
* Correlation is significant (It the 0.05 level (2-tailect). 

4 5 6 

.332(**) 

.185(*) .209(**) 

.Ot9 .008 

Source: Primary data generated for the study from questionnaire 

As it is shown in Table 3.24, the overall customer satisfaction on service quali ty is positively 

correlated with the factors involved in empathy dimension. Giving individual attention (r= 

0.322) has a better direct impact on sati sfaction of customers' followed by giving prompt 

service for customer property (r = 0.315) and individual attention to customers (0.273). The 

remaining two items (item 5 and item 4) have also a direct impact on satisfaction with a 

correlati on of r =0.209 and r =0.185, respectively. A ll these show that developing knowledge 

about customers' needs, giving individual attention to customers, having consideration to 

customers' property, orienting customers about the service and associated cost, and arranging 

operating hour convenient to customers enable the corporation to increase the level customer 

satisfaction. 
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D. Customel's' Response on Tangible Dimension of Service Quality 

Parasuraman et. a!. (1985, cited by Hofman and Bateson, 2001) stated that consumers evaluate 

tangible evidences surrounding service due to the intangibi lity nature of service. Tangible 

d imension consists of physica l equipments and appearance of personnel in the corporation. 

Those fi rms with an appealing tangib les and well dressed employees obtain a good evaluation 

of customers that can change thei r level of satisfact ion related with the service quality. 

Customers were asked to evaluate the tangibles using Likert scale. The result obtained was 

summarized in Table 3.25. Correlation (Table 3.26) is also calculated to see the effect of 

tangible dimension on overall customers' satisfaction on service quality in the corporation. 

Table 3.25: Customer's Responses on the effect of Tangible dimension of Service quality on 
satisfaction [1 =strongly Disagree to 5=strongly Agree 1 

N Minimum Maximum Mean Std. Deviation 
I The Corporation has up to Date 

16 1 I 5 2.86 1.104 
-

Equipments 
2 The Corpol'ations Physical 

Facilities are Visua ll y Appealing 161 I 5 2.71 1.053 
and at Convenient Location 

0 The Corporat ion has Offices at J 

Location Convenient to its 159 1 5 2.62 1.054 
Customers 

4 Employees of the Corporation at 
the Public Contact Position are J 16 1 I 5 3.12 1.155 
Well Dressed and Appear Neat 
Tangible 2.83 0.801 

Source: Pnmary data generated for the study from questtolU1atre 

Table 3.25 shows that customers' response about employees appeal.:ance, is above the expected 

average. This indicates that the corporation employees have some type of uni form they are 

wearing to attract customers attention. In add ition, the table also shows that the moderni ty of 

equipments in the corporation, the ab ili ty of the physica l facilities to attract customers ' 
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visual ization and their layo ut, and the office location of the corporation have got a rating of 

below the expected average mean. This indicates that the corporation is not yet using 

modernized equ ipments broadly. the physical fac ilities used to faci litate the service are not 

that much visually appealing and properly located. 

Tab le 3.26: Correlation of over all customer satisfaction with Tangibles dimension of serv ice quality 

2 3 4 5 

I The Corporation has up to Date Equipments 

2 The Corporations Physica l Faci lities are Visually 
.742(**) 

Appea ling and at Conven ient Location 
3 The Corporation has Offices at Location 

.302(**) .278(**) 
Convenient to Its Customers 

4 Employees of the Corporation at the Public 
Contact Position are Well Dressed and Appear .263(**) .365(**) .353(**) 
Neal 

5 Overall Satisfaction On Service Quality .085 .1 35(*) .172(*) .192(*) 

Sig. (2-ta iled) .284 .048 .012 .014 

** Correlation is significant at the 0.0 I level (2-tailed). 
* Correlation is significant at the 0.05 level (2-tai led). 

Source: Primary data generated for the study from questionnaire 

As it can be seen from Table 3.26, item 4 (employees appearance), item 3 (offices location), 

and item 2 (features of physical facilities) have a signifi cant and direct positive impact and 

relationship with overall satisfaction of customers on service quality under a 95% confidence 

level of interval. Thi s indicates that as public contact employees are well dressed and appear 

neat, the leve l of sati sfaction of customers also increases . However, the other element (the 

corporation equipment) did not have that much effect on customers' sati sfaction under a 99% 

and 95% confidence leve l for the sampled population. 

