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Abstract 

The major objectives of this study were: (a) to examine the gap between customers' 
expectations and their actual perceptions of service quality performance of commercial 
banks operating in Ambo town, (b) to examine and compare the service quality gap 
scores across these commercial banks, and (c) to identifY the service quality dimension 
M that customers of each bank favor mos/. A questionnaire used for this investigation is 
limited to a sample of 325 re5pondents residing in Ambo town. The sampling procedure 
used was non-probability convenient sampling The measurements used were based on 
widely accepted SERVQUAL model. A descriptive statistics analysis (mean and paired t­
test) was used 10 see the gap between customers ' perceptions and their actual 
expectations of their respective banks. The study shows that all banks in Ambo have not 
met the service expectations of the customers because; there is a significant gap between 
the perceptions and expectations of banks' customers. Among the five dimensions of 
service quality, the highest negative gap score belongs to re5jJonsiveness, though 
customers rated re5jJonsiveness as the most importanl service allribute of all the five 
service quality dimensions. Further, the study also found that the lowest negative gap 
score is examined in Awash international bank which indicates that the service quality 
pelformance of this bank is beller Ihan Ihal of other two banks, CBE and CBO Hence, 
customers of AlB were relatively sati~fied with the overall service quality performance of 
their bank. Given today 's competitive banking marketing environment in the country, the 
researcher believes that it is appropriate for the management of the all commercial 
banks to seriously examine their corporate quality programs and customer service 
system. In addition, they must also consider that their pelformance measures now have to 
place a value on beller responsiveness to customer needs. These measures and changes 
can be expensive in terms of employee time and effort, but the management of these banks 
needs to find ways to overcome these hurdles, otherwise the increasing competition Fom 
non-bank financial institution may shrink their market shares. Therefore, all commercial 
banks need to belfer understand their customers and continuously measure and evaluate 
their service quality performance in order to improve their service quality based on 
customers' perceptions. 
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CHAPTER ONE 

1. Introduction 
In this chapter, background of the study, statement of the problem with basic research 

questions, objectives of the study, significance of the study, scopes, limitation, key 

terms, and organization of the study are discussed briefly. 

1.1 Background of the study 

Delivering high quality service has become a strategic approach for satisfy ing and 

retaining customers, as well as building and sustaining profitable and long-term 

relationships with them (Cronin and Taylor 1992). The service industries are mostly 

customer dri ven and their survival in competitive envi ronment large ly depends on the 

quality of service they provide. As Zahorik and Rust (1992) depict, quality of service 

furnished by banking sector is very important and profitability of their business is 

closely connected to the quality of service they render. 

Stafford and Wells (1998) suggested that service quality is a critical issue in the 

service industry and of particular importance for financ ial service providers who 

characteristically offer products that are homogeneous in nature. Banks seeking to 

improve profitability are, thus, advised to monitor and make improvements to their 

service qual ity on an ongoing basis (Parasuraman (1990). Therefore, service quality 

becomes more critical for banks because they are challenged by many factors such as 

the pressures of globalization, customers ' sophisticated demands and expectations, and 

competition from non-banking financial institutions (Zeithaml and Parasunnn 1990). 

By considering these challenging factors, banks should constantly seek new ways to 

improve their service quality in order to attract new customers, satisfy and retain 

current customers, and maintain their market shares. 

The other important factor that cause banking industry to rethink their strategies for 

services offered to both commercial and individual customers is the technological 

changes which take place in global market place . It is within thi s rapidly changing 



marketing environment that customer sati sfaction and service quality are compelling 

the attention of all banking insti tutions because, perceived quality of services tends to 

play an important ro le in high invo lvement industri es like banking services (Dick, 

2005). 

Even though all banks provide the same types of services, they do not provide the 

same quality of services. Furthermore, customers, who are living in today competitive 

marketing environment, are more aware of alternatives which increase their 

expectations of service they want. Therefore, in banking industry, where it' s difficult 

to differentiate services form each other, service quality can be used as a strategic tool 

to build a distinctive advantage over competitors. Although quality cannot be 

improved unless it is measured, it can be defined from several perspectives, like the 

ability to satisfy the needs and expectations of the customer. 

Commercial banks playa significant role in the Eth iopian economy, making up one of 

the biggest providers of financial services in the country. Hence, providing better 

service quality has a potential impact on sati sfying and retaining customers for a long 

period of time. This in turn contributes to the increment of the profitability of the 

organizations. For banking sector to play the roles that is expected of them by 

owner(s), customers, and governments, its service quality performance must be given 

a prior and due attention. 

In Ethiopia, the financial liberalization of the year 1994 has led to intense competitive 

pressures in the country and all commercial banks are consequently directing their 

strategies towards increasing customer satisfaction and loyalty through improved 

service quality. They are pursuing thi s strategy, in part, because of the difficulty in 

differentiating based on the service offering (Habtamu 2005). Typically, customers 

perceive very little difference in the banking products offered by commercial banks as 

any new offering is quickly matched by competitors. 

Currently there are 12 Commercial Banks in Ethiopia including Commercial bank of 

Ethiopia, and Construction and Business Bank which are owned by the government 
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and the remaining 10 banks are private banks that are organized as Share Company. 

Since the banking industry has been changing rapidly in the last few years in the 

country's economy, all banks need to be in line with the development took place in the 

banking service industry. Therefo re, all of these Commercial Banks, which are 

currently operating in the economy, are not exempted from the urge to improve their 

service quality performance in order to compete with each other and other non-bank 

financial institutions by attracting, sati sfying, and retaining customers which in turn 

increases their market. As explained above there are many government and private 

banks operating in the economy and this gives customers a chance to have different 

banking services at di fferent banks. 

It is known that in Ethiopia, Commercial banks (Public or private) form the largest and 

most importan t group of fi nanc ial institutions in the country. The current sti ffer 

competition among them, lead the commercia l banks operating in Ethiopia to know 

the importance of improving the quality of their services to attract new customers and 

retain the current customers for a long period of time. In order for these banks to 

provide high quality services, they need fi rstly to investigate the leve l of customers' 

perceptions and expectations to their serv ice quali ty perfo rmance from the customers' 

perspecti ves. 

On the other hand , defining and measuring quali ty in services might be diffi cult due to 

the unique characteri stics of serv ices. But the researcher decided to measure service 

quality perfo rmance of Commercial Banks which are currentl y operating in Ambo 

town tlu·ough service quality dimensions from customers' point of view. It is clear 

that thi s method is the most relevant approach in defining and measuring service 

quality in banki ng and other financial institutions as suggested by (Parasuraman et al 

( 1990). 
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1.2 Statement of the problem 

[n today's competitive banking environment in Ethiopia, banks must be aware of the 

importance of customer care and its key role in formulating and implementing 

effective service quality management strategy. Because, lack of proper understanding 

of their customers ' expectations may lead the banking industry to make wrong 

decisions which in turn result in poor quality perceptions by their customers. With 

stiffer competition among conmlercial banks in Ethiopia, it is important for all 

commercial banks to improve the quality of their services because there are 

complaints on the service quality performance of their respective banks. 

Frequently measuring customers ' expectations and perceptions with respect to 

different service quality dimensions may help the banking industry to understand the 

difference between expectation and perception (E-P) which in turn enable them to 

improve their service quality. As we can see from the background of the study, there 

are many government and private banks operating in Ethiopia to serve customers, even 

though their services might not be to the best level of customers' satisfaction. It seems 

that some problems may exist related to service quality performance of all banks 

currently operating in Ambo town. The researcher frequently hears complaints from 

bank users or customers. This initiated the researcher to measure and compare service 

quality performance of government and private banks operating in Ambo town from 

customers' point of view. 

It is clear that the relationship between customer's perception and expectation of 

service quality performance of service organization reflects the level of their service 

quality performance. Therefore, the main purpose of this study is to measure and 

compare the service quality performance of commercial banks located in Ambo town, 

namely, Commercial Bank of Ethiopia, Awash International Bank, and Cooperative 

Bank ofOromia from customers' point of view. 
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1.3 Basic Research Questions 

The study attempted to answer the following basic research questions: 

I. Is there a s ignificant difference between customers' expectat ions and 

perceptions of se rvice quality performance of commercial banks or not? 

2. Which of the three bank customers' perceptions most matches with their 

expectations? 

3. Which of the five banks' service quality dimension(s) do customers favor 

most? 

1.4 Gelleral Objective of tile study 

The general objective of the study was to examine the level of service qual ity pe rformance 

of commerc ia l banks in Ambo town from the perspective of bank customers and 

assessing the service quality gap, by comparing customers' expectations and their 

actual perceptions. 

1. 5 Specific objectives of tile study 

The spec ific objectives of the study were as fo llows: 

1.5 .1. To examine the gaps or discrepancies between customers' expectations and 

perceptions of service quality performance of commercial banks. 

1.5.2 To see and compare the level of service quality gap across commercial banks. 

1.5.3. To identify the service quality dimension (s) that customers of each bank favor 

more. 

1.6 Significance of the study 

It is important to measure and evaluate the service qua lity performance of both 

goverrullent and private banks and then, compare the findings in order to help the 

respective bank 's professionals in setting effective service quality strategy. This in 

turn enables them to adjust themselves to changes in marketing environment 

currently taking place in the banking industry. Measuring service quality 

performance of banks operating in Ambo town by comparing the customers' 
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expectations and perceptions may well result in information of value to all banks 

operating in the country; as banks are more nationally and globally integrated. 

This study has the following benefits for both commercial Banks: 

I. The study is intended to help Commercial Bank of Ethiopia and the respective 

private banks become aware of the di screpanci es between their customers' 

expectations and perceptions toward their service quality performance. 

2. The study enables the management of Commercial Bank of Ethiopia and 

respecti ve private banks located in Ambo town to: 

2.1 know and identify the significant service quality dimension(s) that 

matter(s) most to their customers; 

2.2 Focus their attention and resources on those dimension(s) to provide 

quality service perceived by their customers. 

3. Finally, the study is expected to serve other researchers as a starting point to 

make further study in this area. 

1.7 Delimitatioll of tile Study 

Though there are many government and private banks operating in the country, this 

study deals with only A wash International Bank, Commercial Bank of Ethiopia, and 

Cooperative Bank of Oromia that are found in Ambo Town. Though there are 

basically five different service quality gaps, this study focuses only on gap five , that is 

the difference between customers' perception and expectation. In this gap, reliability, 

responsiveness, tangibles, assurance, and empathy dimensions of the SERVQUAL are 

treated. 

1.8 Limitatiolls of tile study 

The study was challenged with some un forecasted situations such as: 

a) Some bank customers particularly business men were not willing to cooperate 

as needed by creating some delaying tactics to return the distributed 

questionnaires, 

b) Few of them fai led to return the questionnaire and some of them not return the 

questiOImaire on time. 
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These challenging conditions made the researcher use more time than previously 

allocated for data collection. 

1.9 Definition of operational Terms 

l. Commercial Banks: Banks that are currently operating Il1 Ambo Town, 

namely Awash International Bank, Commercial Bank of Ethiopia, and 

Cooperative Bank of Oromia. 

2. Gap: Gap that exists between customers' expectations' and their actual 

perceptions of service quality performance of Commercial Banks. 

3. Gap 5 The gap between perceived service and expected service (The service 

gap). The difference between what customers expect to receive and their 

perceptions of the service that is actually delivered. 

1.10 Organization of the study 

The study has five chapters. The first chapter deals with the background of the study, 

statements of the problem, its significances, the delimitation of the study, the second 

chapter focuses on what was written before under the topic of study. The third chapter 

deals with research design, procedures, source of data, and research methodology. 

Analysis and interpretation of data obtained from different sources under study was 

treated under the forth chapter. The final chapter deals with summary, conclusions and 

recommendations, reached to the study. 
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CHAPTER TWO 

REVIEW OF RELATED L1TRETURES 

2.1 The Meaning and cOllcept of service quality 

Within the frame work of the task of measuring service quali ty, basic concepts 

related to service and service quality should be explained. There is no uni versally 

accepted definition of service quality and most writers in this area support customer 

centred definition because, as suggested by Peters (1998), quality like a beauty is in 

the eyes of the beholder. Even though a consensus is not reached regardi ng the 

common definition of service, most of the definitions given by different scholars 

overlap largely. 

"Services are those economic activities that typically produce (III 

intangible product slIch as edllcation, entertainment, food aud 

lodging, transportatioll, fillancial, medical, and etc." (Parasuramall 

1990). 

On the othcr hand, quality may refer to different things based on the criteria set by 

d ifferent individuals, groups or organ izations. It can be stated and described by 

customers, manufacturers, designers, service providers, se llers, and others. Like 

services, there is no an accepted or best definition for service quali ty. The most 

popular definition of service qua li ty re lates to ' meeting or exceedi ng customers' 

expectations (Bennington and Cummane, 1998). 

