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Abstract: 

Service quality is defined as the degree of alignment between customers' expectations and their 
perceptions of the service received. Measuring of customers' satisfaction is also necessGlY to the 
process of serving customers. The purpose of this study is to assess whether the Commercial 
Bank of Ethiopia, North Addis Ababa District branch Banks customers were satisfied with the 
service they were provided by the banks and to identifY the areas in which the bank has serious 
drawbacks. To conduct this research, descriptive survey method was used. The questionnaire 
was designedji-om the SERVQUAL model which was developed by Parasuraman (1988). From 
the Jourteen branches of Commercial Bank of Ethiopia North Addis Ababa District Branches, 
four branches were selected purposely. To these selected branches, 300 questionnaires (75 
questionnaires to each branch) were distributed. As a result the SERVQUAL scores for thefive 
service quality dimensions and the 22 attributes of service quality dimensions were found 
negative. The customers of the banks were dissatisfied by the service quality of the bank provided 
to them. The customers were also ranked first reliability as the most important and 
responsiveness as the second important attribute of service quality dimension. To close the gap 
between cllstomers' expectation and perception, the bank managers are suggested to provide 
training to staff personnel who contact customers in the area of service quality dimensions 
e:,pecially reliability, assurance, responsiveness, empathy and tangibility. In relation to 
customers ' satisfaction, bank managers suggested to evaluate the service they provide to their 
customers from time to time. In addition to this, they are also recommended to facilitate ways 
receiving feedback and encouraging customers to provide them Jeedback. Finally, bank 
managers are also recommended to undertake investigation with regard to the most important 
service q1lality attribute to customers and based on the research result, they are suggested to 
mobilize financial, material and human resources towards the most relatively important attribute 
oJservice quality. 
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CHAPTER ONE 

Introduction 

This chapter presents background of the study; statement of the prob lems, significance of the 

study, pu rpose o f the study; limitation and delimitation of the study. 

1.1 Background of the study 

Accord in g to th e report of Min is try of Finance and Economic Development, today th e serv ice 

sector contributes a considerable percent to Ethiopian GDP. To contrary six years ago 

(2003/2004) agricultural annual growth rate was 16.9 percent while the service was growing 

at 6.3 percent. Now the services sector contributes 45.8 percent to Ethiopian's GDP for the 

phys ical year ended June 2009 mean wh ile, agricultural sector, which was dominant in the 

economy fo llow the service sector by contributing 42.2 percent to GDP. The contribution of 

industrial sector to the GDP was 12 .1 percent. Although the said economy is good by itse lf, 

service sector in reality should not exceed the agricultural sector at this early stage of 

Ethiop ian development. This may be the sign of distorted economy. But, the shift from 

manufacturing and agriculture to services is bei ng witnessed in countri es all over the world. 

With the increasing prominence of services in the global economy, service marketing has 

become a subject that needs to be studied separately. Market ing services is different from 

marketing goods because of the unique characteristics of services namely intang ibili ty, 

heterogeneity, peri shabi li ty and inseparability. 

These characteri stics al so require the marketing mix of services to be extended, to include 

process, peop le and phys ical evidence, in addition to the four traditional Ps of Product, 

Pri ce, Place and Promotion. Serv ice marketing is a people-dependent activity, owing to the 

fact that there is often no tangible product that is delivered to customers. 

The issue of quality management within banking services has drawn considerab le attention 

over the past few years. The move to managed servi ce has increased demands for outcome­

based accountabili ty, cost containment, and attention to customer-focused quality in order to 

remai n competitive in a rapid ly chang in g environ ment. This dual focus on drivin g down costs 

while increasing quality has in tens ifi ed pressures to understand, measure, and manage quality 

from a customer perspective. The intent of this research is to examine quali ty of service in 
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banking industry provided by the Commercial Bank of Ethiopia, NOIth Addi s Ababa District 

Branches. 

In bankin g industry, banking systems provide the same types of services, but they do not 

provide the same qua lity of serv ices. Furthermore, customers today are more aware o f 

alternatives and their expectations o f service have increased. Service quality can, therefore, 

be used as a strategic tool to build a distinctive advantage over competitors. Banks are 

strivin g for zero defecti on and retaining every customer that the company can profitably 

serve in order to achieve service excellence (Reichheld and Sasser, 1998). 

The ach ievements of zero defections require continuous effOlts to improve the quality of the 

service de livery system. Although quality cannot be improved un less it is measured, it can be 

defined from several perspectives, e.g., the ability to satisfy the needs and expectations of the 

customer (Bergman and Klefsjo 1988), or the totality of features and characteristics of a 

product or service that bears on its abi lity to satisfy given needs (Evans and Lindsay 1982). 

While there is an increasing recognition of the im portance of quality in banking services, its 

conceptualization and empirical assessment have remained limited. 

Quality is still an elusive construct for many human services organizations. This is due to the 

difficulty in shifting a customer-oriented viewpoint (Seiber 2003). Since the central tenet of 

the quality paradigm is the importance of understanding and utiliz ing customer data to drive 

operational and strategic decisions, defining qua li ty from the outside-in based on customer 

information is critical. This shift in defining quality often necessitates a fundamental change 

in the way professionals, managers, staff, and po licy makers think about and identify those 

who "buy" or "use" products and services (Brannen and Streeter 1986). The "customer" label 

is not typically associated with those who use banking services. Instead, organizations in this 

sector have traditionally referred to service users as "clients" or "customers." This client vs. 

customer difference is more than semantic. The client label suggests a pass ive voice in the 

service delivery process, which is reflected by profess ionals in the field who question th e 

credibil ity of c l ient evaluation of services. 

On the other hand, customer carries an image of an active participant with more input in 

determining choices and decisions. Clients of human service organ izations who follow 

directi ons from profess ionals and make few demands on the system are labeled as 

"cooperati ve . II 
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In contrast, customers in the business sector who are loya l to the service, interact with the 

sta ff, and are wi lling to show their preferences are viewed as "desirable customer" (Walsh 

1977). As customers do not easi ly art icu late banking service quality, the recipient of the 

service can only really assess it, thereby making its measurement more subjective than exact. 

Hence, the measurement of banking serv ice quality has to be based on perceived quality 

rather than obj ective quality because services are intangible, heterogeneous and their 

consumption and production occur simultaneous ly. 

Lewis and Booms (1989) believed that service quality is a measure of how we ll the service 

level matches customers' expectations. Gronroos (2007) perceived service quality as a result 

of what customers receive it. Parasuraman et al (2004) defined serv ice quality as perceived 

by customers and items from a comparison on their expectations of the services they wi ll 

rece ive with their perceptions of the performance of the service provider. Expectations are the 

wants of customers, i.e., what they feel a serv ice prov ider should offer, whi le perceptions 

refer to the customers' evaluation ofthe service provider. 

The purpose of this study is to assess the quality of service provided by the Commercial of 

Eth iopia (CBE) North Add is Ababa District Branches to their customers from customers 

prospect ive and to measure the customers' satisfaction. The study also seeks to identify the 

service qual ity dimension that customers value more in relation to bank services. 

The Commercial Bank of Eth iopia (CBE) is the largest bank in Eth iop ia and has about birr 49 

billion in assets (end of 2008) accounting for some 63.5% of deposits and 38% or so loans. 

The bank has about 8000 employees who staff the headquarters and 206 branches positioned 

in the main c ities and regional towns, including Addis Ababa. 