E. Customers' Response on Assurance Dimension of Service Quality 

Assurance dimension is concerned with the characteristics and competences of employees to 

provide the serv ice for its customers. A firm with ethical employees who are knowledgeable 
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and courteous, that can keep the security of customers can have the potential to satisfy its 

customers. (Parasuraman et.a!. 1985, cited by Hofman and Bateson, 200 I) 

Customers were asked to rate the employees of the corporation related with the assurance 

dimension of se rvice quality. Their response is summarized in Table 3.27 . 

Table 3.27: Customers' Response on the effect of Assu rance Dimension of Service quality on 
sati sfaction 

I =Strongly Disagree to 5=Strongly Agree 

N Minimum Maximum Mean Std. Dev iation 

I Personal Characteristi cs of the 
Corporation Emp loyees are So Good 162 I 5 2.48 .954 
that the Customer can Tru st 

2 Customers Fee l Safe in th e Transaction 
162 I 5 2.54 .985 

with the Cor~oration Em~ I 0:tees 

3 Employees of the Corporat ion are 
16 1 I 5 2.59 .997 Po lite 

4 Employees have Adequate Knowledge 
162 I 5 2.56 .984 to Answer Customers Questions 

Assurance 2.54 0.803 
Source : Primary data generated for the study from quest lolUlalre 

As it is shown in Table 3.27, the majority of the respondents did not obtain what they have 

desired from the employees of the corporation. In other words, 2.48, 2.54, 2.59 and 2.56 are . . 
the mean va lue of tru stworth y characte ri stics of the employees, customers feel ing safe in their 

transacti on wi th em ployees, poli teness and knowledge of employees, respectively. The rati ng 

of a ll the variabl es is below the expected mean (3). This indicates that the employees 

characteri stics and their knowledge in the corporation is not that much good in the eye of the 

customers. 
.-- . ... -

i l ," : : .... .. . :ej= < • 
o4!f \) .. 

n: 
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Table 3.28: Correlation of over all customer satisfacti on with assurance dimension of service qua lity 

Personal Characteristics of the Corporation 
Employees are So Good that the Customer can Trust 

2 Customers Feel Safe in the Transaction with the 
Corporation Employees 

3 Employees orthe Corporation are Polite 

4 Emp loyees have Adequate Knowledge to Answer 
Customers Questions 

5 Overall Satisfaction on Service Quality 

Sig. (2-tai led) 

** Correlation is significant at the 0.0 I level (2·tai led). 

I 2 3 4 5 

.649(**) 

.670(**) .697(**) 

.4 78(**) .385(**) .459(**) 

.438(**) .366(**) .348(**) .405(**) 

.000 .000 .000 .000 

Source: Primary data generated for the stud y from questiOlmaire 

As Table 3.28 shows, all the variables used to measure the assurance dimension of service 

have a positi ve correlation with overall customer sati sfaction on service quality. Personal 

characteristics (r = 0.438), knowledge of employees to answer customers questions (r = 

0 .. .105) , customers feeling about transactions with the employees (r = 0.366) and politeness of 

employees ( I' = 0.348) indicate the existence of pos iti ve relationship. Such relationship 

indicates that customers' sati sfaction in the company is influenced by the characteristics, 

knowledge, and pol iteness of employees in the corporation. 

F. Customel-s' Response on Their Overall Satisfaction on the Service Quality 

in the Corporation 

To see how customers will put their level of satisfaction related with the service quality and its 

outcome, customers were asked their level of sati sfaction. The result is presented and 

di scussed below: 

As it is seen from Table 3.29 and Figure 3.2, the majority (61.1 %) of the respondents were 

strongly dissalisfi ed and di ssatisfi ed with the service quality of the corporat ion. Onl~ .5.5% of 

the respondents have got some sati sfacti on on the corporations' service qual ity. The remaining 
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respondents are neither sati sfied nor di ssati sfi ed. These indicate that the ability of the firm to 

provide a service quality (with a rating of 2.54 and possible di ffe rence of answers with in 

0.617 standard deviation as indicated in Table 3.30) that creates satisfaction for the majority of 

its customers is under question mark. 