"Service quality is the degree amI direction of discrepancy between 

cllstomer 's perceptiolls and expectations ill terms of different bllt 

relatively important dimensions of the service qllality, which can affect 

their future purchasillg behaviors", or "A Customer's assessment of 

the overall excellence of the service". Parasllrman, Zeitlwml alld Berry 

(J 988, 1990) 
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Bollon and Drew (1991) described service quality as: "a form of allilude thai 

resullsfrom the comparison of expeCIaiions wilh pet.!ormance. " 

From these different definitions given by different scholars, we can understand that 

service quality is the result of the discrepancy between customer's expectations and 

perceptions on the service quality received. Parasuraman et al. (1988 , 1990) 

suggested that services differ from goods in terms of how they are produced, 

consumed, and evaluated because quality in services often occurs during service 

delivery, with the interaction between a customer and a service provider. Therefo re, 

service quality performance of any service providers highly depends on the 

customers' expectations and perceptions of their own service experience. 

Given the differences between services and goods, quality of service IS more 

difficult for customers to evaluate than quality of goods. As suggested by 

Parasuraman et al ( 1988, 1990) customers evaluate service quality not onl y on the 

outcome of the service but also on the process of service de livery, and from how 

we ll a se rvice provider actually pe rforms, given their expectations of service 

performance. 

2.2. The COllceptual Model of Service Quality 

The conceptual model of service quality serves as a concise frame work for 

understanding, measuring and improvi ng service quality (Paras urman, Zeithaml , and 

Berry, 1988, 1990,) . They identified five di screpancies in the service delivery 

process affecting a customer's evaluation of the service experience as shown in the 

table (1) bellow. This gap analysis model can be used as a management guide to 

determine the service quality gap and discovering appropriate ways to close the gaps 

(Parasurman, Zeithaml , and Berry, 1988 , 1990). 
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Figure 1: Conceptual Model of service quality 

I Past experience Words of mouth I Personal needs I communication 

Customer 

lO'xpected service I 

Gap 5 

I Perceived service I 
I 

Gap 4 
Service deli very External 
(including pre and post 4 ~ communication 
contacts) to the customer 

Gap 3 i 
Marketer Translation of 

Gap 1 perceptions into service 
quality specifications 

Gap2 

Management perceptions of 
the customer expectations 

Source Paras urma n et. al (1988) 

2. Gap 2: The gap between management 's perceptions of customer expectations and 

the firm 's service quality specifications (The standard gap). The difference 

between managements' perceptions of customer expectations and the quality 

standards establi shed for service deli very. Management might correct ly perceive 

the customers wants but not set quality standards clearl y. 
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3. Gap 3: The gap between service quality spec ifications and se rvice deli very (The 

delivery gap). The difference between specified delivery standards and the service 

provider's actual performance on these standards. In general , this gap appears when 

employees are unable and lor unwilling to perform the service at the desired level. 

Various reasons are: role ambiguity, role conflict, poor employee-job fit, 

inappropriate supervi sory control systems leading to inappropriate 

evaluation/compensation system, lack of perceived control on the part of employees, 

and lack of team work. 

4. Gap 4: The difference between what a finn promises about a service and what it 

actually delivers is described as Gap 4. Two main factors contribute to this gap are: 

I. Inadequate communication among operations, marketing, and human resources, 

as well as across branches; and 2. Propensity to over-promise in communications. 

5. Gap 5: The gap between perceived service and expected service (The service 

gap). The difference between what customers expect to receive and their perceptions 

of the service that is actually delivered. Gaps I through 4 contribute to the 

emergence of gap 5. It is the most important gap, if perceived service falls short of 

the customer' s expectations, shelhe will be di sappointed and dissatisfied. 

Conversely, if the perceived service exceeds the customer's expectations, she will be 

shelhe will be not only satisfied but delighted (Parasurman, Ze ithaml , and Berry, 

1988). 

How 10 close these gaps? According to Christopher lovelock, (1994) 

I. To close Gap I, the knowledge gap 

1.1 Understand customer expectations through marketing research, complaint 

analysis, customers panel di scussion, and etc. 

1.2 Increase direct interactions between managers and customers to Improve 

understanding. 

1.3 Improve upward communication from contact personnel to management. 

I I 



2. To close Gap 2, the standard gap 

2. 1 Ensure top management displays ongo lllg commitment to qua li ty as 

defi ned by customers. 

2.2 Estab li sh clear service quality goal that are challenging, reali stic, and 

expl ici tl y designed to meet customer expectations. 

2.3 Communicate and reinforce customer oriented service standards for all 

works and etc, 

3. To close Gap 3, the de livery gap, 

3. 1 Ensure that all employees understand how their jobs contri bute to 

customer sati sfaction. 

3.2 Match employees to job by selecting fo r the abilities and sk ill s needed 

to perform each job well. 

3.3 Provide employees with the technica l training needed to perform the ir 

assigned tasks effecti ve ly. 

3.4 Enhance perfo rmance by se lecting the most appro priate and reli able 

technology and equipment. 

3.5 Measure employee performance frequentl y. 

4. To close Gap 4, The communication gap 

4. 1 Seek inputs from operations personnel when new advertising programs 

are being created. 

4.2 Allow service providers to prev iew adverti sements before Cllstomers are 

exposed to them. 

4.3 Communication spec ialists III the firm need to pretest all advertising, 

brochures, telephone scripts, and website content before they are 

pub li shed. 

5. To close Gap 5, the service gap 

This gap is the most critical and the goal is to narrow it. To close or narrow this 

gap, the four other gaps must be reduced or closed by identi fy ing causes of each 

gap and then develop strategies to close or narrow them. 
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2.3. Tile Service Quality Dimellsions of Service Industry 

The service quality gap concept that has received the most attention IS the 

connection between customers ' expectations and perceptions of service quality (Gap 

5). From thi s gap analysis, (Parasurman, Zeithaml, and Berry 1988, 1990) developed 

a perceived service qual ity model (SERVQUAL) wh ich revealed that regard less of 

the type of service, customers use basicall y simi lar criteri a in evaluati ng service 

quality. 

In order to promote financial services effectively, a provider must first identify the 

dimensions used by customer to evaluate the service quality of service prior to 

becoming a customer (Parasuraman et al. 1988, 1990). This is because if service 

quality dimensions can be identified, service managers should be able to improve the 

delivery of customer perceived quality during the service process and have greater 

control over the overall out come. Therefore, it is very important to know the key 

service qua lity dimensions among the different groups of service organi zations in 

order to formulate effective strategy for future . On the other hand, the se rvice 

provider should know how far they are di scriminated fro m their competitors and in 

which aspects, because it is good for future planning. 

A number of researchers have provided li sts of quality determinants, but the best 

known determinants emanate from Parasuraman and co lleagues from the USA, is 

the ten dimensions of service quality in their research which contributes a lot to the 

level of service quality a firm provides to its customers. After refining their research 

through rigorous field testing, (Parasurman, Zeithaml, and Berry 1988 , 1990) recast 

the 10 serv ice quality dimensions into five principal dimensions through data 

reduct ion techniques and used these dimensions as the basis fo r their service quality 

measurement instrument. 
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These scholars reduced these ten service quality dimensions to fi ve principal 

dimensions as shown in the fo llowing table-2 

Table 2 Shows how the ten service quality dimensions reduced to fi ve dimensions. 

Five Dimensions Ten dimensions 
1. Tangibles 1. Tangibles 
2. Reliabil ity 2. Reliability 
3. Responsiveness 3. Responsiveness 

4. Competence 
4. Assurance 5. Courtesy 

6. Credibility 
7. Security 
8. Access 

5. Empathy 9. Communication 
10. Understanding 

As shown in table 2, the reduced fi ve dimensions which are related to the 

importance of people in the service organization are explained as follows: 

1. Reliability: The ability to provide the promised service dependabl y and 

accurately. Customers expect the services providers to have the abi li ty to 

perform the desired service dependabl y, accurately and consistentl y. Thi s 

invo lves keeping the service promise and the reputation. 

2 . Responsiveness: The willingness to help customers and provide prompt 

service. Keeping customers waiting, particularl y fo r no apparent reason, 

creates unnecessary negative perceptions of quality. In the event of service 

failure, the ability to recover quickly with professionalism can create very 

positive perceptions of quality. 

3. Assurance: The knowledge and courtesy of employees and their ability to 

inspire trust and confidence. The assurance dimension includes competence to 

perfo rm the service, politeness and respect for the customer, and effective 

communication with the customers. 
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4. Empathy: the provIsIon of caring, individualized attention the organi zation 

provides its customers. Empathy includes approachabi lity, sense of security, 

and the effort to understand the customer 's needs. 

5. Tangibles: The appearance of physical facilities, equipments, persOlmel, and 

communication material s. The condition of the physical surrounds is tangible 

evidence of the care and attention to detail s exhibited by the service providers. 

2.4 Measuring Service Quality Usil/g SERVQUAL Model 

Measurement of service quality is both the last and the first step in producing 

superior service quality (Davidow & Uttal 1989). It has been sa id that what gets 

measured, gets done. While the importance of service quality to businesses is 

unequivocal, its measurement and explication have presented problems to 

researchers and managers. To a large extent, this is due to three unique 

characteristics of services, namely, intangibility, heterogeneity, and inseparability. 

Measuring service quality is quite different from measuring product qua li ty because 

service is an experience. To date, probably the most significant contribution toward 

the development of a quantitative yardstick for assess ing a firm' s service quality is 

the work conducted by (Parasuraman, Zeithaml , and Berry 1988, 1990). 

They developed a measuring instrument, called SERVQUAL, to measure customer 

perceptions of service quality by using fi ve major dimensions of service quality 

based on the gap model. It is widely accepted and tested model to measure the 

quality of services (Belmington and Cummane, 1998). 

The central idea in thi s model is that service quality is a function of the difference 

scores or gaps between expectations and perceptions. An important advantage of the 

SERVQUAL methodology is that it has been proven valid and reliable across a large 

range of service contexts. SERVQUAL has been used to measure service quality by 

collecting information on both the perceptions and expectations of customers. This 
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model has been widely adopted by both managers (Parasuraman, Ze ithaml and 

Berry, 1880, 1990) and academics (Babakus and Boller 1992; Cronin and Taylor, 

1992) to eva l uate customer perceptions of service quality for a vari ety of se rvices. 

SERVQUAL was developed to measure the gap between customers ' expectations 

and perceptions (Parasuraman.et al (1985) by using five service quality dimensions 

to examine serv ice quality performance of any organization. It has been one of the 

most important contributions to the quality field in the services industry over the last 

decade and forms the central part of the gap model for measuring customer focused 

quality (Parasuraman et al 1985 . As suggested by this famous scholar in the area, 

customers routinely use these five dimensions as a way of evaluating service quality 

and for each dimension of service quality SERVQUAL measures both the 

expectation and perception of the service. 

The gap score obtained by using SERVQUAL model can be a reliable indication of 

each of the five dimensions of service quality. The gap score for each dimension is 

calculated by subtracting the expectation score from the perception score. A negative 

gap score indicates that the actual service is less than what was expected (the 

expectation score) (Parasuraman et al 1985). 

Therefore, the first step in the assessment of service quality is the calculation of the 

SERVQUAL (SQ) scores of the matching pairs of expectations (E) and perceptions 

(P) for each respondent k and each statement I as fo llows: 

SQ( i/ = p~ - £7 ( 1 ) 

The second step is to total up the scores obtained as in (I) for each dimension j and 

then divide by the number of statements in the corresponding dimension mj as 

fo llows: 

SQ, (dime nsion ) ( 2) 
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Where /I represents number of respondents. Finally the overall SQ can be obta ined by 

taking the average of SQ for each of the five dimensions as follows. 

:> '-, SQ, : :"""." . 
SQ (tm v:eighted) = - - . 

5 
(3) 

Therefore, by using SERVQUAL model , service providers can obtain an indication of 

the level of quality of their service provision, and highlight areas requiring 

improvement. 

Although SERVQUAL has been widely used to measure serVtce quality across 

industries, no two providers of service are alike. Therefore, we can use SERVQUAL 

to serve only as a frame work. Despite the criticism of SERVQUAL, no viable 

measurement techniques or approaches have been put forward as serious alternatives. 

On the other hand, SERVQUAL remains the most widely applied measure of service 

quality by academics and practitioners. The fifth Gap, the difference between 

customers' perceptions of what a service should deliver and how well that service 

meets idealized expectations is the conceptual basis for SERVQUAL. Zeithaml, 

Parasuraman. and Berry (1988, 1990) designed SERVQUAL as a generic instrument 

that could be sli ghtly modified fo r use in any pmticular service industry. It is the most 

popular method for the measurement of the fifth Gap. 