Commercia l Bank of Ethiopia prov ides a number of services to its customers. Some of these 

services are enumerated as follows: Saving account, fixed deposit, checking account, money 

transfer, foreign trade relation, safe deposit locker, foreign exchange service, loan and other 

specifi c services. The bank provides foreign trade relation and foreign exchange serv ice in its 

limited branches located in Addis Ababa. 
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1.2 Statement of the problem 

Understanding consum ers and consumer needs and requirements is the guiding phi losophy of 

market ing. A marketing orientation requires the organization to view its business from the 

po int of view of its customers. Commercial Ban k of Ethi opia North Addis Ababa branches 

has been critic ized in the past for its lack of attention to the costum ers and has been slow to 

adopt the marketing philosophy. It is not surpri sing that with in a rapidly changing 

environment, banks have been fo rced to change the way in whi ch they respond to the market 

place, becoming less foc used on products and more focused on customers and relationshi ps, 

less focused on the short term and more focused on the long term . 

Together with fi ve qua li ty dimensions identified from the literature, thi s study seeks to 

prov ide a more holi stic comprehension of banking service quality of the Commercia l bank of 

Ethiop ia North Addi s Ababa District Branches. 

The followi ng questions were developed and answered in relation to customer service quality 

ofCBE North Add is Ababa District Branches. 

I. Is there a di ffe rence between customers' expectations and the ir perceptions of service 

tangibili ty, reli abili ty, responsiveness, assurance, and empathy at Commercial Bank of 

Ethiopia, North Addis Ababa District Branches? 

2. Are the Customers of Commercial Bank of Ethiop ia North Add is Ababa District 

branches sati sfied by the Service they received from the Bank? 

3. From the serv ice qua li ty d imension, wh ich one do the customers va lue more for bank 

service? 

J.3 Pu .. pose of th e study 

1.3.1 Genera l purpose 

The general purpose of thi s research is to assess the bank serv ice quality provided by the 

Commercial Bank of Ethiopia, North Add is Ababa District Branches fro m customers 

prospect ive and th e level of customer satisfaction. 
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1.3.2 Specific purposes 

The specifi c purposes of thi s study are: 

I. To determine key areas of service quality gap of Commerci a l Bank of Ethi opia North 

Addis Ababa District Branches. 

2. To identifY the service qua lity dimension that customers value more in relation to 

bank service. 

1.4 Significance of the study 

This stud y has the following significances: 

I. The study result would enable the commercial banks, in particu lar the commercial 

bank of Ethiopia to identifY and improve its service quality gap in providing quality 

service to its customers. 

2. The study results can assist pol icy makers in the area of banking industry in desi gnin g 

policies which best fit with customers' requirement. 

3. The study result w ill also serve as a base for other researchers who would like to 

conduct further research in the area of bank service quality. 

1.5 Delimitation of the Study 

Now days there are a number of banks that are engaged in providing banking service in 

Ethiop ia. One can group them into two broad categori es. These are private banks and state 

(govern ment owned) banks. From government banks, Commercial Bank of Ethiopia has the 

largest share in term s of number of customers, number of branches all over the nations and 

outside the nati on and al so it is the first bank in the banking industry of the nation . But, 

because of shortage of time, money and people thi s study is delimited to the study of 

Commercial Bank o f Ethiopia North Addis Ababa District ( 14 branches). The remaining 237 

branches of ihe CBE were excluded from the study. The study results also applied to only 

th ese branches. 
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1.6 Limitations of the study 

One of the major limitations of this research was absence of statistics and research papers 

conducted in the bank service quality in the past in Ethi op ian context. Thi s is because of 

absence of serious study in the serv ice sector. The other limitations are: 

I. the statist ical population of this research is limited to customers who walk-into the 

banks under study during two weeks of the data gathering period: 

2. Obtaining exact figure of the popu lation of the study is also another limitation. 

This is because of registration of new customers and withdrawal of ex ist in g 

customers every day; 

3. The study is limited to on ly one district ofCB E; and other branches out of the 

selected district were not considered; and 

4. Some respondents start to fill the questionnaire and suddenly stop when their 

name is ca lled by the bank clerk for the service and leave the bank before 

completing the questionnaire. 

All the above mentioned limitations and other specific restra int affect my work to some 

extent. Even with a ll these limitations, the researcher successfull y completed the research 

within a given period of ti me and good result. 

1. 7 Organization of the Study 

This study is divided into five chapters. By now the contents of the first chapter has been 

presented. Consequently the contents of the following chapters w ill be brie fl y di scussed 

below. The first chapter deal s with background of the study; statement of the problem; 

purpose and significance of the study, lim itations and delimitation of the study. The second 

chapter illustrates research methodology, research limitation and delimitat ions, data 

collection and method of data analys is used in the study. The th ird chapter present literature 

review related to the study. The fourth chapter depicts data analysis and finding. Finall y, the 

fifth chapter portrays summary conclusions and recommendations of the study. 
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CHAPTER TWO 

LITERA TURE REVIEW 

Introduction 

This chapter discusses what service quality means from different academic points of view, 

why it is important for organizations to understand services, how customers evaluate it and 

the linkage between hi gh perce ived service qua li ty and customers sati sfaction. 

Furthermore, it also discusses why service quality needs to be measured to understand the 

customers' expectations and perceptions in order to ga in numerous advantages. In addi t ion to 

that, it discusses service quality conceptual modes and issuers around those models. 

Finall y, thi s chapter will lead to an understanding of how service quality measurement 

instrum ents evo lve espec iall y the SERVQUAL instrument and the concept o f customers' 

sati sfacti on and the instrument used to gather data about customer sati sfaction. 

2.1 Definition of Quality 

The term "Quality" has many defi nitions and interpretations, but the genera l defin ition 

having been applied is as fo llows: 

David Grav in ( 1987) has classified as fo llows: 

P rodu ct based quali ty 

In thi s respect certain features and spec ifi cations of product are taken into account whi ch are 

measured and at the same time are representing a hi gher quali ty as well. 

Goods specifications based quality 

In thi s view point, th e experts introduce specific features of a product or service and the 

closer the manufactured product to these features, the higher quality is considered. 

Consumer based quality 

According to thi s, the consumer is the determinant of the quality of goods and services, based 

upon hi s vi sion, the types o f goods and services that sati sfY his/her needs are in higher 

quali ty. More trul y in thi s point of view customer satisfaction and the quality of service are to 

be known as a unity. In thi s research the researcher will fo ll ow thi s view po int. 
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Cost based quality 

Th is v iew po int mainly emphasizes the e lement of price, in other words, on the bas is of thi s 

view point, the quality of a prod uct or service wou ld be its accepted price and logical cost. 

With regard to the fact that in today 's competitive world, consideration of customer's needs 

and expectations and subsequently fulfi llment of customer sati sfaction is one of the most 

important organizations' success factors. 

2.2 Service Quality 

Service qua li ty is a concept that has aroused considerable interest and debate in the literature. 

Relati onship between satisfaction and service quality is the key to measure user sati sfaction 

(Pitt et ai, 1995). 

In addition to this the definitions of service quality revolve around the idea that it is the resul t 

of compari son that customers make between their expectations about a service and their 

perceptions of the way the service has been performed (Lewis and Booms, 1983; Lehti nen 

and Leht inen, 1982; Gronroos,2000; Parasuraman et ai , 1985, 1988, 1991 , 1994). 