Table 329 R : espon d ents ' 0 vera II . t satl s actIon on S ervlce Q r ua Ity 

Valid 
strongl y strongly 

dissatisfied di ssati sfied average sati sfied satisfied Total 
Frequency 18 81 54 8 I 162 
Percent 11.1 50.0 33.3 4.9 .6 100.0 
Cumulative Percent 11.1 61.1 94.4 99.4 100.0 

Source: Pnmary data generated for the study from questlolU1atre 

Table 3 30' Service quality and customer satisfaction on it 
Minimum Maximum Mean Std. Deviation 

service quality 1.00 4.32 2.54 .617 
overall satisfaction I 5 2.34 .765 

Source: Pnmary data generated for the study from questlOlU1atre 

The reason respondents forwarded for their level of satisfaction includes the follo wing factors: 

• unethical employees behavior in the corporation 

• inaccuracy of bill 

• lack of skilled manpower 

• lack of orientation program for customers about the service of the organi zation 

• repeated service failures without any prior arll10uncements 

,"",'~ 
• ignoring the needs and wants of customers 

• inappropriate office facil ities layout with out- date equipment 
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Figure 3_2 - Overall Satis f action on Serv ice Quality 
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T bl 331 G a e : 'f: enera satls actIon on S ervlce D r P e Ivery roce d ure an dS ervlce Q I ua Ity 

Valid 
strongly di ssati sfie strongly 

dissatisfied d average satisfied sati sfied Total 
Frequency 19 7 1 60 11 1 162 
Percent 11.7 43.8 37.0 6.8 .6 100.0 
Cumulati ve Percent 11 ,7 55.6 92.6 99.4 100.0 

Source: Pnmary data generated for the stud y from questionnaIre ) 
, ----

Generally, the majority of the resp'ondents (92.6%) beli eved that the corporation's ab ility to 

sat isfy their needs is average and below average. Only 7.4% of the respondents rated the 

abi lity of the firm to satisfy their needs above average. These indicate that overall the 

corporat ion 's performance is not ful fill ing the needs and wants of the customers, Tab le 3.32 

also ind icates that service deli very process and service qual ity has a direct positive influence 

on general customer sati sfaction. Thus it is expected from the corporation to analyze how it is 

doing related with handling and providing service to its cLlstomers. 

Table 3.32: Corre lat ions of satisfact ion with service de li very process and 
service quality 

service delivery process 

service quality 

general satisfaction 

.636(**) 

.470( ** ) 

,000 

2 3 

.488(**) 

.000 

** Corre lation is s i gn i ~can t al the 0,0 I leve l (2-tailed). 
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CHAPTER 4 

4. SUMMARY OF FINDINGS, CONCLUSION AND RECOMMENDATION 

In order fo r an organization to be successfu l, it must continuously ensure the satisfaction of its 

customers. There are vari ous components that are considered to be vital to customer 

sati sfact ion. These variables are important because they all influence the way a person feel s 

about the servi ce of the service provider. These components include: service deli very process 

activities and service quality d imensions. 

In thi s part of the paper, attempts are made to sUI11marize the major fi ndings of the research 

and give recommendations fo r EEPCo officials in Bahir Dar town based on the response got 

from its customers as discussed and analyzed in chapter 3. 

4.1 Summary of F indin gs 

Based on the analysis of the effect of service deli very process and service quality on customer 

satisfacti on, the fo llowing findings are identifi ed: 

• The majori ty of customers' of the corporation go to the corporation to pay bill for the 

service they have got fro I11 the corporat ion. In addition to th is, substantial number of 

customers also visited the corporation for asking new connection, maintenance and 

other admin istration purposes. 

• Even if substantial number of the corporation customers' did not see any type of 

change in the service standard of the corporati on, the majority of the respondents 

stated that the standard o f service have improved a little in the last three years . 