2.5 Measuring Customers' Expectations and Perceptions of Service Quality 

From the definition given by Gronroos (1982), we can understand that service quality 

is the result of the comparison that customers make between their expectations about 

service and their perceptions of the manner in which service has been performed . It 

involves measuring both customer perceptions and expectations of service along key 

service quality dimensions. Examining di fferences or gaps between the desired level 

of service and that actually delivered reveals where improvements in the service 

dimensions are required. Therefore, much attention on the issue of se rvice quality as 

related to customers' attitudes towards services has focused on the relationship 

between customer expectations of a service and their perceptions of the quality of 

provIsion. 
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As explained above, the issue of service quality as related to customers' attitudes 

towards services should be focused on the relationship between customer expectations 

of a service and their perceptions of the quality of provision. This relationship known 

as perceived service quality which was first introduced by Gronroos (1982). Gronroos 

suggested that the perceived quality of a given service is the result of an evaluation 

process since customers makes comparison between the services they expect with 

perceptions of the services they receive. Hence, this scholar concluded that the quality 

of service is dependent on two variables: expected service and perceived service. 

Parasuraman et. al (1985) considered that a customer's assessment of overall service 

quality depends on the gap between the expected and perceived service. 

Thus, the key to managing perceived service quality is to minimize this gap. Berry et. 

al (1990) pointed out that since customers are the "sole judge of service quality", an 

organization can build strong reputation for quality service when it can constantly 

meet customer service expectations. Most marketing practitioners and researchers 

agree that service quality perceptions result from the comparison of expectations with 

the actual service performance is critical for service providers to understand in-depth 

what customers perceive (Gronroos and, Lehtinen et al 1982). In other words, service 

quality is a measure of how well the delivered service level matches customer 

expectations. Thus, delivering quality service means conforming to customer 

expectations on a consistent basis (Lewis and Booms 1983). 

So, measuring the quality of a service can be a very difficult exercise unlike a product 

where there are specific specifications such as length, depth, width, weight, colour etc. 

can be used but a service can have numerous intangible or qualitative specifications. 

In addition there is the expectation of the customer with regards to the service, which 

can vary considerably based on a range of fac tors such as prior experience, personal 

needs and what other people may have told them. 
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Even though, the nature and characteristics of services can have an impact on quali ty 

issues and make very difficult for service quality to be measured and assessed, it 's 

subjectivity will be strongly linked it to individual customer's needs and expectations, 

and customers use their own different criteria for judging the leve l of service quality 

performance of their service provider. Therefore, the customer's perception of quality 

must be taken in to account in setting acceptable quality level. In other words, a 

product or service is not reliable unless the customer says it is reliable and a service is 

not fast unless the customer says it is fast. 

2.6 Customer Satisfaction and Service Quality in Banking Industry 

Quality and customer satisfaction have long been recognized as playing a cruc ial role 

fo r success and survival of any business organization in today's competitive market 

place. It is known that customer satisfaction is an evaluation by the customer, after 

buyi ng and using their goods and services. The most popular view of customer 

satisfaction in academia is that "customer satisfaction is the judgment borne out of the 

comparison of pre- purchase expectations with post purchase evaluation of the product 

or serv ice experience (Oli ver, 1981 )". 

Customer satisfaction is widely recognized as a key pressure in the fo rmation of 

customers' future purchase intentions (Taylor 1992). Service being intangible in nature 

and their production and consumption take place simu ltaneously with customers' 

involvement ; much care should be taken to maximize customer sati sfaction . As 

suggested by Fournier and Mick, (1 999) customer satisfaction is an important 

theoretical as well as practical issue for the marketers and marketing researchers. 

Especially it can be considered as the essence of success in today's highly competiti ve 

environment of financial marketing. 

In today's world of intense competition, a firm ' s ability to deliver high quality service 

that result in satisfied customers is the key to a sustainable competitive advantage 

because customer satisfaction is considered to be one of the most important 

competitive factors for the future, and wi ll be the best indicator of a firm 's profit 
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abi lity (Astrid, 2005). They further suggest that customer sati sfaction wi ll drive finns 

to improve their reputation and image, to reduce customer turnover, and to increase 

attention to customer needs. Such actions wi ll help finns create barriers to switching, 

and improve business relationships with their customers. 

In today 's highly competitive, increasingly consol idated world, offering personali zed 

and differentiating services can be critical to a bank's success. Customer satisfaction is 

the key to the profitability of banks in any developed or developing countries. It 

implies the retention of customers for a long term, which is cheaper than attracting 

new customers. The knowledge of current levels of satisfaction and, in particular, the 

key determinants of satisfaction benefit those in the industry allowing them to focus 

and build upon key areas that lead to highly satisfied customers. 

As explained by Parasurman (1990) service quality performance of banks is the most 

significant factors influencing customer satisfaction. Therefore, frequentl y looking 

into the facto rs that would affect customer satisfaction level is very important for the 

success of banks in today 's highly competitive marketing environment of financial 

industry. As suggested by one extensive study conducted in USA to identify the 

reason behind of customer switching in banking industry, of customers who swi tch 

banks in the USA, 40 % do so because of service quali ty problems and these problems 

are also the cause of 25% of closures of bank accounts (Grubbs and Reidenbach, 

1991 ). 

Even though, the banking Industry is becoming a good investment opportunity, a 

highly competitive marketing environment of thi s Industry forced the Industry to 

consider its service quality management as the key to gaining competitive advantage 

over its competitors. Therefore, service quality is a critical issue in the service industry 

and of particular importance for banking service providers who characteristically offer 

services that are homogeneous in nature because it directly and indirectly related to 

bank's' loyalty via satisfaction (Stafford, Stafford and Wells, 1998). Furthermore, it is 

commonly noted as critical prerequisite for satisfying and retaining valued customers 

20 



(Bloemer, De Ruyter and Peters, 1998, AL. Fawzan 2006). It is true that customer 

retention has a significant impact on bank profitability and customer loyal ty, which is 

a crucial output to a firm 's resource allocation strategy and quality improvement 

effo rts. 

On the other hand, banking se rvices are almost the same but what matters is the way 

the service is offered and the quality aspects assoc iated wi th those services. As proved 

in other industries and service sectors, the true implementation of Total Quality 

Management (TQM) principles offers the solution to quality problems in banking 

sector too. Since financial services are generally undifferentiated products, service 

quality has been viewed as a significant issue in the banking industry to distinguish 

them from the competition, and hence it becomes a key to competitive advantage 

(Stafford 1998). 

2.7 Measuring Service Quality ill Banking Industry 

In fact even the definition of service quality is changing; the concept of service quality 

is evolving to mean uniformity of the service output around target value determined by 

the customer. However, as Buzell and Gale (1987) suggested the common element in 

service quality, whatever the service is, quality is based on the customers ' comparison 

between their expectations and perception, which is one of the most influencing 

factors in a customer's purchase decision process. 

On the other hand, assessmg service quality or determining what makes a quality 

service is not easy, and differences between service organizations mean that there is 

no single set of factors which can be classified to produce recognizable standards. 

Services cover such a broad spectrum of activities, ranging from the highly tangible to 

the highl y intangible, that uni versa l regulation of quality standards is impractical. 

It is known that the success of any economic system largely depends on the 

performance of financia l institutions operating in the system. Within financial 

institutions, banks play their own important ro le, being the back bone of an economic 
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system and as financial intermediaries invo lved in channeling funds from those having 

surplus to those having its shortage (Luckett, 1994). In Ethiopia, all banks are 

involved in fund channeling, and they earn profits through funds-channeling. In order 

to reach maximum customers, all banks develop a network of branches in the country. 

Branches are the points where they offer their products. Therefo re, continues 

improvement in service quality is becoming the most important requirement in the 

banking industry in order to effectively and efficiently deliver service quality. 

Even though, the banking industry is becoming a good investment opportunity in 

Ethiopia, a highly competitive marketing environment of thi s industry forced the 

Industry to reconsider its service quality management as the key to gaining 

competitive advantage over its competitors. Therefore, all banks (public or private) 

have to manage their service quality performance from thei r customers' point of view 

when they design their service quality strategic planning. 

2.8 Modern Banking System in Ethiopia 

The history of modern banking system goes to the Emperor Minilik II in 1905 which 

marked as the introducti on of modern banking and estab li shed the first bank called 

Bank of Abyssi nia (Gashewtena 2005). In 193 1 Bank of Abyss in ia was legal ly 

replaced by Bank of Ethiopia shortly after Emperor Haile Selassie came to power. The 

new Bank, Bank of Ethiopia, was a purely Ethiopian institution which was established 

by an official decree on August 29, 193 I with capital of £750,000 . Bank of Ethiopia 

took over the commercial activities of the Bank of Abysinia and was authori zed to 

issue notes and coins. The bank establi shed its branches in different parts of the 

country and had a transit office in Djibouti and continued successfully until the Italian 

invas ion in 1935 (National Bank of Ethiopia, 2000). 

During the invasion, the Italians establi shed branches of their main Banks and started 

operation in the main towns of Ethiopia. However, they all ceased operation soon after 

liberation except Banco di Roma and Banco di Napo li which remained in Asmara 

(Gashewtena 2005). On 15th April 1943, the State Bank of Ethiopia commenced full 
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operation after 8 months of preparato ry activi ti es. It acted as the central Bank of 

Ethiopia and had a power to issue bank notes and coins as the agent of the Ministry of 

Finance until 1963. Then the Ethiopian Monetary and Banking law that came into 

force in 1963 separated the function of commercial and central banking creating 

National Bank of Ethiopia and commercial Bank of Ethiopia (Gashew Tena 2005). 

The National Bank of Ethiopia with more power and duties started its operation in 

January 1964. Following the incorporation as a share company on December 16, 1963 

as per proclamation No.20711955 of October 1963, Commerc ial Bank of Ethiopia took 

over the commercial banking activities of the former State Bank of Ethiopia. It started 

operation on January 1,1964 with a capital of Eth. Birr 20 million. In the new 

Commercial Bank of Ethiopia, in contrast wi th the fo nner State Bank of Ethiopia, all 

employees were Ethiopians. In 1974 the military government nationali zed all private 

banks and insurance companies, leaving retail banking in the hands of the Commercial 

Bank of Ethiopia. The financial sector, which the socialist oriented government left 

behind only three banks and each enjoying monopoly in its respective market 

(Habtamu 2004). The following was the structure of the sector at the end of the era. 

t. The National Bank of Ethiopia (NBE) 

2. The Commercial Bank of Ethiopia (CBE) 

3. Agricultural and Industri al Development Bank (AlDB) 

When we observe from the hi storical development of the banking industry in Ethi opia, 

it is traditionally conservative because of its traditional management methods and 

legal restri ct ions. The banking industry in Ethiopia has been a witness for the last 

decade to several regulatory changes that have resulted in a heightened level of 

competition among the banks. Following the change in the economic policy, financial 

sector reform also took place. Monetary and Banking Proclamation of 1994 

established the National Bank of Ethiopia as a judicial entity, separated from the 

government and outl ined its main functions and the National Bank of Ethiopia is 

remaining as a regulatory body that oversees the private sector and also foreign­

exchange mechanisms. 
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Since the mid-1994s, Ethiopians have been permitted to establish private banks and 

insurance companies once more; by the Monetary and Banking proclamation 

No.83/ 1994 and the Licensing and Supervision of Banking Business No.8411994 

which laid down the legal basis for investment in the banking sector. (Habtamu 2004). 

Until to the end of 2008, there are nine private banks operating in the country and 

their entry has increased the expectations of the customers in all areas relating to 

customer service. Those private banks established consequently shortly after the 

proclamation according to (Mersea Hazen and Gashewtena, 2005) are: 

l. Awash International Bank S.C. was established in November 1994 as the 1st 

private commercial bank in the new era of private banking in Ethiopia. 

Shortly after the proclamation, it started operation in February 1995 by 486 

shareholders and the authorized capital of the Bank reached Birr 50.0 mi llion. 

2. Dashen Bank was established on September 20,1995 as a share company with 

an authorized and subscribed capital of Birr 50.0 mill ion. 

3. Bank of Abysinia, another private bank was founded by 131 shareholders with 

subscribed and authorized capital of 25.0 million and 50 million, 

respectively. 

4. Wegagen Bank with an authorized capital of Birr 60.0 million started operation 

in 1997. 

5. The fifth private bank, United Bank was established on 10th September 1998 

by 335 shareholders. 

6. The 6th private bank established on May 26, 1999 is Nib International Bank 

with an authorized capital of Birr 150.0 million. 

7. The 7th bank is Cooperative Bank of Oromia which established and started its 

operation on March 2005 with authorized capital of birr 300 million. 

8. The 8th banks Anbessa Bank, was established in 2006 , (Birritu bulletin, 2007) 

9. The last bank is Oromia International Bank, which was establ ished in 2008. 

Other banks like Buna Bank and Brehian Bank are on the way to be 

As noted above: 

I . Commercial Bank of Ethiopia took over the commercial banking activities of 

the former State Bank of Ethiopia in October 1963 and started full operation on 

24 



January I , 1964 with a capital of Eth . Birr 20 million. This bank currently has 

208 branches those stretched across the country with more than 8,000 

employees. [t is the bank with assets of birr 49 billion at the year ended Ju ne 

2008. 

2. Awash [nternat ional bank establ ished and started operation in 1994 by 486 

shareholders with the authori zed capital of Birr 50.0 mill ion. Currently it has 

52 branches spread over different parts of the country. 