Furtherm ore, Service qual ity (SQ) has become an im portant research topic because of its 

apparent relationship to costs (Crosby, 1987), profitability (Buzz and Gale, 1987); (Rust and 

Zahorik 1993); (Zahorik and Rust 1992), customer sati sfaction (Bolton and Drew, 1991 ) and 

customer retention (Reicheld and Sasser, 1990). 

Services have been studied extensive ly since 1980's. The idea of linking service value and 

customer satisfact ion has existed for a long time. Studi es indicate that there are links among 

customer satisfaction, customer .loyalty and profitab ility. During recent years, there have been 

studies that have estab lished mechanisms that attempt to establish connection between 

service quality, customer satisfaction, customer loyalty and profitability (Gronroos, 1978, 

Gronroos, 1980, Gronroos, 1982, Parasuraman et al. 1985, Sewell and Brown, 1990, Jones 

and Sasser, 1995, Heskett, 1997, Anderson and Mitta l, 2000) . Th is research also assesses the 

relationship between serv ice quality and customers' satisfaction by using bank customers of 

Commercial Bank of Ethiopia North Addis Ababa District Branches . 
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In businesses where services are part of the business, the services are visible to the customer. 

Therefore it would be quite natural that such services would have a major impact on the 

customer satisfaction. In the context of bank service, thi s is more important. Serv ice quality 

can be exp lained as perceived performance from customer prospective. 

Some studies have been undertaken to identi fy quality dimensions and detailed aspects of 

services and their relations sh ip with customer satisfacti on. The SERVQUAL approach is the 

most common method for measuring service quality developed by Ze ithaml et al (1988). In 

thi s study, as ment ioned earlier, different innuencers of customer satisfact ion are goi ng to be 

addressed based on previous studies, in which perceived performance wou ld be one of them. 

Most of the products available in the market are made up of a combination of tangible goods 

and intangible serv ices. In some businesses, service is the essential part of business activity; 

in other businesses service simply supporting the tangible goods Dale, (1999). 

Zeithaml and Bitner (2000) identi fy the services as accomp li shment, processes and 

performances. Therefore, services have their own intrinsic qualities wh ich distingu ish them 

from goods. Parasuraman, Zeithaml and Berry (1988) emphasizes that knowledge about 

goods quali ty is insufficient to understand service quality due to three intrinsic characteri stics 

of services namely intangibil ity, heterogeneity, and inseparability. 

Parasuraman et a l ( 1988) further explains that services are performances or experi ences and 

therefore intangible. The personal qualities of service provider often lead to variable levels of 

services and therefore heterogeneity. Quality in serv ice mostly occurs during the service 

deliver and therefore serv ices are inseparable from its production and consumption. 

In add ition to the above characteristics of services, Zeithaml and Bitner (2000) introduced 

peri shabil ity to the list by arguing that services cannot be saved, stored, resoled or returned. 

Berry and parasuraman (199 1) emphasis that in a service business the four P's marketing 

strategy (product, place, promotion and price) have no use without a quality. In the total 

quality management literature, Deming (1998) and Crosby (1980) emphasizes the advantage 

of quality in two different ways. 

Dem ing (1998) advocates that organi zations need to create consistency of purpose towards 

improvement of product and services wi th an emphasis on improvement in quality to become 
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competiti ve, stay in business and provide jobs. Deming (1998) argues that quality pays off in 

the form of increased profit and reduced cost. 

Conversely, Crosby ( \980) states that quality is 'free' by arguing that the benefits of 

suppl yi ng quality products and servi ces payoff in the form of business profits which are 

worth more than th e money spent on quality improvement programs. However, Dale (1999) 

suggests that quality is not a competiti ve weapon it once was as it is now expected as a given 

req ui rement of any product or service. 

Bearden and Teel (1983); Buzzel and Gale (1987) found a positive relationship existi ng 

between hi gh perceived service qual ity and cllstomer satisfaction. Pos itive relationship 

between perceived service quality and customer satisfaction creates true customers, increases 

efficiency and benefits from increased market share and profit, heavy sales vol ume, high 

revenue and reduces costs by economies of sca le (Anderson and Sullivan 1993, Zeithaml , 

parasuraman and Berry, \996). 

Satisfied customers do not switch their service provider and therefore cost of reta ining 

ex isting customers are significantly lower than attracting new customers. These customers 

spread their satisfaction by positive word of mouth whi ch influences non-ex istent customers' 

desires to engage with the organization and work as free promotional agents (Gronroos 2007, 

Zeithaml and Bitner, 2000). 

Low perceived service quality leads to loss of sales and profits as customers switch to 

competitors (Zeithaml et aI, 1996; Yang, 2003). Thi s dissatisfaction is spread by negative 

word of mouth result ing in loss of sales and profit (Kumer and George, 2007) . 

During the last two decades, academic, (Gronroos (\984)); Parasuraman, Zeithaml and Berry, 

(1985); Cromin and Taylor, (1992) ; Teas, (1993) have explained the key attributes of servi ce 

quality, and how to measure them and stressed that for any organization to compete 

success fully, it needs to understand the customers' expectation and perception of service 

quality as thi s influences the customers ' choice of service provider. 
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2.3 Service Quality theory 

Service quality is defined as the result of the comparison that customers make between 

expectations about a service and perception of the way the serv ice was del ivered (Le htinen 

and Lehtienen, 1982; Groonroos 1984; Parasuraman, Ze ithaml and Berry 1985). On the other 

hand, Brady and Cromin (200 I) identified that the fo undation of service quality theory has 

some connection with the quality and customer satisfaction literature based on the 

d isconfirmation paradigm identified in physical goods literature (Cardozo 1965 c ited by 

Brady and Cromin, 200 I). 

The di sconfinnation paradigm indicates the size and direction of person initial expectations in 

relati on to the experience received (Parasu raman et ai, 1985). Therefore, the disconfirmation 

is the s ize of the gap between prior expectation and the actual performance received. 

Directions are; positive, negative and zero disconfi rmation. When a service is performed 

better than expectation, a positive disconfirmation occurs resu lting in satisfaction and when a 

service is be low the expectation, a negat ive disconfirmation occurs resulting in 

dissat isfaction. When a service is performed as expected zero disconfirmation occurs 

(Parasuraman 1985). 

By bui ldi ng on this theory, Gronroos (2000) states that, customers compare the service they 

expect with the perception of service they receive when evaluati ng the service quality. In an 

exp lanatory research of serv ice quality Parasuraman et al (1985) state that a perceived service 

quality is the result of a comparison between what consumers consider the serv ice shou ld be 

and their perceptions about the actual performance delivered by the service provider. 

Parasuraman et al (1988) defined perception as customers' beliefs concern ing the service 

recei ved and the expectation as desires or wants of customers perceived. Parasuraman et ai, 

( 1990) have mentioned four key factors in shapi ng customers expectation. These are; word s 

of mouth heard from other customers, personal need, prior experience and adverti sement and 

external communication. 

2.4 Development of service quality models 

Understand ing the key in gredients of serv ice quality and the best way to measure and fulfill it 

is a keenly debated area in service marketing and as a result there are some service quality 

model s especiall y the ' perceived service quality models' (Gronroos 1984) and the Gaps 

model (Parasuraman 1985) whi ch have emerged and evolved in service marketing. 
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2.4.1 Gronroos Perceived Service Quality Model 

According to Gronroos (1984), the service quality experienced by a customer has two 

di mensions; namely technical quality and funct ional quality. Functional quality describes 

how the service is de livered and technica l quality describes what the customers received 

du ring a service delivery. In thi s research, the fu ncti onal quality which describes how the 

service is delivered was used in assess ing eBE, North Addi s Ababa Distri ct Branch 

customers. 