• , 
!it. ~J 
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• Almost all of the respondents be li eve that effecti ve service delivery process and 

service quality are necessary and important for creating customer sati sfact ion, 

CJ The majority of the respondents in the corporation are aware of the ex istence of service 

del ivery process in the corporation whereby employees has to use and customers has 

to follow in the service encounter. However, as it was stated by officials in Bahir Dar 

town, these policies and procedures are not well known by those employees who have 

to provide service , 

• Even if officials of the corporation rated the capab ility of their offices in providing 

easy access for service, payment mechanism and insta llation service as performing 

smartl y and in an excellent manner; customers' rated these activities of the 

corporation in the new customer handling procedure below expected average mean, 

Moreover, the data co ll ected also indicated that there ex ists a positive and direct 

relationship between new customer hand ling procedure and customer sati sfaction, 

• Service fa ilure and recovery procedure in the corporation is rated as poor both by the 

officials of the corporation in Bahir Dar town and the customers ' of the corporation in 

the area, The ability of acti vi ti es in these procedure (available reporting mechanisms, 

fau lt regi stration process 111 the corporation, treatment of service failure reception 

employees, time duration to get maintenance service and knowledge & courtesy of 

mai ntenance crew employees) to create satisfaction IS fo und to be positively 

correlated, That is, as the corporation performs better In these activities, the 

sati sfac tion of its customers also increases, 

• The corporation is in transition period of adopting new bill co llection system, This 

may not sati sfy the needs of the majori ty of the customers, The customers rated the 
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possible ways of making payment, waiti ng time and treatment of bill co llection 

employees below the expected mean value (i.e. 3). Having alternative ways of payment 

that can minimize waiting time supported by good treatment of bill collection 

employees will create a better satisfaction on the service of the corporation. 

vt- . Proper complaint handling procedure is considered as impOltant factor for customer 

sati sfaction. This was proved to be true in this study where the majority of the 

customer rated the company 111 this regard to be inefficient that led them to 

dissati sfaction . 

*. The corporation did not have adequate and competent staff, convel1l ence office 

location and office layout. These facts lead the majority of the customers to be 

dissati sfied with these activities in the organization. 

• The majority of the respondents di ssatisfied with the service delivery procedure (new 

connection handling procedure, service failure and recovery strategy, bill collection 

activity, complaint handling procedure and the climate and culture in the corporation) 

available in the corporation. 

, 3 • The Corporation mostl y did not announce customers' about service fai lu res ahead of 

time, did not provide service at the designed and promised time, bills has problems for 

most of the customers, and customers' records are not well managed. Furthermore, the 

corporation did not enable its customers to depend on it. 

')\J'< . Most of the respondents did not agree that employees 111 the corporation provide 

prompt serv ice, willing to help customers, never busy to respond to customers request 

and te ll customers exactly when service will be provided. They have rated these 

activities below average. 
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'\-. The corporation and its employees did not have a great concern about the needs of its 
. ' p 

customers. the property of customers, and convenience of its operation hour for 

customers. Bes ides, employees' performance on giving orientation to customers about 

the co rporation service and the associated cost did not that much fulfilling the 

expectations of the majority of the respondents. 

"". The corporation is not yet using modernized equipments broadly, the physical facilities 

used to fac ilitate the service are no.! that much visuall y appealing and properly located, 
.-<.> 

and the office of the corporation is fa r for customers. But in rega rd to employees' 

appearance, the corporation IS USll1g some type of unifo rm that lead employees to 

appear neat and clean. \ 

,... 
, . Knowledge, courtesy, behavior and characteristi cs ,of the corporation employees were 

I 

considered to be 10 to create satisfacti on for the majo rity of respondents in the 
- .<'...l 

corporation. The above attributes of employees have positive di rect relat ion- ship with 

overall satisfaction of customers. 

4.2 Conclusion 

The surviva l of any business organization depends much on the satisfact ion of its 

stakeholders. Customers are the sources of profits for a profit making organizations and the 

primary reasons for being in operation for any non-for-profit organizations. In today's 

environment organizations are increasingly interested in retai ning ex isting customers while 

targeting non-customers. Measuring customer sati sfaction provides an ind ication of how 

successful the organization is at providing products and/or services to the marketplace. 
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In any organi zation, especiall y in servIce rendering firms , the key components of their 

fu nction is providing qual ity services to their custo mers. Service deli very process plays a 

greater role than the actual outcome in determining the overall satisfaction. 

This study paper is prepared to asses the existence of any type of well designed servIce 

delivery process and service quali ty in EEPCo and to examine the effect of these two facto rs 

on the sati sfaction level of customers in Bahir Dar town over the last three years. 

To do so, both primary and secondary data was gathered by questionnaire, interview and 

written documents. Structured questionnaire is di stributed to 175 customers selected by using 

cluster, stratified and simple random sampling amo ng the total customers in the town. 