3. Cooperati ve bank of Oromia which was registered on 29 October 2004 in 

accordance with Article 304 of the commercial code of Ethiopia and was 

licensed by National Bank of Ethiopia as per proc lamation No. 8411994 that 

provides for licensing and supervision of banking businesses. The bank 

commenced operation on 8th March 2005 . It was started operation with 7 

branches in 2005 and at present the bank has 38 branches spread over different 

parts of Oromia including Addis Ababa. The authori zed capital of CBO is 3 

million shares worth of Birr 300 million. Its paid up capital was Birr 11 2 

million when established (Mersea Hazen, 2005). Currently the paid up capital 

of the bank reached nearly Birr 133 million. Shareholders of CBO are ;­

Cooperatives, Development Organ izations, Board of Directors ,Top Managers, 

[ndividuals/residents and Pvt. Ltd. Companies (Gashew Tena, 2005). 

It is known that commercial banks form the largest and are the country's most 

important group of financial institutions and play a significant role by channel ing 

funds from those having surplus to those having its shortage. The present competitive 

situation which is characteri zed by rapid change and increasingly sophisticated 

customers' need forced all commercial banks in the country to determine the service 

quality fac tors, which are pert inent to the customers' selection process. 
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With the entry of private banks in Ethiopian banking industry and innovations in the 

marketplace, the customers have greater di fficulty in selecting one institution (bank) 

from another. Therefore, the current urgent issue for the commercial banks operating 

in Ethiopia is to determine or identifying the dimensionality of customer-perceived 

service quality from the customers ' perspecti ves. Moreover, investigati ng the 

influence of the dimensions of service quality on customers' behavioral intentions also 

provide a better understanding of the dri vers of customer satisfaction and also help the 

banks specify, measure, contro l and improve customer perceived service quality. 

Based on this, the study is designed to measure customer perceptions of the services 

they received from their respective banks and rank the importance of the fi ve 

dimensions of service quality as they perceive. 
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CHAPTER THREE 

3. Research design and methodology 

This chapter is devoted to the description of the design and methods employed 111 

carrying out the study. 

3.1 Research design 

As it has already been mentioned in Chapter One, the main purpose of the study was 

to determine the gap between customers' expectations and perceptions, and compare 

service quality performance of commercial banks from customer point of view. This 

research was tried its best to examine the proposed basic questions based on the data 

collected from the representative sample, and therefore categorized as survey research. 

3.2 Source of data 

Data for thi s study was gathered from primary sources as well as secondary sources. 

The primary data were collected through questionnaires that were fill ed and returned 

by commercial bank customers. Secondary sources were obtained from policy 

documents and annul reports of the respective commercial banks. 

3.3 Sampling procedures 

The sampling procedure used in the study was non-probability convenient sampling. 

[n the study, as obtained from each bank documents, commercial banks currently 

operating in Ambo town have about 5,726 active customers. Of these, 1,850 are 

customers of AIB , 2,114 are customers of CBE, and 1,762 are customers of CBO. 

According to Krejcie and Morgan (1970), a sample of 361 would represent 6,000 

populations. 

Based on this, respondents from each bank were selected proportionall y. Sample 

customers of the respective banks were 11 7 from AlB, 135 from CBE, and 11 2 from 

CBO. Every other customer entering the branch of each bank during the chosen time 

intervals (form November 3, 2009 to 18, November, 2009 for 15 days) was asked to 
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complete the questionnaire. This helped to eliminate the sampling errors and ensure 

the representation of the populat ion under study in the sample area. A total of 364 

copies of questiolmaire were distributed among customers of CBE (135 copies), AlB 

(117 copies), and CBO(112 copies). From distributed copies of questionnaires, 120 

copies from customers of CBE, 105 copies from customers of AlB, and 100 copies 

from CBO were properly completed and returned. For each customer in each bank, 

SERVQUAL scores were generated. 

3.4 Data collection instruments 

One possible method for collecting information on customers' perceptions and 

expectations is SERVQUAL model which is a relatively generic, mu lti-dimensional 

Likert type sca le. Though some scholars criticize SERVQUAL model for generality 

application, no other viable measurement techniques or approaches have been put 

forward as alternatives. The questionnaire for the measurement of customer-perceived 

service quality followed the basic structure of the SERVQUAL instrument as 

developed by Parasuraman (1990), and consisted of two sections: an expectation 

section and a perception section. However, all the questions in the model were not 

found to be appropriate in Ethiopian context. Bcsides, there are some issues that are 

not considered by the model but essential in our county context. To fill this gap, some 

adaptation has been made to the model by discarding the irrelevant ones and adding 

those felt to be very essential in thi s country's context. 

The expectation section required the respondent to indicate on a five-point Likert scale 

(strongly di sagree to strongly agree) the extent to which the ideal service providing 

organization (in thi s case a bank) possesses the characteristic desired in each 

statement. In the perception section the statements required the respondent to indicate 

the extent to which the particular bank possesses the characteristic described, again on 

a fi ve-point Likert scale (strongly disagree to strongly agree). 
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3.5 Method of data analysis 

For data analysis, descriptive statistics was used to describe the general properties of 

the samples, variables, and indicators. Statist ical Package for Social Science (SPSS V. 

15) was used to analyze the data set. A frequency distribution was used to descr ibe the 

sample. The mean of the attributes of each dimension were also computed. Finall y, paired 

I-test was used to test the signifi cance of the differences between customers ' expectations 

and perceptions means. Based on the data gathered from customers, each of the five 

dimensions was weighted as per customers' rating of their importance. This helped to 

identify which service quality dimension is the most important from customers ' 

perspective. 

Paired t-test was performed to compare the means of expectations and perceptions for 

each of the 5 service quality dimension's attributes. In computing the paired-t test, the 

23 adopted statements of the SERVQUAL in the questionnaire were grouped and 

linked according to the five dimensions as mentioned earli er. Based on the paired t­

test result, the degree of statistical difference between perceived performance and 

expectations was determined. Then, the gap score for each dimension with respect to 

each bank was calculated by subtracting the expectation score from the perception 

score. 

A negative service gap indicates that respondents' expectations are greater than their 

perceptions. A comparative study among the three banks was conducted by 

subtracting the expectations mean score from the perception mean score with respect 

to the five-service quality dimensions. Based on the obtained mean score differences 

for each dimension, the level of service quality performance of each bank was 

compared. 
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CHAPTER FOUR 

4. PRESENTATION, ANALYSIS, AND INTERPRETATION OF DATA 

This chapter consists of two parts. The first part discuses the demographic findings of 

the respondents while the second part deals with the analysis and interpretation of data 

relevant to the problem. The presentation, analysis, and interpretation of data was 

based on the data collected from the questionnaire filled and returned by sample 

customers of commercial banks currently operating in Ambo town. The questionnaire 

for the measurement of customer-perceived service quality followed the basic 

structure of the SERVQUAL instrument as developed by Parasuraman (1990), and 

consisted of two sections: an expectation section and a perception section. Hence, the 

data obtained from 325 banks' customers were presented and analyzed as follows. 

4.1. Analysis of Demographic Profiles of Respondents 

Table 3: Demographic Profile 

B A N 
... 
0 -" 

K 

Category eo CBO CBE ~ 

n % n 0/0 

I. Male 68 68 88 73.3 Q> 

'C Female c 32 32 32 26.7 
Q> 

~ Total 
100 100 120 100 

Below Grade 12 20 20 22 18.3 
c Certificate 10 10 14 11.7 .S - Diploma 30 30 19 15.8 eo 
" Bachelors Degree '" 25 25 47 39.2 'C 

"'" Masters degree & above 15 15 18 15 

Total 100 100 120 100 

c Business men 40 40 56 46.67 
.S Government Employees 38 38 39 32.50 -" NGO, Self employed, and Co 

'" <J Private Org. Employees 22 22 25 20.83 <J 
0 Total 100 100 120 100 
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Total 

AIB 
II 0/0 n 

85 81.0 241 

20 19.0 84 

105 100.0 325 

33 3 1.4 75 

13 12.4 36 

15 14.3 64 

30 28.6 10 1 

14 13.3 49 

105 100.0 325 

47 44. 8 143 

49 46 .7 126 

9 8.6 56 

105 100.0 325 

0/0 

74 .2 

25.8 

100.0 

23 .1 

1 I. 1 

19.7 

3 1.1 
15. 1 

100.0 

44 .0 

38.8 

17.2 

100.0 



As it can be seen from Table 3, the sample respondents consisted of 241 (74.2%) 

males and 84 (25.8%) females. This indicates that male customers more frequently 

visit the bank than female customers. Concerning educational level , 214 (65.85%) of 

the respondents had a university or college education which reveals that the majority 

of the respondents were educated. With regard to occupation of the respondents, 143 

(44%) of respondents were business men (merchant or investor). This indicates that 

business men visit the bank more frequently than govenU11ent employees and others. 

This might be due to the nature of their job or business. 

4.2 Allalysis of Service Quality Gap (Gap 5) 

One of the objectives of this study was to find out whether there ex ist a significant 

difference between service quality expectations and perceptions of commercial bank 

customers or not. The analyses were done in order to measure the gap between the 

customers ' expectations and their perceptions of the commercial banks currently 

operating in Ambo town. To this effect, 23 items or attributes were adopted from 

Parasuraman SERVQUAL Model pertaining to five service quality dimensions. P 

aired t-test was used to compare the mean of expectations and perceptions for the five 

service qual ity dimensions. In computing the mean of gap score and correspond ing 

paired t-test, the 23 adopted attributes or statements of the SERVQUAL in the 

questionnaire were grouped in meaningful way. 

The service quality gaps were calculated as in the form of equations which described 

in the methodology section. Negative service quality gaps were recorded in all of the 

five dimensions across all banks, which depicted that the service quality rendered by 

all of the commercial banks were lower than customers' expectations. In addition, this 

indicates that customers perceived that the level of service provided by their respective 

bank did not meet their expectations. The results of the three commercial banks 

studied are presented in the following tables. For each customer in each bank, 

SERVQUAL scores were generated. 
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Table 4 (a): SERVQUAL Gap Mean Score on Tangibles, Reliability, and 

Responsiveness Dimensions of Commercial Bank of Ethiopia (n= 120) 

SRVQUAL Attributes Gap 

Dimensions 
(P-E)* 

£:> 
I. Modern-looking equipments -0 .77 

2. Visually appealing physical activities -0.86 
..c 
'SI,) 3. Neat appearance of staff (well dressing) -0 .57 

c 

'" f-

.f' 

..c 
'" 
'"' 0:: 

'" en 

" c 
" .::: 
'" c 
0 
Co 
en 

'" 0:: 

4. Materials associated with the service are visually appealing -0.55 

Mean of Tangibility Dimension -0.69 

I . Provide services at the time they promise to do so -1.08 

2. Sincere interest in solving customers ' problems -1.61 

3 .Staff performing services right the first time -1.71 

4.[nsist on error-free records -1 .52 

Mean of Reliability Dimension -1.48 

1. Slafftelling customers exactly when services will be performed -1.40 

2. Providing Prompt service to customers -1.98 

3. Staff willingness to help customers -1.33 

4. Prompt response from staff to customers' request without any delay. -1.64 

5. Ability to handle customers' transactions tn a short and -1.85 

reasonable time. 

6. Ability to handle customers' complaints in a proper maimer -1.77 

Mean of Responsiveness -1.67 

Overall combined scale of 23 attributes -1.30 

*E = ExpectatIOn, P = Perception 

4.2.1 SERVQUAL Gap Score analysis for Tangibles, Reliability, and 

Responsiveness Dimensions of Commercial bank of Ethiopia as shown in 

Table 4 (a) 

A comparison of Commercial bank of Ethiopia, Ambo branch customers' actual 

perceptions of service quality with their expectations, using paired t-test, showed that 

a stati stically significant difference exists on all the attributes examined in tangibility, 

reliability, and responsiveness dimensions. Big di screpancies were found in 

responsiveness and reliability dimensions and attributes . In responsiveness dimension, 

the largest service gap (-1.98) was found in item no. 2 "providing prompt service to 

cllstomers ". 
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7.47 

8.55 
5.91 

6.31 
9.70 
8.82 

12.64 

13 .07 
10.95 
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10.94 

12.49 

13.91 

14. 14 
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14.21 



The overall responsiveness dimension mean gap score for Commerci al Bank of 

Ethiopia, Ambo branch was -1.67. The paired t-test for customers' expectations and 

perception regarding responsiveness dimension was 14.2 1 which is statisticall y 

signi ficant. 

The largest service gap mean score which is obtained in this dimension indicates that 

there was serious defect on the willingness of employees of CBE to help customers 

and providing prompt service to them. In addition, it reveals that there was some sort 

of delay in performing customers ' transactions as perceived by customers of this bank. 

From this, it is possible to infer that the responsiveness dimension was the most 

serious shortfa lls and requires serious anention by the bank in terms of making 

improvements. 