Accordin g to Gronroos (1982), the quality of a service perceived by customers will di ffer 

depend ing on what strategy the company chooses to deliver and promote that service. The 

servi ce qua li ty model by Gronroos holds that the quality of a service, as it is perceived by the 

customer, can be divided into technical quality and functional quality dim ensions. The former 

denotes what the customer receives as the output of a service production process and the 

latter how the technical quality is produced and transferred to the customer during bu yer­

sell er interactions 

Expected service 

Perceived service Quality 

Corporate image 

Technical Quality Attitudes 

Mach ine Customer 

Technical 
computerized Contact 

Quality 

syst em Accessibility 
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Functional 
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Figure 1: The Service Quality Model ronroos p. 
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Gronroos posits that the technical quality is the " basic condit ion for a positively perceived 

total quality, but the functiona l quality is the one that adds competitive edge" (Gummesson 

and Gronroos 1987). Furthermore, in the relationship marketing, the growth of the 

importance of functiona l quality in comparison to technical quality becomes a strategic one 

(Gronroos 1993). The distinction is also made in the model between perceived and expected 

service qua lity and it is suggested that the quality is perceived subjectively. Gronroos ( 1988) 

fUlther develops the model by positing that in the case of a company, which extends product 

offer with services, it is more appropriate to talk about total perceived quality. Accord ing to 

him, a high perceived quality is obta ined when the experienced quality meets customer 

expectat ions, i.e. the expected quality. However, if the expectations are unreali stic, the total 

perceived quality will be low, even ifhigh quality was experienced (Gronroos 1988). 

Expected Quality 

/~ 
Marketing 

communication 

Customers need 

Image 

Words of mouth 

Total perceived quality 

rr:=======~ced quality 

-!r 

Figure 2: the Total Perceived Quality (Gr6nroos 1988, p.31) 
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The ex pected quality is heavil y innuenced by market communication (adverti sing, sa les 

campa igns, PR and direct mail), word-of-m outh, company image, and customers ' needs. 

Whil e a company directly contro ls market communication, the word-of-mouth and company 

image are outs ide its immediate reach. Gronroos conc lusion is that the total perceived quality 

is not onl y defined by the level of technical and functional dimensions, but a lso by th e gap 

between the expected and the experi enced quali ty. 

The organizations image works as a fi lter and can thus pos itivel y or negatively modi fy the 

customer perception of serv ice quality. Gronroos (2007) acknowledged that the mode l was 

intend ed to offer a conceptual frame work to understand the features of service and is not a 

measurement model. Gronroos (200 I) identifies a li st of determinants of good service quality 

and argues that the list needs to be short but comprelWJ1sivel y for it to be use ful for 

managerial purposes . By expanding the argument Gronroos (2007) emphasizes that the 

foll owing seven criteria of goods perceived service quality are the determinants that need to 

be cons idered when eva luat ing the service quality of any organization: 

I. profess ionali sm and skill s 

2. attitude and behavior 

3. accessibility and fl ex ibility 

4. rcliability and trust worthiness 

5. service recovery 

6. servIce cape 

7. reputation and credibil ity 

However the above seven criteri a of good service quality have very s imilar characteri sti cs to 

parasuraman et al ( 1985) ten determinants of service quality. 

L Tangibles: Appearance of phys ica l facilities, equipment, personnel, and 

communi cation materi als. 

2. Reliability: Ability to perform the promised service dependabl y and accurate ly. 

3. Responsiveness: Willingness to help customers and provide prompt service. 

4. Competence: Possession of required skill and know ledge to perform service. 

5. Courtesy: Politeness, respect, consideration and friend liness of contact personnel. 

6. C redibility : Trustworthiness, be lievability, honesty o r the service prov ider. 
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7. Feel secure: Freedom from danger, risk, or doubt. 

8. Access: Approachable and easy of contact. 

9. Communication: Listens to its customers and acknowledges the ir comments. Keeps 

customers informed in a language which they can understand. 

10. Understanding the customer: Mak ing the effort to know customers and their needs. 

How are expectations formed? 

Given the central importance of expectations, it is important to understand how they are 

formed (Qua lity Accounts Commiss ion, I 999) .The basic key factors most commonl y seen to 

influence ex pectations are described as: 

Personal needs: any customer or user of a service w ill have what they regard as a set of key 

personal needs that they expect the servi ce to address. These will vary from service to service 

and from customer to customer. A clear understanding of these needs is necessary to design 

an appropriate service. 

Previous experience: many wi ll have had service encounters before. Their prevIOus 

experience wi ll in part influence their future expectations of the service. This can include 

their past experience of the service in question, but also of other services - for pub I ic 

services, expectations will be influenced by experience of sim ilar private services. 

Word of mouth communications: expectations w ill be shaped by communications from 

sources other than the service provider itself. This can include family, friends and co lleagues, 

but more wide ly the media and other organ izations, such as audi t agencies. 

Explicit service communications: statements from staff or from leaflets or other publicity 

material can have a direct impact on expectations. 
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Implicit service communication: this includes factors such as the physical appearance of 

buildings e.g. renovation may lead the customer to expect other service aspects to be of 

hi gher quality. The impact of brand image or service reputation (covered by word of mouth 

communications above) on expectations is seen as central in a number of public and pri vate 

sector studies. Th is wou ld seem to be a particularly important concern for public services, for 

two key reasons. Firstly, it is argued that in the absence of detailed information about 

competitor services or alternatives, the importance of image is increased. This is likely to 

make this factor a centra l aspect of views of many public serv ices, given the generally more 

constrained cho ice and limited benchmarks available to customers. Furthermore, the range of 

impacls on the image of public services is li kely to be somewhat wider than for private 

services. 

Persona l needs 

Implicit se rvice 

information 

Previous experience 

Customer expectation 

of service 

Va lues/be liefs 

/c::..0rds mouth ~ 

Explicit service 

communication 

Figure 3: how perception is/orllled (Dillsdale and Marsden 1999, p.43) 
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2.4.2 Parasuraman et al (1985) Ga ps model (Base of the SERVQUAL) 

Parasuraman et a l (1985) view perceived service quality as gap between the 

Word of mouth Personal needs Past experience 

Expected se rvice 

Gap 5 

Consumer 
Perceived service 

t 

Gap 1 Service de livered Gap 4 
including pre and post External 

Provider c.ont~r.t commun ication to 

custome rs 

Gap 3 

Translation of 

perceptions into se rvice 

quality specifi cat ion 

Gap2U i 
Management perceptions of 

customers' expectation 

Figure 4: Customer's Conceptual model of service quality Ithe gap analysis model! 

Published by the American Marketing Association. Zeithaml, Berry and Parasuraman 1988 
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perception of the rece ived service quality and the customers' expected level of service quality 

(service quality = perception _ex pectation). The centra l focus of the gap model is the 

customer's gap. Zeithaml and Bitner (2000) and Parasuraman et al ( 1988) have dev ised an 

instrument known as the SERVQUAL instrument (a questionnaire) to measure it. The 

instrum ent consists of twenty two questions of twenty two attributes to measure th e customer 

gap or the gap between the customers' expected and perceived serv ice. The five gaps and the 

reason why they occur are discussed by zethaml et a l 1985 and cited by Gronroos (2000) are: 

Managing perception Gap (Gapl) 

This Gap means that management perceives the quality expectat ions inaccuratel y. Thi s ga p is 

due to: 

• Inaccurate information from market research and demand analysis; 

• Inaccurately interpreted information about expectations; 

• Nonexistent demand analysis 

• Bad or nonexistent upward information from the firm 's interface w ith its customers to 

management; and 

• Too many organ izati onal layers stop or change the pi eces of information that may 

fl ow upward from those involved in customer contacts. 