Interview was used to gather informat ion from respect ive managers of the corporation in the 

town. Both qua li tative and quantitati ve descriptions were applied on the data gathered to 

analyze the information obtained. To this end, stati stical package fo r social science was the 

basic tool to obtai n percentages, means, standard deviation and correlation summari zed using 

tables and charts . 

~ Customer satisfaction was an ambiguous concept that requires a lot of effort to understand 

how customers feel about the service deli very process and service quality of a company. 

Customer sati sfact ion is affected by both service delivery process and service quality a 

company has to provide its service and products to its customers. 

The effecti veness of service deli very process in the company depends more or less on the 

efficie nt formulati on and utilization of operating . procedures (like customer handling, 

compla int handling, failure recovery mechanism, bill collection activity, etc), physical 
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attributes of the corporat ion, and the interaction between the servIce provider and the 

customer. 

1\ Service quality inte rn depends on the abi lity of the corporation to satisfy the dimensions or 

determinants of service quality. These dimensions are rel iabil ity, responsiveness, empathy, 

assurance and tangibles. 

"" By undertaking a detailed analys is of the situation it was observed that: 

1. Customers go to the corporation to get some type of service. To obtain what is desired 

there is an established service deli very procedure the customers have to follow. 

J 2. There was no a clear and established standard/benchmark in the corporation to control 

the outcomes and performance of its service. 
::.-

3. In genera l the sati sfaction level of customers in the area is highl y affected by: 

a. the poor performance of the corporation in its new customer hand ling practice, 

....-1 
I 

bill co ll ection activity, fa ilure recovery mechanism, complaint handling and 

the surrounding cu lture and climate in the corporation. That is the effectiveness 

of the corporations service delivery process to satisfy the needs of its customers 

is below the average expectation (3) of the customers . 

b. The inability of the corporation to sati sfy the dimensions of the service quality 

as it is expected by its customers. That is the corporat ion has a problem of 

InslIrlng re liability, responsIveness, empathy, assurance and tangible 

dimensions of service quality to its customers. 

~ 4. Customers satisfacti on in the service delivery process and servIce quali ty of the 

corporation IS below average mean and it is affected In positive direction by both 

elements of the study. 

L.> 
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4.3 Recommendations 

~ Based on the detailed analysis and summary of find ings, the researcher proposes the fo llowing 

important (core) points to be considered by the management of EEPCo in Bahi r Dar town. 

These in~ 

• EEPCo has its own vision of be ing a center of exce ll ence in providing quality electric 

service at everyone 's doo r and being competi ti ve export ind ustry. Thus, managers in 

the area must understand and know the vision of the corporati on that will guide the 

activities of every employee in the corporation. They have to create awareness and 

attitude of respect for those who have to implement thi s vision. Management has to 

se lect its service strategy and provide its support for this strategy. 

• The corporation has to revise its service delivery procedures by undertaking a detailed 

study of their weak sides by participating employees and customers. For example, the 

corporation has a great problem in service tailure & recovery procedure, and complaint 

handling procedure. Thus the corporation has to undertake a detailed survey study 

about the perfo rmance and problems of its procedures and then take corrective actions. 

• The ex istence of standard fo r any type of acti vities is essential for proper hand ling of 

service and measuring its performance. In the corporation, most of the activities do not 

have estab l ished standards. Thus, the corporation has to develop a standard/benchmark 

to meas ure each se rv ice encounter qual ity and its performance to take corrective action 

towards creating success fo r the fi rm and sati sfaction of its customers. 

~ . Due to globa lization and modern izati on, every thing is changing from ti me to time in 

respect of using and applying sophisticated technology. Thus, the corporation has to 

use and implement the today's technology for creating and satisfying the needs of its 



customers due to the fact that customers' eva luation of a finn 's perfo rmance to some 

ex tent is related with the proper application of to day' s development. 

~ 'If' . Employees provide the service of the corporation to its customers. The managers in the 

area have to emphasize on their human resource department to recruit adequate and 

skillful employees so that the corporation able to sati sfy its customers' needs. 

'"7t . The corporation has to prov ide continuous skill based tra ining to its employees who 

are responsi ble to provide service for customers' with direct and indirect contact. 

~ • To create satisfaction to external customers, success ful organizations initially focus on 

its internal customers (employees) . Unless these employees are motivated to deliver 

the service in the proper manner, th inking of sati sfaction for customers is valueless. 