The second largest negative gap (- 1.48) was found in reliability dimension. As shown 

in reliability dimension 's items, item no. 3 "Slar( pelforming services righl Ihe .firsl 

lime " was found as the largest negati ve gap (- 1.71 ) in the dimension. The overall 

reliability dimension gap score for Commercial Bank of Ethiopia, Ambo branch , was 

statistically significant. Therefore, the overall service quality performance related to 

tangibility, reliability and responsiveness dimensions IS below customers' 

expectations. The Commercial Bank of Ethiopia, Ambo branch seems relatively good 

at tangibility dimension, even though, the overall gap score found In thi s 

dimension (-0.69) was statisticall y significant and it is the smallest service quality gap 

score found for the bank. 
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Table 4 (b): SERVQUAL Gap Mean Score on Assurance and E mpathy 

Dimensions of Commercial Bank of Ethiopia (n=120) 

SRVQ UAL Attributes Gap t-value 

Dimensions 
(P-E) 

" '" " '" ... 
" '" '" -< 

1. Behaviors of staff instill confidence in customers -1.19 10.47 

2. Customers feel safe in their transactions -0.94 7.9 1 

3. Friendliness and courtesy of staff - 1.39 11.39 

4. Staff having knowledge to answer Customers ' questions -1.41 12.1 8 

Mean of Assurance -1.23 11.06 

1. Individual attention given by the bank staff -1.07 8.19 

2. Convenient operating hours to all customers -1.94 14.07 

3. Staff giving customers best interest at heart -1.67 12.78 

;., 4. Advice and guidance given by the bank staff on how to 
J: - use the banks' services -0.69 6.24 

'" ~ 5. Easy of moving inside the bank and havi ng enough seats 
E 
w for customers at we ighting place -0.98 6.63 

6 . Opening enough number of service windows and have 

suffic ient number of staff behind the counter during the 

busy ours of the day and week end -2.26 19.5 1 

Mean of Empathy -1.44 12.16 

Overall combined scale of 13 attributes -1.30 11.21 

4.2.2 SERVQUAL Gap Score analysis for Assurance and Empathy Dimensions 

of Commercial bank of Ethiopia as shown in Table 4 (b) 

A compari son of Commercial bank of Ethiopia, Ambo branch customers' actual 

perceptions of service quality with their expectations, using paired t-test, showed that 

a statistically significant difference exists on all the attributes examined in assurance 

and empath y dimensions. 

The third widest gap (-1.41 ) was found in assurance di mension's items, item no. 4 

"Bank employees have enough knowledge to answer customers ' questions ". The 

overall assurance dimension average service gap score for thi s bank is - 1.23 and the 
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paired t-test for customers' expectations and perception is 1l.06, which is statistica lly 

significant. This indicates that employees of CBE were not seemed po li te when talking 

to customers. The reason might be the lack of enough knowledge to answer 

customers ' questions. Therefore, this might indicate that customers of CBE may not 

feel confident that their transactions are complete and safe. 

In empathy dimension, the widest gap (-2.26) was found in the item no. 6 "Opening 

enough number of service windows and have sufficient number of staff behind the 

counter during the busy hours ". Surprisingly, this gap was not onl y the largest gap in 

empathy dimension but also it was fo und that the bi ggest gap examined in all of the 

fi ve service quality dimensions across al l banks. Therefore, thi s item was the most 

serious shortfa ll s and requires serious attention by all banks in order to improve it, 

because the bigger the gap, the serious the level of service quality is from the 

customers ' point of view. The next big gap examined in this dimension is (-1.94) in 

item no. 2 "convenient operating hours to all customers" 

The overall Gap 5 score of all dimensions of Commercial Bank of Ethiopia Ambo 

branch is -l.30, the paired t-test fo r customers ' expectations and perception is 1l.21, 

which is stati stically signifi cant. This shows that, the overall service quality provided 

by this bank is below customers' expectations. As shown in the Table 4 (a) and (b), 

SERVQUAL scores for all items bear negative s igns meaning that expectations are 

greater than performance, then perce ived quality is less than satisfactory and a service 

quality gap materializes. When the researcher ranked the gap founded in all 

dimensions according to gap scores, it is clear that the biggest gap (- l.67) was 

pertaining to responsiveness fo llowed by reliability dimension (-1.48), empathy (-1.3), 

assurance (-1.23), and tangibility (-0 .69) as shown from the table 4 (a) and (b). In 

general, an effort is needed to raise the level of service quality in all dimensions to 

match with cllstomers' aspirations. 
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Table 5 (a): SERVQUAL Gap Mean Score on Tangibles, Reliability , and 

Responsiveness Dimensions of Awas h International Bank (n=105) 

SRVQUAL Attributes Gap 
Dimensions (P-E) * 

1 .. Modern-look ing equ ipments -0.45 

.f' 2.Visua lly appealing physica l activities -0. 50 

.0 3 .Neat appearance of staff (we ll dress ing) -0.52 ·OJJ 
" 4.Materi als assoc iated with the service (such as pamph lets, pass 
" f- books, cheques, & statements) are visuall y appealing -0.33 

Mean of Tangibility Dimension -0.45 

I. Prov ide serv ices at the t ime they promise to do so -0.43 ,., 
:0 

2. S incere interest in solving customers' prob lems -0.64 

" c:; 
3. Staff perfonnin g services ri oht the first time -0.50 

c.: 4. Insist on error-free records -0.71 

Mean of Reliability Dimension -0.57 

I .Stafftelling customers exactly wh en services will be performed -0.97 

'" 2. Prov idino Prompt service to customers -0.48 
'" <> 
~ 3. Staff will ingness to help customers ·0 52 ,. 

4. Prom pt response from staff to customers ' request without any 0;,n 

" de lay. -0.63 0 
"- 5. Ability handle customers' transactions short and '" to 111 a 
'" c.: reasonable time. -0.45 

6. Ability to handl e customers ' complaints in a proper manner -0.71 

Mean of Responsiveness -0.63 
*E = ExpectatIOn , P = PerceptIOn 

4.2.3 SERVQ UAL Gap Score analysis for Tangibles, Reliability, and 

Responsiveness Dimensions of AlB as shown in Table 4 (a) 

A gap score examined in Awash International Bank, Ambo branch customers' actual 

perceptions of service quality with their expectations, using paired t-test, showed a 

stati stically sign ificant difference on all attributes of the tangibility, rel iability and 

responsiveness dimensions. 
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5.96 
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4.73 
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6.69 
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The biggest gap was found in responsiveness dimension. In thi s di mension, the biggest 

gap (-0.74) was fo und in item no. 6 "Employees ' abilily 10 handle cuslomers ' 

complaints in a proper manner ". The overall responsiveness dimension gap score fo r 

Awash International Bank, Ambo branch was -0.62 and the paired t- test for 

customers' expectations and perception was 8.64 which is stati sticall y signi ficant. The 

most seri ous discrepancies of the Awash International Bank, Ambo branch is observed 

in the responsiveness dimension. 

In reli ability dimension, the bi ggest negative gap was found in item no. 4 (-0.7 1) 

"Insist on error-free record~". The overall reliability items gap score fo r Awash 

International Bank, Ambo branch is -0.57 and the paired t-test fo r thi s dimension is 

7.03 , which indicated that, the overall reliabili ty attributes scores of thi s bank were 

below customers' expectations and the gap is stati sticall y signifi cant. Regarding 

tangibility dimension, Awash International bank is relati ve ly better when compared to 

the gap fo und in other d imensions. The overall gap score fo und in thi s d imension is -

0.45 which is the lowest gap score and too small to be stati sticall y signifi cant. 
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Table 5 (b) : SERVQUAL Gap Mean Score on Assurance and Empathy 

Dimensions of Awash International Bank (n=105) 

SRVQUAL Attributes Cap 

Dimensions 
(P-E)* 

I. Behaviors of staff instill confidence in customers -0.7 1 

" " = 2. Customers fee l safe in their transactions -0.39 

" ~ 
" 3. Friend liness and courtesy of staff -0.40 

'" '" -< 4. Staff hav ing knowledge to answer Customers' questions -0.7 1 

Mean of Assurance -0.55 

I . Individual attention given by the bank staff -0.39 

2. Convenient operat ing hours to all customers -0.72 

3. Staff giving customers best interest at heart -0.49 

..., 4. Advice and guidance g iven by the bank staff on how to use the 

~ banks ' serv ices -0.3 8 

'" Q.. 
5. Easy of moving in side the bank and having enough seats for 

E 
WJ customers at we ight ing place -0.39 

G. Opening enough number of service windows and have 

sufficient number of staff behind the co unter during the busy 

ou rs of the day and week end - 1.22 

Mean of E mpathy -0.60 

Overall combined scale of 23 attributes -0.56 

*E = ExpectatIOn , P - PerceptIOn 

4.2.4 SERVQUAL Gap Score analysis for Assurance and Empathy Dimensions of 

AlB as shown in Table 4 (b) 

In assurance service quality dimension, the biggest gaps (-0.7 1) were found in two 

items no. J and 4 "Behaviors o/bank slajJinslill confidence in cuslomers" and" Bank 

employees have enough knowledge 10 answer cuslOmers' queslions" respectively. The 

overall assurance dimension gap score for Awash International Bank, Ambo branch 

was -0.60 and the paired I-test for cllstomers' expectations and percept ion was 8.27 

which was statistica ll y significant. 
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In empathy dimension, the biggest gap (-1.24) was found in the item no. 6 "Opening 

enough number of service windows and have sufficient number of staff behind the 

counter during the busy hours" and the 2nd widest gap (-0.72) found in thi s dimension 

was in item no. 2 "convenient operating hours to all customers ". Unfortunately, 

similar to Conunercial Bank of Ethiopia, thi s gap is also the largest gap in all 23 items 

of all service quality dimensions. In addition, in thi s study thi s item (item 6 in 

Empathy) is the most serious defect in all banks which requires serious attention by al l 

commercial banks. 

The overall Gap 5 score for Awash International Bank, Ambo branch is -0.56, and 

the paired t-test for customers' expectations and perception is 8.01 which is 

stati stically significant. This indicates that the overall service quality provided by this 

bank is below customers' expectations. 

As can be seen in Table 5 (a) and (b), gap comparison among dimensions shows that 

responsiveness (-0.62) gap score is the first in rank, then followed by empathy (-

0.60), reliability (-0.57), assurance (-0.56), and tangibility (-0.45). From this it is 

possible to infer that even though the overall service quality provided by thi s bank was 

below customers ' expectations the gap between Awash international bank customers 

perceptions and expectat ions is relatively lower than Commercial Bank of Ethiopia. 

The difference is significant in all dimensions except tangibility where the difference 

is too small to be statistically significant. 
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Table 6 (a): SERVQUAL Gap Mean Score on Tangibles, Reliability, and 

Responsiveness Dimensions of Cooperative Bank of Oromia (n=100) 

SRVQUAL Attributes Gap 

Dimensions 
(P-E)* 

I. Modern-looking equipments -0.75 

;;., 
2. Visually appealing physical activities - -1.05 

.l:l 3. Neat appearance of staff (well dressing) -0.78 
'OJ) 
c: 4. Materia ls associated with the serv ice (such as pamphlets, pass 

'" i- books, cheques, & statements) are visllallyappea ling -0.62 

Mean of Tangibility Dimension -0.80 

I. Provide services at the time they promise to do so -0.57 

C 
.- 2. Sincere interest in so lving customers' problems -0.63 

.l:l 3. Staff performing services right the first time 

.S: 
-0.75 

<; 4. Insist on error-free records -0.98 
c.:: 

Mean of Reliabi lity Dimension -0.73 

I. Staff telling customers exactly when services wi ll be performed -0.60 

2. Providing Prompt service to customers -0.99 

'" ~, 

3. Staff willingness to help customers OJ 
-0.65 

c: 
" 4. Prompt response from staff to customers ' request without 
.:: 
'" any delay. -1.08 
c: 
0 5. Abi lity to handle cLlstomers' transactions in a short and 
Co 

'" <:J reasonable time. -0.90 
c.:: 

6. Ab ili ty to handle customers ' complaints in a proper manner -0.79 

Mean of Responsiveness -0.84 

*E - ExpectatIOn, P - PerceptIOn 

4.2.5 SERVQUAL Gap Score analysis for Tangibles, Reliability, and 

Responsiveness Dimensions of CBO as shown in Table 6 (a) 

A compari son of Cooperative Bank of Oro mia, Ambo branch cllstomers' actua l perceptions of 

service qual ity with their expectations, using paired t-test, showed a statistically significant 

difference on all attributes of tangibi li ty, reliability, and responsiveness dimensions as 

examined in the table 6 (a). 
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11 .02 

5.40 

6.30 

8.87 



The biggest gap was found in responsiveness dimension. In thi s dimension, the biggest 

gap (-I.OS) was fou nd in item no. 4 "prompt responsefrom slajJto customers' request 

without any de/ay" followed by the gap score examined in item no. 2 (-0.99) 

"providing prompt service to customers ". The overall respons iveness dimens ion gap 

score for Oromia Cooperati ve bank, Ambo branch was -0.S4 and the paired t-test fo r 

this dimension was 8.67 which is statistically significant, and it is the most serious 

discrepancies of this bank. The second big mean gap score (-0.80) was found in tangibi lity 

dimension. In thi s dimension, the biggest gap (-1.30) was examined item no. 2 "visua lly 

appea ling physica l activities". 