The Quality specification Gap (Gap 2) 

Thi s gap means that service quality specifications are not consistent with management 

percept ions. Thi s gap is a result of 

• Planning mistakes or insufficient planning procedures 

• Bad management of planning 

• Lack of clear goa l setting in the organization 

• Insufficient support for planning for servi ce quality from top management 
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The service delivery gap (gap 3) 

This gap means that quality specifications are not met by performance 111 the service 

production and delivery process. This gap is due to: 

• Specifi cations which are too complicated and lor too rigid ; 

• Employees not agreeing with the spec ifications and therefore not fulfilling them; 

• Specifications not be ing in line with the ex isting corporate culture; 

• Bad management or service corporati on; 

• Lacking or insuffic ient internal marketing; and 

• Technology and systems not facilitating performance according to specifications. 

The Marketing Communication Gap (Gap 4) 

Th is gap means that the promises given by Market communication activit ies are not 

consistent with the service delivered. This gap is due to: 

• Market communication planning not being integrated with service operations; 

• Lack or in sufficient coord ination between traditional external marketing and 

operati on; 

• The organization failin g to perform according to specification, whereas market 

communication campaigns follow these specification; and 

• An inherent propensity to exaggerate and, thus, promises too much 

The perceived service quality gap (gap 5) 

Th is gap means that the perceived or experienced service is not consistent w ith the expected 

service. This gap results in: 

• Negatively confirmed quality (bad quality) and a quality problem; 

• Bad word of mouth ; 

• A negative impact on corporate or local image; and 

• Lost business 
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The Bank service quality gap in the banks under study may happen due to one or more the 

above mentioned gaps. Therefore managers should able to manage these gaps in order to 

minim ize the d issati sfaction of the customers and to increase bank service quality. 

Parasuraman et a l ( 1988) c ited that the natu re of the characteristics customers use to eval uate 

the qua li ty of goods is different when they eva luate the expected service and perce ived 

serv ice quali ty and stress the necessity of identi fy ing the characteristics that represent the 

eva luat ive criteri a customers use to assess service quality. 

Therefore, in earli er research Parasuraman et a l (1985) ident ifi ed ten characteri st ics 

(determinants) which customers lise to evaluate servi ce quality based on a series of foc us 

group sessions. Later Parasllraman et a l (1988) reduced the ten determ inants into fi ve specific 

dim ensions (table I) after discovering that there was a considerable correlati on among the 

orig ina l ten determinants. 

Parasuraman et al (1990) c laimed that those five are di stinct dim ensions of service quality 

which the SERVQUAL instrum ent is based on. To assess the service qua li ty of CBE North 

Addis Ababa d istrict branches the rev ised fi ve d imensions were used. 

2.5 Customer Satisfaction 

Understanding and measuring sati sfaction is a central concern . Satisfacti on is a wide ly 

accepted concept desp ite rea l diffic ulties in measuring and interpreting typ ical approaches to 

its assessment. The most common approach is the use of general sat isfaction surveys 

undertaken every few years and designed to track changes over time, but we will describe 

others in part fo ur. There are however, a number of di ffic ulties with the concept of 

satisfaction (Commun ities Scotland, 2006:20). 

• It is not static, but changes over time; new experiences and leve ls o f awareness 

will alter the potentia l leve ls of satisfaction th at could be achi eved. 

• It is li kely to be complex and the result of a mi x of experiences before, durin g and 

after the point at whi ch it is measured. 
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• It occurs in social co ntexts wh ich are varied and chang ing and may be 

unpred ictab le or inexpressible to the servi ce user. 

• It may be difficult to express the reasons for sati sfacti on; parti cularl y where less 

tangible aspects o f services are being considered. 

• It may be easier to express the reasons for dissatisfaction, particularly if thi s is the 

excepti onal state. 

• Without understandin g the causes of satisfaction , there is a dan ger that we mi ght 

treat a "good resu lt" as a reason not to change anyth in g, seeing it largely as a PR 

tool. 

In order to get a better view on satisfaction , we describe some key elements in thi s part. The 

model that has underpinned the sati sfacti on approach is the disconfirmat ion theory, whi ch 

suggests that customer sati sfaction with a service is related to the size of the di sconfirmation 

experience; where di sconfirmation is related to the person 's in itial expectations. If experience 

of the service greatly exceeds the expectat ions cli ents had of the servi ce, then satisfaction wi ll 

be hi gh, and vice versa. In the service quality literature, perceptions of service delivery are 

meas ured separate ly from customer expectations, and the ga p between the two. P 

(percept ions) - E (expectations), provides a measure of service quality and determ ines the 

leve l of sati sfaction. 

Berry and Parasuraman (199 I) have found that reliab il ity has repeatedly emerged as the most 

critica l dimension when measur in g the relative importance of the five dimensions using the 

SERVQUAL questionna ire in ten studies and c laim that the reliability dimension is the 

essence of serv ice qu ality of the very core o f service marketing exce ll ence. However, there 

are some concerns for th is c laim Babakus and Bo ller, (1992) argues that the most critical 

dimension is and the number of dimensions is dependents on the industry in which service 

quali ty is be ing measured. This stud y is a lso to test whether thi s is true or fal se in a banking 

serv ice context. 

2.6 Characteristics of Services 

Bitner, Fisk and Brown ( 1993) suggest that the major output from the service marketing 

literature up to 1980 was the delineation of four service characteristics : intangib ility, 

in separabi lity, heterogeneity and peri shab ility. These characteri stics underpinned the case fo r 
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service marketing and made serv ices marketing a field of marketing that was distinct from the 

marketi ng of product. 

2.6.1 Intangibility of services 

The literature highlights intangibility as one of the key characteristics of servi ces. Regan 

(1963) introd uced the idea of services being "activities, benefits or are satisfactions" which 

are offered for sale, or are provided in connection with the sale of goods. 

The degree of intangibility has been proposed as a means of distinguishing between products­

services (Levitt, 1981). Darby and Karin (1973) and Zeithaml (1981) highlight the fact that 

the degree of tangibility has implications for easy with which consumers can evaluate 

services and products. Other studies suggest that intangibi lity cannot be distinguished clearly 

between all products and services. 

Onkvisit and Shaw (199\) feel that the importance of intangibility is over emphasized. They 

believe that the service provider's offer is their "productive capac ity" and not the intangible 

nature of the offer. 

2.6.2 Inseparability of services 

Inseparab ility is taken to reflect the simultaneous delivery and consumption of serv ices 

(Zeithaml 1981 ; Brown 1990 and Onkvisit and Shaw 1991) and it is believed to enable 

consumers to affect or shape the performance and quality of the serv ice (Gronroos, 1978; 

Ze ithaml, 1981). 

2.6.3 Heterogeneity of Services 

Heterogeneity reflects the potential for high variability in services delivery (Zeithaml et al 

1985). This particular problem for services with a high labour content as the service 

performance ofpeop1e can vary from day to day (Zeithaml, 1985; Onkvisit and Shaw, 1991). 