Therefore, the corporation has to motivate its employees through delivering 

appropriate benefits and incentives. 

• To enhance the sati sfaction level of its customers, the corporation has to develop 

different payment mechanisms like establishing third party payment mechanism 

through banks or by selli ng its bills to group of youngsters so that these youngsters can 

provide the bill to the customers' home by asking a fi xed amount of service charge. 

• To provide potential failure reporting mechanisms, the corporation can adopt a free 

dialing number that can enhance and attract the interest of its customers. 

v. To minimize the effect of service fai lure on customer sat isfaction , the corporation has 

to revi se and develop appropriate service recovery mechani sm, recruit appropriate 

maintenance crew employee and tra in them. Bes ides, the corporation has to provide 

the necessary vehicles and materials to undertake the rllaintenance ' servIce as 

professional and timely as possible. 
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h . The bridge between the service provider and its customers is the employees of the 

organization. The way employees treat customer has its own impact on customers' 

perception of the service of the company and their ul ti mate satisfaction. Thus the 

corporation should train its contact employees to treat customers politely without being 

busy to answer for customers' request. 

• To minimize location inconvenience and waiting time, the managers in the area can 

have more than two customer service centers and make the num ber of bill reception 

employees proportional to the number of customers. 

• The corporation has to make some adj ustment through contractua l agreement with the 

third party for providing the right for those parti es to distribute and sell the service of 

the corporation to the public. 

• For improving the satisfacti on level of customers and providing them wi th potenti al 

alternative source of getting hydro electric power, responsible govermnent units has to 

allow this sector of the economy for other private organizations. That is, allowing other 

firms to involve themselves in the production, di stri bution and selling of hydroelectric 

power to improve the satisfact ion level of the public. 
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Annex one 

ADDIS ABABA UNIVERSITY 

FACULTY OF BUSINESS AND ECONOMICS 

MASTER OF BUSINESS ADMINISTRATION PROGRAM 

QUESTIONNAIRE ON 

The effect of service delivery process and service quality 011 customer satisfaction 

(A case of EEPCo, NW region, Bahir Dar service centers) 

The main purpose of thi s questionnaire is to co ll ect data on the effect of service delivery 

process and service quality on sati sfaction of EEPCo's customers in Bahir Dar town. This 

questionnaire is prepared for gathering the necessary information to write a research paper for 

the partial fulfillme nt of Masters of Business Administration project. Thus you are kindl y 

requested to fill the information. It will be used on ly for academic purpose. Thank you for 

your cooperation. 

Note: 

"'" Do not writc your name. 

<if' For answering the questions put "X" mark inside the table. 

<if' your response has a great value for the stud y 

PART I - GENERAL BIODATA 

I. Sex 

2. Age 

Male 

20-30 years old 

31-40 years old 

3. Educational leve l 

Below 12th grade 

12th Grade Complete 

Diploma holder 

Female 

41-50 years old 

above 50 years old 

First Degree 

Above 151 Degree 

4. How long have you been a customer of the corporat ion? 

Less than one year LI __ -' 4-6 years 

IV 

/ 



1-3 yea r above 6 years 

5. According to tariff rate of the corporation you belong to ____ __ _ 

Domestic General IL---_ _ ...JI Industry IL---__ ...J 

PART 1I - SPECIFIC QUESTIONS RELATED WITH THE RESEARCH T1T1LE 

I . What was the purpose of go ing to the corporation during the last three years? 

To pay bill Administration purpose LI __ --' 

To request new connection LI __ _ Other --------- ------- ---- ------------

To ask maintenance serviceLI __ --' 

2. How freque ntl y you went to the co rporation to get the service mentioned above? 

1-3 times 

4-6 times 

7-10 times 

For more than ten times 

Once in each month 

3. Is there any procedure yo u have to follow for gett ing the required serv ice? 

Yes No 

4. How?o you rate the standard of service provided by the corporation over the past tlu'ee 

years? 

Do not know 

Deteriorated 

Have not changed L __ ~ 

Have improved a little 

Have improved tremendously 

5. According to your opinion, to what extent is efficient service deli very process and service 

quali ty important fo r customer sati sfaction? 