In reliability dimension, the biggest negative gap was fo und in item no. 4 (-0.98) 

" Insist on error-free records". The overall reliability items gap score for Cooperative 

Bank of Oromia, Ambo branch is -0.73 and the paired t-test for thi s dimension is 

8.86, which indicated that, the overall reliability attri butes scores of thi s bank were 

below customers ' expectati ons and the gap is stati sticall y significant. 
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Table 6 (b): SERVQUAL Gap Mean Score on Assurance and Empathy 

Dimensions of Cooperative Bank ojOromia (1/ =100) 

SRVQUAL Attributes Gap 

Dimensions (P-E)* 

I . Behav iors of staff instill confidence in customers -0.96 

" '" 2. Customers feel safe in their transactions -0 .87 

" '" '-

" 3. Friendliness and courtesy of staff -0.53 

'" '" 4. Staff having knowledge to Customers ' 
...:: answer 

questions -0.80 

Mean of Assurance -0.79 

I. Individual attention given by the bank staff -0 .65 

2. Convenient operating hours to all customers -1.43 

3. Staff giving customers best interest at heart - 1.20 

;..., 4. Advice and guidance given by the bank staff on how to 
-= - use the banks' services 
'" 

-0.68 
0. 
E 5. Easy of moving inside the bank and having enough 

"" seats for customers at weighting place -0.75 

6. Opening enough number of service windows and have 

sufficient number of staff behind the counter during the 

busy ours of the day and week end -1.85 

Mean of Empathy -1.09 

Overall combined scale of 23 attributes -0.85 

* E = ExpectatIOn, P = Perception 

4.2.6 SERVQUAL Gap Score analysis for Assurance and Empathy Dimensions of 

CBO as shown in Table 6 (b) 

A comparison of Cooperative Bank of Oro mia, Ambo branch customers ' actual percepti ons of 

service quality with their expectat ions, using pai red t-test, showed a stati stically signifi cant 

difference on all attributes of assurance and empathy dimensions as examined in th e table 6 

(b). 
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In assu rance service q uality dimension, the wide gap (-0.96) was found in item no. I 

" Behaviors of staff instill confidence in customers" and the second one is (-.87) fo und 

in item no. 2 "Customers fee l safe in their transactions". The overa ll assurance 

dimension gap score fo r Cooperative Bank of Oromia, Ambo branch was -0.79 and the 

paired t-test for customers' expectations and perception was 9.52 wh ich is stati sticall y 

s ignificant. 

Rega rding empathy dimension, from all five dimensions, the biggest service gap score -1.09 

was found in thi s bank. In general, in thi s dimension the big gaps are examined in the 

fo ll owing items or attributes. 

I. The bi ggest gap score (-1.85) is examined in item no. 6 "Opening enough number of 

service windows and have suf[icien/ number of s/ajJ behind /he coun/er durillg /he busy 

hours ". 

2. The next big gap score (- 1.43) is recorded in th e item no. 2 "convenient operating hours 

/0 all eus/omers ". 

3. The third big gap score (-1.20) is exam ined in item no. 3 "Staff g iv ing customers best 

interest at heart" . 

From the overa ll gap scores examined in thi s bank, the two dimensions (Empathy (-1.09) and 

Responsiveness (-0.84)) are the most serious shortfa lls which require serious attention by the 

bank. Pal1icu larl y, regard ing the empathy dimension, it is known that banking service enta ils 

direct contact between customers and employees de liver in g the service and there is almost a 

s ignificant personal invo lvement between employees and customers. In add ition, customers 

woul d be very upset if they would not informed if their services are completed or if they were 

not treated with respect. 

When the researcher eva luated and ranked the overa ll Gap 5 score based on the obtained gap 

scores, for Cooperative Bank of Orom ia, Ambo branch it was found that the biggest 

gap (- 1.09) is pertaining to empathy fo llowed by responsiveness dimension (-0.84), 

tang ibili ty (-0 .80),Ass urance (-0.79) and the least one was pertaining to rel iab ility (-0.73). In 

ge neral , the overall service quality prov ided by thi s bank was be low customers' expectations 

as perceived by them as shown in tab le 6 (a) and (b) above. 
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Table 7 (a):- Overall SERVQ UAL Gap Mean Score on Tangibles, Reliability, a nd 

Responsiveness Dimensions of all Commercial Banks (n=325) 

SRVQUAL Attributes 

Dimensions 

1. Modern-looking equipments 

b 2. Vi sually appealing physica l activities 
.=, 

3. Neat appearance of staff (well dress ing) 'en 
c: 4. Materials associated with the servi ce (such as pamphlets, pass books, 
0: 
f- cheques, & statements) are visua lly appealing 

Mean of Tangibility Dimension 

b 
I. Provide services at the time they promise to do so 

- 2. Sincere interest in solving customers ' prob lems 
.=, 

" 3. Staff perform in g services right the first time 
01 4. Insist on error-free records 

et:: 
Mean of Reliability Dimension 

I. Staff telling customers exactly when services will be performed 

'" 2. Prov iding Prompt service to customers 
'" '" c: 3. Staff wi llingness to he lp customers 

'" . ~ 4. Prom pt response from staff to customers' request without any delay. 
'" c: 5. Abili ty to handle customers' transactions in a short and reasonable 
0 
0- time. '" '" et:: 6. Ability to handle customers' complaints in a proper manner 

Mean of Responsiveness 

*E = Expectation, P = Perception 

4.2.7 SERVQUAL Gap Score analysis for Tangibles, Reliability, and 

Responsiveness Dimensions of all Commercial Banks (n=325) 

These analyses were done in order to measure the gap between the customers' 

expectations and their perceptions of a ll of the commercial banks currently operating 

in Ambo town, based on the gaps examined in items or attributes in the tangibility, 

reli ability, and responsiveness dimensions as shown below. The overall results of the 

three commercial banks regarding to the three dimensions was presented in the Table 

7 (a). 
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Gap valu. 
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-0.72 11.64 

-0 .80 12. 7 1 

-0 .56 I 1. 16 

-0. 50 9. 56 
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-0.95 14 . 10 
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- 1.1 2 13.58 

- 1.1 3 13. 50 

-0.90 13.43 

- 1.02 13.97 
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- 1.09 15.30 
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The biggest gap score (- 1.05) was examined in responsiveness dimension. In this 

dimension, the wide gap (-1.13) was found in item no.2 "Providing Prompt service to 

customers" fo llowed by the gap score (-1. 12) found in item no. I "Staff telling 

customers exactly when services will be performed" The most se rious discrepancies of 

the commercial banks currently operating in Ambo town was observed in the 

responsiveness dimens ion. 

In reliability dimension, the big negati ve gap was found in item no. 4 (-1.03) "Insist 

on error-free records " followed by gap score (- 1.02) found in item no. 3 "staff 

performing services right the firs t time" The overall reliabi li ty items gap score for all 

commercial banks currently operating in Ambo town was is -0.93 and the pai red t­

test for thi s dimension is 11.1 0, which indicates that the overall reliability attributes 

scores of all banks were below customers ' expectations and the gap is stati stically 

significant. 

Regarding tangibility dimension, the wide gap (-0.80) examined in this dimension 

was in item no. 2 "visually appealing physical activities" fol lowed by gap score (-

0.72) found in item no. I "modern - looking equipments" The overall gap score 

examined in the tangibility dimension was -0.65 with corresponding paired t-test 9.1 3. 
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Table 7 (b):- Overall SERVQUAL Gap Mean Score on Assurance and Empathy 

Dimensions of Commercial Banks (n=325) 

SRVQUAL 
Dimensions Attributes Gap t-value 

(P-E)* Paired 

<J I . Behaviors of staff instill confidence in customers -0.85 11.97 
u 
:: 2. Customers fee l safe in their transactions -0.78 11.89 
" ... 
'" 3. Friendliness an d courtesy of staff -0.84 11 .62 
'" '" « 4. Staff havin g kn owledge to answer Customers' questions -0.95 12.23 

Mean of Assurance -0.86 12.05 

1. Indi vidual attention g iven by the bank staff -0 .83 14.09 
2. Convenient operating hours to all customers - 1.21 12.26 

3. Staff g iving custom ers best interest at heart -1.09 11.29 

>. 4. Advice and guidance g iven by the bank staff on how to 
..:: use the banks ' services -0 .73 1 1.1 3 -'" 5. Easy of mov ing in s ide the bank and hav ing enough seats Co 
E for customers at weighting place -0.99 12. 13 

W 
6. Opening enough number of service w indows and have 

sufficient number of staff behind the counter during the 
busy ours of the day and week end -1.3 7 13. 16 

Mean of Empathy -1.04 14.15 

Overall combined scale of 23 attributes -0.90 11.87 
* E - E xpectatIOn, P - PerceptIOn 

4.2.8 SERVQUAL Gap Score analysis for Assurance and Empathy Dimensions of 

all Commercial Banks as shown in Table 7 (b) 

The big discrepancies were found in the customers' actual perceptions of service 

quality provided by all commercial banks with their expectations regarding the 

attributes examined in assurance and empathy dimensions as follows. The big gap 

score (-1.37) was fOllnd in empathy dimension, item no. 6 "Opening enough number 

of service windows and have sufficient number of staff behind the counter during the 

busy ours of the day and week end " foll owed by the gap score (-1.2 1) fOllnd in the 

item no. 2 "convenient operating hours to all customers ". The overa ll empathy 

dimension gap score is -0.90 with corresponding pai red t-test 11.87. 
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Regarding the assurance dimension, the big gap score (-0.95) was found in items no. 4 

"Staff having knowledge 10 answer customers ' queslions " fo llowed by gap 

score (-0. 85) which was found in item no. I "Behaviors of staff instili confidence in 

customers" The overa ll gap score fo und in assurance dimension was -0.86 with 

corresponding paired t-test 12.05. As overall negative gap score -1.05 was examined 

in responsiveness dimension fo llowed by the gap score -1 .04 in the empathy 

dimension and the third big gap score -0.93 was examined in reliability dimension. 

When we evaluate the results based on the attributes or items, the biggest gap - 1. 37 is 

fo und in item no. 6 empathy dimension, "Openillg ellough number of service 

windows alld have sufficiellt number of staff behind the coullter durillg the busy 

hours", followed by the gap score -1.21 examined in empathy dimension item 110, 2, 

"collveniellt operatillg hours to all customers ", the gap score -1 .13 examined in item 

2 responsiveness dimension "Providillg Prompt service to customers", and the next 

gap score -1. 12 was fo und in the responsiveness dimension item no. J, "staff telling 

customers exactly when services will be performed" These four attributes or items 

are examined in all banks as the most serious shortfall s and requires serious attention. 

When the researcher ranked, the overall Gap 5 score for all commercial banks, the 

widest gap (- 1.05) was pertaining to responsiveness fo llowed by empathy dimension 

(-1.04), reliability (-0.93), assurance (-0.86) and the least one was pertaining to 

tangibility dimension (-0.65) as shown in the above Table 7( a) and (b). 

4.3 Overall Service Quality gap mean Scores for all commercial banks 

The gap scores for the expected and perceived level of service quality for each 

commercial bank for a number of service attributes cons idered of importance to the 

respondents presented by grouping all attributes into five service quality dimensions, 

and for each of the service dimensions the average difference (gap) between E and P 

(SQ = P - E) measures the service quality for all banks. 
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Table 8: The Overall Assessment of Service Quality Gap for all Commercial 

Banks 

Service Quality C BE AlB CBO Overall Service 
Dimensions Service quality Service quality Service quality qua lity Gap 

Gap Gap Gap (P-E) 
(P-E) (P-E) (P-E) 

1. Tangibility -0.69 -0.45 -0.80 -0.65 

2. Reliability -1.48 -0.57 -0.73 -0.93 

3. Responsiveness -1.67 -0.63 -0.84 -1.05 

4. Assurance -1.23 -0.55 -0.79 -0.86 

5. Empathy -1.44 -0.60 -1.09 -1.04 

Average -1.30 -0.56 -0.85 -0.90 
*E = Ex pect ~ltlOn , P = PerceptIOn 

4.3.1 Service Quality Scores for each commercial banks currently operating in 
Ambo town. 

Overall performance as perceived by customers (P) was below their expectations (E) 

across all service quality dimensions and banks. It is worthwhile to note that the gap 

score for all commercial banks on the average were -0.90 which indicates that al l 

banks customers generally rated banks' performance bellow their expectation and it 

shows that there is a significant gap between customer perceptions and their 

expectations. 