Onkvisit and Shaw (1991) consider heterogeneity to offer the opportunity to provide a degree 

of flexibility and customization of the services. Wyckham et al (1975) suggest that 

heterogeneity can be introduced as a benefit and point of differentiation. 
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2.6.4 Perishability of services 

The fourth characteristic of services hi ghlighted in the literature is perishability. Peri shability 

is the inability of a servi ce to be inventoried or stored (Kurtz and Clew, 1988). In general , 

services cannot be stored and carried forward to a future time period (Zaithaml et ai, 1985). 

Onkvisit and Shaw (1985) suggest that the services are time dependent and time important 

whi ch make it very perishable. Hartman and Lindgren c laim that the " issue of perishability is 

primari Iy the concern the service producer" and that the consumer only become aware of the 

issue when there is insufficient supply and they have to wa it for the service. 

2.7 Why measure services with different measures? 

Many studies suggest that there is a fundamenta l difference between products and serv ices 

namely it is the way they are produced and consumed (Gronroos 1990; Gronroos 

1998),(Edvardsson 1997; Edvardsson 2000) (Bateson and Hoffman 1999). The time period 

between service production and consumption is considerably shorter than for prod ucts . Most 

o f the services are produced "on a spot" in an interacti ve process, in which customers and 

compan y employees meet. 

Satisfaction with serv ice quality depends on a large number of d imensions - both tangible and 

intangib le attributes of the product-service offer. The impact of intang ible dimensions on 

consumer satisfaction is of particular interest at thi s point. 

Many psycho logical stud ies even show that non-verbal behav iour by the service provider 

greatly affects serv ice eva luation (Gabbott Mark 2000). For example, the quality of 

interaction between customer and service prov ider influences customers' perception of 

service qua lity. In services, a single employee may affect service efficiency and consequent 

customer sati sfaction with the service (Barnard 2002). Even customers own involvement and 

participation in the servi ce deli very affect customer satisfaction (Kelly, Skinner et al. 1982). 

Due to the differences in production and provIsIon of products and serv ices, customers 

eva luate quali ty and attributes of materia l goods and servi ces in different ways (Mathe and 

Shapiro 1993). This realization has initi ated a discussion on the need for spec ia l tools for 

eval uat ing more diverse and less tangible services (de Brentani 1989). Responding to the 

grow ing demands for developing specific and reliable ways to measure customer satisfaction 
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in service in dustries, a number of stud ies have been conducted that suggested methodologica l 

fram ewo rks for measuring customer sat isfaction (Markovic and Horvat 1999). 

Other studies looked at what measures are used by service companies for measuring customer 

satisfacti on. Studying how financial sector measures customer satisfaction Edgett and Snow 

( 1997) showed that even though it is mostly tradit ional (financ ial) measures that are being 

used by the sector, they do not provide a suffic ient basi s for innovation in servi ces and 

mu ltid imensiona l approaches need to be devi sed. The two most often used types of measures 

in service companies are the increase in the number of customers and in crease in portfo lio 

dollars. However, the most usefu l types were direct personal interviews with customers and 

measure of custom er expectations and perceptions. Surpris ingly, companies use traditiona l 

quantitative measures, but perceive qualitative measures as the most use ful. Authors 

conc luded that financial in st itut ions are not sati sfied that the traditiona l accountin g-type 

measures are present ing the full performance picture for new products (Edgett and Snow 

1997). 

2.8 Instruments for measuring cllstomer satisfaction 

In spite of var ious standpoints and theories of consumerism, different di scip lines genera ll y 

employ similar sets of approaches and too ls for studyin g consumer satisfact ion. The 

approaches can be exploratory, descriptive, comparative or interpretative, and the most 

common tools are consumer surveys/polls, interviews and focus group di scuss ions. 

Exploratory and descriptive approaches are usuall y employed for evaluating att itudes, 

opin ions, and public understanding of various issues, i. e. health and environment, consumer 

attitudes towards spec i fi c in struments or coercive measures. 

Comparative and exp lanatory approaches are involved in studying part icular consumer 

behaviors, i. e. recycling; and for development of predictions of spec ific factors that may 

affect values and attitudes, which in their turn may lead to changes in behavior. Interpretat ive 

methods and env isioning are used for pred icti ng the consequences of part icular consumption 

patterns, i.e. demateria lized lifestyles. 
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2.8.1 Surveys 

Customer satisfaction surveys are a questionnaire based inform ation co llection tool to 

determine the level of satis facti on with various product or service features. Developing a 

good questionna ire is the key to collecting good quality inform ation. Questions must be short 

and concise, well formulated, easy to interpret and answer, and faci litate unbiased responses. 

Survey techn iques and questionnaire designs are well known to research community and 

multipl e gu idance from different di sc iplines ex ist (Hayes 1998), (Kess ler 1996), (Chakrapani 

1998). (Gerson 1994), (H i II , Brierley et al. 1999), (Reidenbach and\ McClung 1998)). 

Many methods are being used for gatherin g survey informat ion. Telephone surveys are 

genera ll y used to co llect data from a large group of customers and to target segment markets. 

They are more effective in obta ining data than mail or e-mai l questionnai res and can 

potent ia lly provide a higher depth of data (Fetz 1996). Online surveys offer an economical 

and fast alternative form of surveying. They can be utilized w ith current customers, or the 

enti re on-line pop ul ation to provide fast feedback on satisfaction and allow quick automat ic 

informat ion process ing. 

Mail surveys are the least expensive approach, but they often have a low response rate (20-

30%), this becomes problematic for the stati st ical reliability of the data. These surveys also 

do not permit fo ll ow-up questions and do not offer the depth of a telephone survey (D ickey 

1998). Relurn cordI all ow getting customer response and certain possibility for meas uring 

customer sat isfaction. They proved to be especiall y use ful if they are used in after-sale 

interaction with consumers, e.g. repair or service activ ity or warranty reg istration (Dickey 

1998). 

Custolller intercepts and exit surveys are two types of in-store information collection 

methods. They are especiall y useful in probing customer in their shopping environment. 

These surveys a im to intercept consumers in retail places and deliver a short structured 

questionnaire on their satisfaction with the del ivered service, preferences, or behavior. The 

intercept surveys can also incorporate limited product test ing, which prov ides opportunity to 

appraise consum er opin ion immediately after sampling a product. 
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Consumer intercepts are usuall y employed to gain a fast or first overview of the phenomena 

studied. They are relati ve ly cheap and can res ult in a considerable sample. The ir major 

disad vantage is that samples may not randoml y chosen leadin g to stratifi ed sampling and 

reduc ing the representativeness of the results. In this study the type of survey used was the 

consumers intercept survey. Questionnaires were distributed to those bank customers who 

wa lk into the bank for bank service. 

Along with the development of consumer research, the number of measurement scal es used 

in customer satisfaction surveys is growing (Devlin, Dong et al. 1993), which complicate data 

anal ysis . Some studies, for example, may li st over 40 different scales (Haddrell 1994). Two 

broad types of scales, however, could be di stinguished: single- and multi-item scales. The 

s ingle-i tem scales are simple, for example, many studies have used s imple single-item scal es 

such as " very di ssati sfied" to " very sati sfied" responses. The problem is that these scal es are 

hardl y abl e to capture different nuances related to products and services, which reduces their 

reliabil ity and the only possibili ty for assessment is a test-retest format (Yi 1989). 

The multi- item meas ures in thi s case a much offer a better capture of custom er satis faction. 