Extremely im portant 

Important 

Fairly important 

Less important 

Has no importance LI __ _ 

6. How do you rate the follo wing service deli very process in the co rporation? 

J =slrongiy dissalisfaclDlY 

2=dissal is/CICIOI), 

3=average 

4=salisjaclolY 

5 =slrongiy sali~raclDlY 

v 



Factors used as comparison I 2 
, 

4 5 J 

6.1. New Customer Hllndling Service 

I Time requi red for asking and fi ll ing new connection request 

form is 

2 Time required and payment procedure after request is 
, 

Cooperation and treatment of front line em ployees is J 

4 Time requ ired fo r getti ng installation se rvice after payment 

IS 

5 Cooperation and treatment of technical staff is 

6 Cooperation and treatment of support staff(like guards) is 

6.2. Recovery of Service Failure Procedure 

I Reporting mechani sm of service failure is 

2 Fault regi stration Process in the corporation is • , 
Treatment of service failure reception employees is ~ J 

I-
4 Time duration to get maintenance after report is • 
5 Knowledge and courtesy of maintenance crew employees is 

6.3. Bill Collection Activity 

I Frequency of payment period is 

2 Payment mechani sm avai lable to be used is 
, 

Time required to pay your bill is J 

4 Treatment of bill collection employees is 

6.4. Complaint Hllndling Procedure 

I Availability of clear po licies and procedures to handle 

customer complaints is 

2 Ava ilability of awareness creation program on complai nt 

handling proced ure for customers is 
, 

Gi ving prompt response for customers with problems is J 

4 Correct ion of inOated bills is 

5 Insurance payment procedure for damages on customers 

property is 1_ 
VI 



6.5. Culture and Climate 

I Convenience of office locat ion is 

2 Convenience of office layout is 

3 Ava il ability of Adequate staff is 

4 Availabil ity of other customers and their behavior is 

7. Over all, how do you rate yo ur level of satI sfactIon on the servIce delI very process of the 

corporation? 

Strongly dissatisfied 

Dissati sfied 

Average 

Satisfied 

Strongly satisfied 

8. What do you think the ma in reasons are for your level of satisfaction in the previous 

question? 

9. What measures must be taken by the corporation in the service delivery process to 

improve your level of satisfaction? 

10. How do you rate service quality in the corporation related to the following service quality 

dimensions? 

I =slrongiy disagree 

2=disagree 

3=average 

4=Agree 

5 =slrongly agree 

Vll 



Factors lIsed for comparison I 2 
, 

4 5 0 

7. 1. Reliability 

I Bi ll ing is more or less correct 

2 Keeps customers records correctly 

3 Performs service at the designed and promised time 

4 The corporat ion informs fai lures ahead of time 

5 The corporation is dependable 

7.2. Respol/sivel/ess 

I Employees provide prompt service 

2 Employees willingness to help customers 

3 Employees are never busy to respond to customer request 

4 Employees tell customers exactly when servIce will be 

performed 

7. 3. Empathy 

I Employees knows what customers needs are 

2 Employees give customers individual attention 
, 

The corporation and its employees give due consideration for 0 

customers property 

4 The corporation has operating hours convenient to all of its 

customers 

5 Employees give orientation about the service and the cost 

related with the service 

7.4. Tal/gibles 

I The corporation has up-to-date equipment 

2 The corporations :y hysical fac ilities are visuall y appea ling 
';~ 

and at convenient location 
, 

The corporation has offices at location convenient to its 0 

customers 

4 Employees of the corporation at the public contact pos ition 
i 

are well dressed and appear neat 

VIIl 



7.5. Assurallce 

I Personal characteri stics (behavior) of the corporation , 

employees are so good that the customer can trust 

2 Customers feel safe in the transaction with the corporation 

employees 

1 Em ployees of the co rporation are polite J 

4 Employees have adequate knowledge to answer customer questions 

II. Over all , how do you rate your leve l of sati sfaction on service quality of the corporation? 

Strongly di ssati sfi ed 

Dissati sfi ed 

Average 

Sat isfied 

Strongly sati sfied I'--_-----.J 

12. What do you think the main reasons are for yo ur level of sati sfacti on in the previous 

questi on? 

13. What measures must be taken by the co rporat ion related to service quality to improve your 

leve l o f satisfaction? 

14. Over a ll , how do you rate your level of satisfaction on the service delivery process and 

service quality o f the corporation? 