The overall picture of service quality of all commercial banks can be briefly 

summarized as follows: 

I . The first widest gap between perceived perfo rmance and expectations IS In the 

dimens ion of responsiveness (-1.05). From this study it is possible to infer that 

bank employees ' willingness to help customers and provide prompt serv ice does 

not seem good in all commercial banks which are included under study. 
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Every organization in the world has its own success factor (criteria) for instance; 

some depends on their scarce natural resources, while others depend on thei r 

employees. Responsiveness of employees of the organization indicates the 

responsiveness of the organization itsel f. Therefore, it is necessary to tra in and 

encourage employees with the convictions of the bank as its success highly 

depends on them. It is clear that the success fullness of a bank could be measured 

by the perfo rmance of its employees. 

2. The second widest gap (-1.04) between perceived performance and 

expectations is in the dimension of empathy. Banks in Ambo do not seem to be 

good in giving and caring individualized attention to their customers by 

cons idering their individual needs. It might be the culture of the country or 

lack of experience how other banks operate in other countries. For instance, 

city bank provides a 24 hrs, service to its customers. It provides its service to 

all its customers according to their available time. On the contrary, no pioneer 

bank in Ethiopia that can provide service even out of the normal operating time 

in the country. It is known that, all banks which are currently operati ng in the 

country are provid ing their services at the same working hours for all 

customers. This may not equally suitable for some customers from other 

organization. This means that banks do not consider their other organi zations 

employees' customers. 

3. The lowest gap score among the five service quality dimensions of all 

banks ( -0.65 ) was found in tangibility dimensions. It reveals that, from the 

viewpoint of commercial bank customers, all banks are relati vely good at the 

phys ica l elements that make up a banks phys ical att ri butes (tangibles) as 

perce ived by them. Service by its natu re is intangible, because it can not be 

touched, sensed, tasted or smelled. However; no service is 100% intangible as 

it is seen from the real world situation. It some what includes a tangible feature 

in it. It 's tangibili ty seen through the available physical resources such as 
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equipment, building machinery, employees, furniture and fixtures etc. 

perceived by their customers. 

4.3.2 The comparisol1 of service quality performal1ce of the three banks based 

011 customers' poil1t of view. 

As you can observe from the above Table 9, overall , AlB is comparati vely rated 

highest in service quality performance, followed by CBO, and CBE in descend ing 

rank order. However, the differences between the AlB and CBO were small to be 

stati stically significant. This indicates that the overall service quality of these two 

banks were perceived to be very similar by their customers but regarding CBE the 

difference is too large and statistically significant. 

Overall results may show important trends in each of the service quality dimension. 

Therefore, each of the five service quality dimension was examined separately as 

follows. Gap examined in Responsiveness dimension is the highest for all commercial 

banks currently operating in Ambo town. Regarding the tangibility dimension, even 

though, CBO was rated highest (-0.80), while AlB was rated the lowest (-0.45), the 

difference among banks is statistically insignificant which implies customers do not 

perceived any significant differences on the tangibles dimension because the 

difference is too small to be statistically sign ificant. 

In the four areas of Reliability, Responsiveness, Assurance, and Empathy, the 

differences among the banks were significant. The gap scores for Reliability, 

responsiveness, assurance and Empathy were perceived to be highest at CBE. Gap 

examined in Responsiveness dimension was the highest for all commercial banks 

currently operating in Ambo town followed by the empathy dimension. Thus, while the 

overall service quality across all service quality dimensions is significantly different 

among the three banks, on the dimension of tangibles, customers do not perceived any 

significant differences among them. 
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4.3.3 Analysis of the relative importance of five serv ice quality Dim ensions. 

One of the val uabl e elements of the study is to analyze the re lati ve importance of the 5 

Service quality Dimensions to improve service quality performance from commercial 

banks customers' perspectives as determined by them. The purpose of analyzing was 

run to determine the relati ve contri butions of each di mension in influencing the overall 

service quality perceptions of the customers and to identify the cri tical di mensions 

influencing overall service quality, reco mmend bank managers to priori tize their 

efforts and resources, and organize them to improve the dimensions that malter most. 

Table 9: The relative importance of each of the fi ve di mensions. 

Weighted 

No Service Quality Dimensions Score Rank 

I Tangibility 766 5th 

2 Reliability 1,264 2nd 

3 Res ponsiveness 1,383 I " 

4 Assurance 1,093 3" 

5 Empathy 956 4th 

This table provides a summary of the rankings for the five dimensions across the three 

banks as perceived by their customers. In regards to the quali ty improvement, the most 

important dimension to which highest weighted score ( 1,383) was ass igned to 

Responsiveness di mension which has the highest negati ve SERVQUAL score in thi s 

study as perce ived by customers. This suggests that willingness to help customers and 

provide prompt service (responsiveness) is the most important dimension customers 

expect of all banks; however, as you can observe from Table 9, the negative gap rated 

for the responsiveness dimension by customers of all banks is the largest one of all 

service quality dimensions. Therefore, all commercial banks' managers should 

probably consider the va lue or contribution to customer sati sfaction of thi s dimension 

of the total service offering and allocate resources accordi ngly. 
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This dimension is fo llowed by the Reliability dimension for wh ich the 2nd highest 

weighted score (1 ,264) was assigned by customers. This indicates that the ab il ity of 

bank employees to provide the promised service dependably and accurate ly. Besides, 

it shows that customers expect the services providers to have the ability to perform the 

desired service dependably, accurately and consistently by keeping the service 

promise and the reputation. Assurance is the third important dimension, followed by 

Empathy as the fourth important dimension as percei ved by all customers. In thi s 

paper, it appears that tangibility is the least important service quality dimension from 

the banks customers ' viewpoint. This may imply that the physical elements that make 

up a banks physical attributes (tangibles) are perceived to be least important of the five 

dimensions . 
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CHAPTER FIVE 

SUMMARY, CONCLUSIONS, AND RECOMMENDA TlONS 

This part of the thesis is devoted to the summary of the findings , the concl usions 

drawn there from , and the possible recommendations forwarded. 

5. 1 Summary 

5.1.1 The service quality gap score/or all Commercial banks 

a) When quality dimensions are considered, the responsiveness and empathy 

dimensions are found to be the service elements that all commercial banks 

are lacking. The largest SERVQUAL gap is observed in the responsiveness 

(-1.05) with the paired t-test 16.07 and empathy (-1.04 ) dimensions with 

the paired t-test 14.15. This implies that customers of all commercial banks 

are not getting satisfying level of banking service with respect to 

responsiveness and empathy dimensions. 

b) When items in each dimension is considered, the most serious defect (-1.37 

gap score) found in opening enough number of service windows and have 

sufficient number of staff behind the counter during the busy hours, and 

convenient operating hours to all customers (-1.21 gap score) are found to be 

the most serious SERVQUL gap score in all banks. 

5.1.2 The service quality gap score/or each commercial banks 

a) In the Commercial Bank of Ethiopia, the overall SRVQUAL mean gap score 

is -1.30 with the paired t-test 14.21. The widest gap score of this bank is in 

responsiveness dimension (-1.67) followed by reliability dimension (-1.48), 

Empathy dimension (-1.44), Assurance dimension (-1.23) , and finally the 

least gap score is in tangibility dimension (-0.69) . 
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b) In the Awash International Bank, the overall SERVQUAL gap sco re 

examined is -0.56 with the paired t-test 8.01. The widest negative service gap 

score -0.63 is found in responsiveness dimension followed by Empathy -

0.60, in rel iability -0.57, in Assurance -0 .55, and the least gap score -0.45 

was fo und in tangibility dimension. 

c) In Cooperative Bank of Oromia, the empathy and tangibles dimensions of th is 

bank are found to be the widest negative service quality mean gap scores -1 .09 

with the paired t-test for customers' expectations and perception 12.68 and -

0.80 with the paired t-test 12.60 respecti vely. The overall service quality gap 

score examined in the Cooperati ve bank of Oromia was -0.85 with the paired 

t-test 11.01. 

5.1.3 The comparisoll of the service quality gap score amollg ballks 

When the SERVQUAL gap score obtained in all commercial Banks is compared, 

Awash International Bank is comparatively rated lowest gap score that means 

highest in service quality performance. Next to AlB, CBO has a lower gap score 

that means moderately better in service quality performance. However, the 

difference between SERVQUAL gap score obta ined in AlB and CBO is found to 

be stati sticall y insignifi cant. The bank rated as the last one based on gap so re 

recorded in thi s study is Commercial bank of Eth iopia . It is found to be the 

poorest service quality performance with the highest SERVQ UA gap score, 

5.1.4. A relative importance of five SERVQUAL dimensions 

Though customers rated responsiveness as the most important service attribute of 

all the fi ve service quality dimensions, this dimension is found to be the most 

neglected element of the SERVQUAL. Then, customers rated reliability , 

h d 'b'I ' h 2nd 3 ' d 4th d 5th . I 
assurance, empat y, an tang I I Ity as t e , , , an , respectI ve y. 
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5.2. Conclusion 
The banking sector 111 Ethiopia has made remarkable progress since the economic 

reforms in 1994. New private sector banks have bro ught the necessary competition 

into the industry and lead the changes towards improved customer service and 

innovative service quality deli vering process. On the other hand, due to increasing 

competition in commercial banking industry, bank customers are now becoming 

increasingly conscious of their rights and are demanding more quality services than 

ever before. Therefore, because of high customer involvement in the delivery of the 

banking service itself, recognizing customers' perceptions and expectations are very 

important or understanding the customer perception about service quality is becoming 

indispensable in commercial banking industry. In thi s context, frequent ly examining 

the level of their service quality performance from customers' perspective and 

investigating the service quality gap through comparing customers' expec tations and 

actual perceptions have become essential for all commercial banks. 

Keeping these in mind, an attempt has been made in this study to find out whether 

there exists a significant difference between service quality perceptions and 

expectations of l:ummercial banks' customers or not. In addition , to compare the level 

of the service quality performance of the three commercial banks based on the 

SERVQUAL gap score, and identify the most important service quality dimension for 

them. For thi s purpose, SERVQUAL model , which is the most appropriate 

multidimensional technique, has been used to measure the gap between customers 

expectations and their actual perceptions. 

Based on the findings, the fo llowing conclusion is forwarded. 

I . In this study, the result of SERVQUAL gap score analyses of all commercial 

banks showed that customers ' perceptions were consistently lower than their 

expectations. The research results revealed that the expectations of bank 

customers in the Ambo were not met. The largest gap between expectations 

and perceptions was found in the Responsiveness dimension. That is, 

customers expect their banks employees to be competent, courteous, to provide 

prompt service and to be always willing to help them. 
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2. Nowaday, the private sector banks are posing a very stiff competition to the 

public sector banks through their initiatives for meeting customer expectations 

and gaining a cutting edge. Therefore, this study compares the service quality 

performance of public sector banks to private sector banks in terms of user 

perception of their commercial banking services. When compared the service 

quality performances of the three banks based on the SERVQUAL gap score 

examined, many serious negative gap scores in services quality of Commercial 

Bank of Ethiopia have been discovered and all of these gaps are serious. This 

indicated that customers of CBE were not sati sfied with current level of service 

quality performance of this bank. From this we can conclude that banks 

employees lack interest or knowledge to serve customers by giving individual 

attentions and efforts to understand their customers' specific needs. 

Awash International bank is rated as the 1st bank in performing service quality, 

because the SERVQUAL gap score obtained in this bank is comparatively less 

than that of other banks. From this its possible to conclude that, customers of 

Awash International bank are slightl y sat isfied with the service quality 

performance of this bank, however, AlB should not be happy with these 

findings because all the attributes had negative scores and these need to be 

improved otherwise the gaps will widen and therefore cause serious shortfall s. 

3. Moreover, investigating the influence of each dimensions of service quality on 

customers' behavioral intentions should provide a better understanding of the 

drivers of customer satisfaction and also help to specify measure, control and 

improve customer perceived service quality. Hence, to gain and sustain 

competitive advantages in the fast changing commercial banking industry in 

Ethiopia, it is crucial for banks to understand in-depth what customers perceive 

to be the key dimensions of service quality and what impacts the identified 

dimensions have on customers ' intentions? In this study, among the service 

quality dimensions highest weighted score is rated to responsiveness which 

implies that this dimension is found to be the most important element of the 

SERVQUAL. 
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5.3 Recommendation: 

At any time, commercial banks should have to strive to satisfy customers and retain ing 

every customer that they can profitably serve in order to achieve service exce llences 

which require continuous efforts to improve the quality of the service deli very system. 

Because, deli vering high quality services that met customers' expectations is vital for 

banks to compete effectively with thei r competitors. Based on the analysis and 

conclusion, therollowing recommendation is made. 

I . When quality dimensions are considered, the largest gaps are obtained in 

responsiveness and empathy dimensions of all commercial banks. This 

indicates that customers' complaints are not properly handled, delayed banking 

service, lack of individualized attention, delayed reply to customers' requests, 

employees lack of interest to give reliable information on how to use bank 

services, inconvenient operating hours, and insufficient number staff. 