Here survey respondents are asked not onl y to provide an overall evaluat ion o f their 

sati sfacti on with the product or servi ce, but are also required eval uating th e key components 

or dim ensions of the offer. The re li ability of the resul t, therefore, is higher than when us ing 

s ingle-item scales . The multi-item scales can be presented in a number of di ffe rent ways : 

Likert, verbal, graphic, semantic differential and inferential scales. Some authors suggest that 

the semanti c differentia I scale is probably most reliable (Westbrook and Oliver 1981). Even 

though the survey techniques are well developed and have a long hi story, they have benefits 

and drawbacks. The main ones are outlined below: 

Benefits: 

• Access to many customers - broad sample; 

• Opportunity to see and describe variations and distributions o f variables 111 

populat ion; 

• Poss ibility to ga in general in fo rmati on about consumers ' attitudes, intenti ons, and 

perceptions; 

• Amount of co llected data a llows use of stati stical analys is for explaining and 

predi cting certain behaviors. 
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Drawbacks: 

• Problemati c to make consumers understand and interpret questions in the same way; 

• People tend to provide sociall y acceptable answers; 

• Reliance on consumer self- reporting and some argue that it is inconsistent w ith 

actual behavior of people (Zelezny 1999); 

• T ime consuming and difficu lt to develop good questionnaire; 

• Difficult to get access to needed population/sample; 

• Questionnaires require testi ng, but once at use corrections are diffi cul t to make. 

2.8.2 In-depth interviews 

Sometimes, compani es complement surveys with in-depth personal in terviews. Such 

interviews can serve as a test bed fo r questionnaires and be an effective when the num ber of 

respondent is small. Personal interviews are o ften used when companies are creating specific 

"customer profil es" or "satisfaction improvement plans" (Dickey 1998). The paltic ipants in 

The Likert technique present a set of attitude statements. Respondents are asked to express 

agreement or di sagreement on a mUl ti-point sca le. Thus, a tota l numerica l va lue can be 

calcul ated from all the responses. In-depth interviews are chosen based on the ir w illingness to 

part ic ipate, their va lue as a customer, and their abi lity to art icul ate issues (Kessler 1996). 

The strength of in-depth intervi ews is that they provide poss ibilities to get access to consumer 

percept ions of the o ffer d iscover new variables and new needs of consum ers and test and 

correct instrument. However, severa l weaknesses could be noted. For example, when 

interviewees are not randomly chosen, the conclusions need be confirmed with a broad, 

stratifi ed random sampling. It is also di ffi cult to have a large number of interviews and thus 

the sample is rare ly representative. The personal interviews also require certain flexibili ty and 

interpersonal communication skill s, which may not be always at hand. 

2.8.3 Focus group interviews 

Focus groups interviews is a direct questi oning of a group of usually 8-1 2 people th at 

prov ides fast feedback on service issues and customer sati sfaction. It is a qualitative data 

gathering technique, in which the interviewer di rects the interaction and inquiry in a very 

structu red or unstructured manner, depending on the interview's purpose (Denzin and 

Lincol n 1994). In consumer research, th is method is used extens ive ly for eli c iting op inions. 

which expla in consumer behavior in shopping centers. It is a lso appl ied to pre-test and post-
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test advertisements and commercials. Focus groups may be the most cost-effective means of 

measu ring product acceptance and may help define how the product should be adapted to a 

particular market or group of customers. 

Depending on the researched area, groups are recruited based on specified and varied criteria, 

such as age, gender, or other important characteristics. The respondents are recruited among 

the customers of a given shopping centre or supermarket. The strengths of the focus groups 

interviews are the possibility to assess how peoples themselves perceive or conceptualize 

issues and the possibility to test new issues or new dimensions of customer sati sfaction. The 

weakness is that it is difficult to distinguish between personal and group perceptions. Group 

dynamics can also prevent certain issues or perceptions fro m being tackled . [n add ition, the 

s ize of a sample is rarely representative. 

2.8.4 O bservations 

Parti cipant observation is "research that involves social interaction between the researcher 

and in formants in the milieu of the latter, during which data are systematically and 

unobtrusively collected" (Taylor and Bogdan 1984). Observations provide the possibil ity to 

observe product or service at a system leve l - during interaction with the user and during 

interaclion w ith the envirollment. 

A source of data in the observation is everything that goes around the setting. This includes 

the ph ys ical environment and activities as well as socia l env ironment, such as patterns of 

interaction, freq uency of interactions, direction of commun ication pattern s, decision-making 

patterns, and verba l and non-verbal commun ication patterns. 

Observations are unobtrusive and do not requ ire direct interaction with participants, thus, 

observation can be conducted inconspicuously. [t will a lways have an advantage whenever it 

is necessary to observe behavior in their natura l context. However, observations are topicall y 

limited to a small sample of activities with the focus on on ly external behavior. The dan ger 

for the 'complete observer' is to fail to understand the perspective of part icipants. 

Conclusions have to be inferred from what can be observed without any poss ib ili ty of 

checking these interpretations aga inst what participants say in response. Hence, with a less 

engaged research ro le there is a greater ri sk of missing out on an impOltant aspect, or more 

seriously completely misunderstanding the behavior (Hammersley and Atkinson 1995). 
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One of the main critic isms of observation research is that it lacks reliab ility. Since data is 

collected in a non-standardi zed way, it is not genera ll y useful for statisti cal treatment. 

Without a statist ical analysis to confirm the significance of observati on patterns or trends, 

researchers often find it hard to ensure that the ir findings are rea l and not merel y the effects 

of chance. 

2.8.5 Mystery shopping 

Th is type of research is based on the information coll ected at points-of sale. Mystery 

shopping consists of natural observation conducted by spec iall y trained persons sent by a 

company, who pretend to be customers or business partners. These persons visit se lected 

retail points to gather information and observations about staff responsiveness, att itudes 

towards customers or products, staff quality and competence, their appearance (and other 

related behav ioral attributes), the aesthetics and functionality of inspected site, i.e. overall 

perception of the shopping experience. 

Some researchers use SERVQUAL model for identifying attr ibutes of the service to be 

eva luated by mystery shopping (Lowndes 2000). Mystery shopp ing helps to raise customer 

service standard s and identity weak points from the customer perspective. It a llows 

evaluation of services from the customer side and unbiased representation of the weak point 

of the service. The direct involvement in the process allows a better understanding of 

customer and servi ce provider behavior and the important moments oftheir interacti on that in 

the end might affect customers ' perception of the service . Mystery shopping is, however, a 

time consuming procedure and requires s ignificant effort to find and train mystery shoppers. 

Hiring profess ional mystery shoppers can be also costly. 

2.8.6 Psychographic portrait of customers 

A psychographic portrait of customers is part of psychographic research, which ana lyses the 

consumer' s activities, interests, and op inions about products, services, and shopping 

exper iences. The method is a descripti ve research method identifying the detai led 

characteri sti cs of potenti a l or existing clients. It combines socio logical methods of gatherin g 

consumer in formation (soc ial and demographic characteristic, information on consumption 

patterns, etc.) with the methods ori ginating from personality psychology. T he deve lopment of 

an exhausti ve and accurate customer portra it requires extensive quantitat ive research. For 
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example, th e portrait of the shopping centre' s customer will entail a description of the 

" lifestyle" of the surveyed popul ati on. The typical variab les included here are: type of work, 

income, s ize o f famil y, pl ace of residence, interests and hobbies, identification with cultural 

or behavioral patterns, expectations and requiremen ts regarding the quality/brand of 

merchandi se, quali ty of service, etc. 