Strongly di ssatisfied 

Di ssati sfi ed 

Average 

Sati s fied 

Strongly sati sfi ed 

IX 
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Annex Two 

ADDIS ABABA UNIVERSITY 

FACULTY OF BUSINESS AND ECONOMICS 

MASTER OF BUSINESS ADMINISTRATION PROGRAM 

Illterview questiolls 

I. How do you see customers in your corporation? 

@ How does the corporation care about customers 111 providing quality service using 

efficient service del ivery process? 

3. Is there any type of procedure in the company to deliver service? Explain. 

4. Are these service de li very procedures equall y known by those employees who are 

responsible to provide service for customers? 

5. Is there mechanism where the company has made to create awareness on the service 

delivery process of the company? (to its employees and to the customers) 

6. How do you rate your corporations ab ility in: 

a. providing new connection for those who are requiring it with respect to: 

I. easy access 

11. payment. methods 

Il l. install ation service 

b. provid ing maintenance service 

c. complaint handling activity 

d. bill collection activity 

e. phys ical attributes like 

x 



1. location convenience to your customer 

11. adequacy of staff 

Ill. appearance of your customer contact personnel 

IV. equipment and fac ilities available 

7. What do you think the customer satisfaction will be on the service delivery process of 

the corporation? Why? 

8. How do you see quality of service in your organization? 

9. Is there any type of standard or benchmark that your corporation uses to measure its 

serv ice quality and performance? 

10. What type of measures is the company undertaking to provide quality service to its 

customers? 

I I. What do you think the customers' sati sfaction will be in your organization due to the 

service quality of your organization? Why? 

12. Generally how do you rate the performance of your corporation in handling its service 

in the way thati! will provide customers the best they need? 

XI 
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~nnex 3 

Statistical summary of the relationship between service delivery process & service 

quality with customer satisfaction 

S el"Vlce d r e Ivery process an d . f customer sntls action on It 
Item Mean Std. Deviation 

New customer handling procedure 2.65 I .775 
Service failure and recovery procedure 

I 
2.51 I .791 

Bill collection activity 2.78j . .875 
Complaint handling procedure 2.20 , .813 
Culture and climate 2.84 .738 
overall customer satisfaction 2.43 .779 

Correlations of service delivery ~rocesses and satisfaction on it 
I 2 3 4 5 6 

I New customer handling procedure 
2 Service failure and recovery procedure .540(* *) 
1 Bill col lection activity .507(**) .494(* *) ~ 

4 Complaint handling procedure .444(**) .477(*") .403(**) 
5 Culture and climate .343(**) .27 1(**) .350(**) .195(*) 
6 overall customer satisfaction .395(**) .421(**) .338(**) .443(**) .122 

.000 .000 .000 .000 .122 
** Correlation is significant at the 0.0 I level (2-tailed). 
* Correlation is significant at the 0.05 level (2-tailed). 

Service quality dimensions and customer satisfac!ion on it 

Item Mean Std. Deviation 
Reliability 2.40 .726 
Responsi veness 2.47 .867 
Empathy 2.46 .763 
Tangibles 2.83 .SO I 
Assurance 2.54 .803 
Overall customer sati sfaction 2.34 .765 
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Correlations of service guality and satisfaction on it 
No. item I 2 0 4 5 6 J 

I Reliability 
2 Responsiveness .532(**) 
3 Empathy .525(**) .695(**) 
4 Tangibles .263(**) .297(**) .392(**) 
5 Assurance .544(**) .683(**) .686(**) .459(* *) 
6 Overall customer satisfaction .454(**) .502(**) .345(**) .194(*) .476(**) 

.000 .000 .000 .013 .000 
•• Correlation is significant at the 0.01 level (2-tailed) . 
• Correlation is significant at the 0.05 level (2-tai led). 

Service delivery process and service quality and c ustomer satisfaction 
Item Mean Std. Deviation 

Service delivery process 2.5963 .57968 
Service quality 2.5372 .6 1742 
General customer 

2.41 .808 
satisfaction 

Correlations of service delivery processes and satisfaction on it 

No. I 

Item . -____ t-.L_ ... 2 3 ._--, 
I Service delivery process 
2 Service quality .636(*") I 
3 General customer satisfaction .4 70(0.) .488(**) 

.000 .000 

•• Correlation is significant at the 0.01 level (2-tailed). 
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