To minimize or eliminate the gap: 

a) Provide train ing to employees on how to hand le customers' complaints, 

b) Motivate employees to serve customers without any de lay or hesitation, 

c) increasing the number of staff behind counter and service windows 

espec iall y during busy hours, 

d) increasing working hours, 

e) providing incentives to employees, 

f) Aware employees on how to reply and provide reliable information 

timely. 

2. The largest service quality gap score examined 111 the responsiveness 

dimension across all commercial banks has to be recognized by the top 

management of the banks in order to take remedy actions to match their service 

quality performance pertaining to thi s dimension with the leve l to meet 

customers' expectations. Commercial banks have to understand their 

customers' needs and offering excellent service that can match or exceeds their 
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expectations in order to narrow the servi ce quality gap observed in thi s service 

quality dimension . 

To Improve servIce quality performance particularl y pertain ing to 

responsiveness dimension, all Commercial banks top managements should : 

a) increase the knowledge of their employees by providing training 111 

the ir deficiency areas 

b) Improve employees' and branch managers' motivation and 

commitment through different incenti ve mechani sms. 

c) understand customers' needs, having superior customer relati onships, 

positive word of mouth, excellent reputation, and superior customer 

servIce. 

d) freq uentl y train the fro ntline staff to make more responsIve and 

sensitive to customer needs, and empower them so that they can hand le 

and maintain the confidence of their customers easily . In other words, 

staff must be we ll trained for keeping good re lationship with cllstomers 

and for address ing customers' enquires in a proper manner. 

3. The secolllJ widest gap score examined in the Empathy dimens ion, item 

number 6, "Opening enough number of service windows and have sufficienl 

number ofslaffbehind Ihe counler during Ihe bU.IY hours". All banks have to: 

);> devote their energy to open additional service w indows and increase 

the number of bank staff behi nd the counter during the busy hours or 

days to serve their customers promptly. 

4. Regarding providing service by arranging convenient operating hours, all 

banks operating in the economy are providing services at the same working 

hours to all of their customers by ignoring the need of their customers from 

other organizations like government and non-government employees. 

Therefore, it would be better if all banks provide services to their different 

customers at different time based on their needs and convenient time. Banks 

should be pioneer in thi s area to provide service out of the normal operating 

time and working day by diversify ing its operating hours and days based on 

their customers' needs and wants. 
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In general the empathy dimension of service quality is related to the provision 

of caring and ind ividuali zed attention banks' employees provide to thei r 

customers, and their efforts to understand the customer's needs. It is known 

that, banks perform their customers' services t1u'ough their employees and up 

dating the competencies and skills of their employees is one of the most 

important factors in order to meet customers' expectations pertaining to thi s 

dimension. 

4. Regarding the relati ve importance of service quality dimensions, the most 

perceived service quality components or dimensions are responsiveness and reliab ility 

as ranked by banks customers. These components might have the most impact on 

customer's sati sfaction in commercial banking industry. Banks must be aware these 

potential impacts and design appropriate strategy to maintain servi ce quality th at 

related to responsiveness and reliability dimensions. Therefore, all commercial 

banks have to concentrate their resources and efforts on the dimensions which 

customers rated highest we ighted score and considered comparati vely most 

important to them . 

In general, all conunercial banks currently operating in the town need to better 

understand their customers' needs and wants, and continuously measure and 

evaluate their service quality performance in order to improve their serv ice quality 

based on customers, perceptions. Finally, the current study examines the views of 

the base of commercial banks customers as a whole. It requires farther 

investigation of the data in the future to examine the servi ce needs and 

requiremen ts as well as dri vers of sati sfaction for specific customer type, which is 

an important way of segmenting the overall banking market. 
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Addis Ababa University 

School of Graduate study 

Questionnaire to be fi lled by ------------ bank customers' 

Dear participants, 

You are being asked to participate in a survey that intends to measure service qual ity performance of 

commerc ial banks (pri vate & pub lic) from custom ers' perspectives and recommend so lutions to help 

the respective commercial banks. The research result is bel ieved to solve the existing Service qua lity 

gap by identify in g the area that needs improvement. 

Therefore, I respectfully request your kind cooperati on III answering the questions clearly and 

fra nkly as possible. The researcher would like to assure you that the information you provided would 

be used for research purpose only and all responses will be treated in strict confidentiali ty. 

Thank you in advance for your kind cooperati on! 

Section 1:- Classification/ Identification questions 

Note: You do not need to write your name! 

Answer by placing a thick mark ( V) in one of the blank spaces corresponding to each item. 

1. Sex. Male = 0 Female = 0 

2. Level o f education 

Below Grade 12 = 0 

Bachelor Degree = 0 

3. 0ccupation:-

Certificate = 0 Diploma = 0 

Masters Degree & above = 0 

Business men (merchant and Investor) = 0 Government employee = 0 

NGO, Self employed and Private organization employee = 0 
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section II Survey questions 

Survey question A : 
Questions used to measure the relative importance of tile five service quality 
dimellsions in improving banks' service quality from customers perspective. 

4. Listed below ( "a" to "e" ) are five service quality dimensions pertaining to banks 

and the services they offer. Please rank all the five service quality dimensions by 

giving the 1st rank for the most important service quality dimension to you and the last 

(5 th
) rank for the service quality dimension that is least important for you. Please give 

a rallk (J 'I, 2"d 3"d, 41h, and 51h ) ill the rank column. 

No. Service Quality Definitions of the Service quality Dimensions Rank 

Dimension 

a Tangible The appearance of the banks physical facilities, equipment, 

personnel , and communication materials . 

b Reliability The banks ability to perform the promised service 

dependably and accurately. 

c Responsiveness The bank's Employees willingness to help customers and 

provide prompt service. 

d Assurance The knowledge and courtesy of the bank's employees and 

their ability to convey trust and confidence. 

e Empathy The caring, individual attention the bank provides its 

customers. 
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Survey question B. 

Select an appropriate answer from the five ( 1-5) given alternatives and put a thick mark 

( 01) in spaces corresponding to each item. Each question number has two questions. 

Under (a) your are asked to indicate your op ini ons that show th e exte nt to whi ch you think the 

features commercia l banks should posses (Your expectation) and under (b) you are asked to respond 

your fee lings or experi ences of your particu lar bank 's performance (your Perception). 

SERYOUL SERVQUL Items Strongly Agree Neutral Dis Strong ly 

Dimensions Agree Agree Dis 
Aoree 

5 4 3 2 I 

1.Tangi a). Strong and competent bank 

bles shou ld have modern look ing 

5. eq uipment. 

b). My bank has modern looking 

eq uipm ent. 

a). The physical faci lities of strong 

6. and competent banks are visua lly 

appealing. 

b). My Bank ' s physical fac ilities 

are visua lly appeal in g. 

a). Employees of strong and 

competent banks shoul d be we ll -

7. dressed and neat appearing. 

b). My Bank 's reception desk 

em p loyees are well-dressed and 

neat appearing. 

a). A strong and competent banks ' 

materials associated with the 

serV ice, such as pam ph lets or 

8. statements shou ld be visually 

appealing. 

b). My bank's material s which .... ~" . . '~.#'-' . '. 
assoc iated with the serv ice, such as A bDiSA !3ASAUN VERSm 
pamphlets or statements are visually :j LlSRARIE 

appeali ng. 
.O.BOX11 6 

AIlDll ABABA E1 ~IOPIA 
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SERVQUL SERVQUL Items Strongly Agree Neutral Di s Strongly 

Dimensions Agree Agree Disagree 

5 4 3 2 1 

2.Reliability a). Strong and competent 

9. 
banks do what they promise 

to do in a defin ite tim e. 

b). My bank do what it 

prom ises to do w ith 111 a 

time it promises to do. 

a). When a customer has a 

10. problem, strong and 

competent bank s should 

have a sincere interest in 

solvin g it. 

b). When I have a problem, 

my bank shows a sincere 

interest in so lv ing it. 

a). Strong and competent 

banks should perform the 
11 . 

service r ight the first time. 

b). My bank performs the 

service right the first time. 

a). Strong and competent 

banks should insist on error 

12. free reco rds 

b) . My bank insists on error 

free records 
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SERVQUL SERVQUL Items Strong ly Agree Neutr Dis Strongly 
Dimellsion Agree al Agree Di sagree 

s 5 4 3 2 1 
3.Respon a). Emp loyees of strong and competent 

sveness banks te ll cllstomers exactly when 

13. serv ice is performed. 

b). Emp loyees in my bank tell to their 

customers exact ly when service is 

performed. 

a). Employees of strong and competent 

14. banks sho uld g ive prompt service to 

custo mers. 

b). Employees III my bank gives me 

prompt service. 

a). Emp loyees of strong and competent 

15. banks sho uld a lways be will ing to help 

customers. 

b). Emp loyees III my bank IS always 

willing to he lp me. 

a). Employees of strong and competent 

banks should never be too busy to 

16. respond to customers' requests. 

b).Employees in my bank a re never too 

busy to respond to my request. 

a). Strong and competent banks shou ld 

have the ability to handling customers ' 

17 
transactions in a short & reasonab le time. 

b). My bank has the ability of handling 

my transactio ns in short & reasonab le 

time . 

18 a). Strong and co mpetent banks should 

have the abili ty of handling customers' 

complaints in a proper manner 

b). My bank has th e abi lity of handling my 

complaints in a proper manner. 
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SERVQUL SERVQUL Items Strongly Agree Ne utral Di s Strong ly 

Dimensions Agree Agree Disagree 

5 4 3 2 I 

4.Assurance a). The behav ior of 

19. employees 111 Strong and 

competent banks should 

instill confidence 111 

customers. 

b). The behavior of 

employees 111 my bank 

in still s confidence In thei r 

clIstomers. 

a). C ustom ers of Strong and 

competent banks should feel 

20. safe in their transactions. 

b).You feel safe III your 

transactions with your bank. 

a). ElI1ployees of Strong and 

com petent ba nks should be 

21. cons istently courteous with 

clistomers. 

b). Em p loyees III my bank 

are consistently courteous 

with me. 

a). Employees of Strong and 

competent banks should 

have the kn owledge to 

22. 
answer customers' questions. 

b) .Employees in my bank 

have the knowledge to 

answer my questions. 
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SERVQUL SERVQUL Items Strongly Agree Neu Dis Strongly 
Dimellsioll Agree tral Agree Disagree 

s 5 4 3 2 I 
5.Empathy a). Strong and competent banks should 

23. give customers individual attention. 

b). My bank gives me individual attention. 

a). Strong and competent banks should 

24. have operating hours convenient to all their 

clistomers. 

b). My bank has operat ing hours 

convenient to me. 

a). Strong and com petent banks should 
have em ployees who give clistomers 

25. personal attention and who can offer 
advice and gu idance to them. 
b). My bank has employees who give 
customers persona l attention and who offer 
advice and guidance to them. 
a). Strong and competent banks should 
have the location that suitable or 

26. convenient for its customers . 
b). My bank has the location that 
suitable or convenient for its customers. 

a). Strong and competent banks should 

27. 
have enough seats for its customers and 
moving inside should be easy 

b). My bank has enough seats for its 
customers and moving inside the bank 
IS easy 
Strong and competent banks should open 
enough number of tellers and have 
sufficient number of staff behind the 
counter during the busy hours of the 

28. 
day to serve its customers promptly. 

My bank opens enough number of 
tellers and has suffic ient number of 
staff behind the counter during the busy 
hours of the day to serve its customers 
promptly. 

Thank you! 
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JET 
FILE='C , \Program Files\SPSS Evaluation\SERVQUAL.sav' . 

)ATASET NAME OataSetl WINOOW=FRONT. 
FREQUENCIES 

VARfAB LES=Sex Qualification Occupation 
IORDER= ANAL YSIS 

rrequencies 

[Oa taSetl] C,\Program Files \S PSS Evaluation\SERVQUAL.sa v 

Statistics 

. 
Education Occupation of 

Sex of the level of the the 
Respondents Respondents Respondents 

N Val id 325 325 325 
Missing 0 0 0 

Frequency Table 

Sex of the Respondents 

Cumulative 
Frequency Percent Valid Percent Percent 

Valid Male 241 74.2 74 .2 74 .2 
Female 84 25 .8 25.8 100.0 
Total 325 100.0 100.0 

Education level of the Respondents 

Frequency Percent Valid Percent 
Va lid Below Grade 12 75 23.1 23 .1 

Certificate 36 11 .1 11.1 
Diploma 64 19.7 19.7 
Bachlor Degree 101 31 .1 31 .1 
Masters degree & above 49 15.1 15.1 
Total 325 1000 100.0 

Occupation of the Respondents 

CumulatIve 
Percent 

23.1 
34.2 
53 .8 
84 .9 

1000 

Cumulative 
Frequency Percent Valid Percent Percent 

Val id Business men 143 44 .0 44 .0 44 .0 
Gov't Employees 126 38 .8 38 .8 82 .8 
NGO and Private 

56 17.2 17.2 100.0 Org . Employees 
Total 325 100.0 t OO 0 
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