Customers' pu rchas ing habits would include such issues as: who do they usua ll y go shopping 

with, how o ften, how long do they spend in a shop, etc. Psychographi c portraits of many 

customers allow customer segmentati on in terms of purchase frequency, respondents' 

experience of various shopping centers or service organizations, as well as benchmarking 

aga inst competi tors. 

The strength of a psychographic portrai t is that by co llecting in fo rm ation about consum ption 

pattern s and perceptions it combines both qual itative and quantitative data and thus prov ides 

extensive background info rmati on for market segmentati on and potentia l customization of 

products or serv ices. 

The weaknesses are that the method is time consuming and re li es on very extensive 

info rm ation. The reli ability is like ly to be medium as it reli es on se lf-reporting of customers. 

An ex tensive experience is required to create a reliable psychographic portra it of customers. 
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CHAPTER THREE 

RESEARCH METHODOLOGY 

Introduction 

This chapter will present the principles and procedures used to answer the research questi ons 

and the justification for the selected methodology based on the research question and 

literature revi ew. 

3.1 The proposed model 

The purpose of th is research is to assess the quality of service provided by CBE, North Addi s 

Ababa distri ct from customers prospective and to measure customer sat isfaction. One 

possible method for collecting information on bank service quality is a method called 

SERVQUAL wh ich was deve loped to measure the differences between customers' 

expectation and their perceptions (Parasuraman et ai , 1988). The SERVQUAL form s the 

central part of the gap model for measurin g customers focused qua l ity (Parasuraman et al 

1995). 

The SERVQUAL instrument identifies five dimensions of serv ice quality that customers 

routinely use as a way of evaluating services. These are: 

• Tangibles: th e appearance o f facili t ies, equipment, materia l and personne l; 

• Reliabi lity: the performance of a service in a dependable and accurate manner; 

• Responsiveness: the wi llingness of staffs to help customers and provide prompt 

service; 

• Assurance: the staff s ability to provide courteous and knowledgeable serv ice; and 

• Empath y: the staffs ability to understand the need of customer. 

Based on the above dimens ion the instrument poses a set of structured, paired questions 

des igned to assess both customers ' expectations and customers' perceptions. A seven point 

Likert scale was used for the scoring system with number ' 7' representing strongly agree and 

' I ' representing strongl y di sagree. The SERVQUAL instrument is based on the premise that 

customers who rate expectation hi gher than perceived services will experience service quality 

that is less than the adequate. Conversely, customers who perceived performance as higher 
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than their expectations will rate the service as higher quality. Likewise, customers who rate 

the expectations and perceptions with s imilar score are sat isfied . 

3.2 The SERVQUAL instrument (Questionnaire) 

The SERVQUAL instrument has been widely used in measuring service quality in man y 

research studi es (Babakus and Mangold, 1992; Cron in and Taylor 1992; as c ited by 

Parasuraman et ai, 1993). 

According to Brown, Ch urch ill, and Peter ( 1993) also the SERVQUAL is the most popular 

measure of servi ce qua lity which in volves the calcul ation of the difference between 

expectat ions and perceptions on a number of specified determinants. 

Parasuraman et a l ( 1994) acknowledged that the SERVQUAL instrument has been used 

product ively and wide ly for measurin g serv ice quality in many publi shed studies examinin g 

service quality in a variety of context inc luding Banking, Pest control, Dry cleaning and fast 

food. 

Tay lo r and Miyazaki ( 1995) argue that some measures o f perceived performance is im portant 

in assessing serv ice quality; but it is difficult to obtain accurate data espec ially fo r serv ices 

where the customers are unable to eva luate the key attr ibutes of the serv ice. Another 

argument concerns the difficul t ies of measuring serv ice quality because it is inherently 

subjective, due to its intangibil ity, heterogeneity, inseparabi lity (Parasuraman et al 1985) and 

peri shabi lity (Zeithaml and Bitner 2000). However, Deem ing ( 1998) argues that accuracy, 

speed. dependab ili ty and care in handling are important characteristics service qua li ty and are 

easy to quanti fy and to meas ure as a quality of manu fact ured goods. 
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Figure 5: Modifiedfrom Parasuraman e/ al Service Quality model 1985, p 48 .' 

The SERVQUAL instrument has been utilized to assess the quality of service prov ided by the 

CBE. North Addis Ababa District. It includes an examinat ion of customers' expectat ions and 
. , 

'. 

perceptions ofCBE, North Addis Ababa district serv ice quality. This assessment results will 

enab le the management ofthe bank to better d irect their resources to improve banking 

operations in those areas that have the most impact on customers perception of serv ice 

quality. 

3.3 Data Gathering 

In condu ctin g this research data was co ll ected from both secondary and primary sources . 

Secondary data were gathered from books, articles and magazines. To co llect primary data 

two forms of questi onnaires with predetermined sets of questions were developed . The first 

fo rm is used to measure customers' ex pectati ons and the second one is used to measu re 

customers' percept ions. 
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The items used in both questionnaires are from those in the revised version of SERVQUAL. 

Each form includes five dimensions to be measured. These are: tangibles, reliability, 

responsiveness, assurance and empathy. Each dimension includes some statements and every 

respondent is asked to express hi s/her expectations and perceptions of service quality 

provided by the e BE, North Addis Ababa District. To make sure that all respondents 

participate in the survey, the questionnaire was translated into Amharic language. Before 

di stri buting the questionnaire a pi lot survey was conducted on target population of the stud y. 

Twellly respondents (five respondents from each branch) were contacted for pilot test from 

the se lected branches (Sellassie, Mahatma Gandhi, Addis Ababa and Arada Georgis 

Branches) during the bank working hours in order to discover any drawbacks of the 

questionnaire and if any modification has to be made. 
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Tab le 3.1: The d istribution o f research questions parall el to the questions of the question nai re 

Research ouestions Question of the ouestionnaire 
Is there a difference between customers' QI.The bank will have modern looking I 
expectations and the ir perceptions of equipment. 
service tang ibility at CBE, North Add is Q2. The physical facilities at bank will be 
Ababa District? visually appealing. 

Q3. Employees of the bank will be neat 
aooearing. 
Q4. Materials associated with the service 
(such as pamphlets or statements) will be 
visually appea ling at bank. 

Is there a difference between customers' QS. When the bank promises to do something 
expectations and their perceptions of by a certain time, they do. 
re liab ility at CBE, North Addis Ababa Q6. When a customer has a problem, the bank 
Distri ct? wi ll show a s incere interest in solving it. 

Q7.The bank wi ll perform the service right the 
first time. 
Q8.The bank wi ll prov ide the service at the 

time they promise to do so. 
Q9. The banks will in sist on error free records 

Is there a difference between customers' Q IO .Employees of the bank will tell customers 
expectations and their perceptions of exactly when services will be performed. 
responsiveness at C BE, North Addi s Q II. Employees o f the bank will give prompt 
Ababa District? serv ice to customers. 

Q 12. Employees of the bank will always be 
willing to help customers. 
Q 13. Employees of, the bank wi II never be too 
busy to respond to customers' req uests. 

Is there a difference between customers' Q 14. The behavior of employees in the bank 
expectat ions and the ir perception of wi ll insist confidence in customers. _~ 
assurance at CBE, North Add is Ababa QIS. Customers of the ban k wi ll fee l safe in 
District? transactions. 

Q16. Employees of the bank will be 
consistentl y courteous with customers. 
Q 17. Emp loyees of the bank w ill have the 

knowledge to answer customers' questi ons. 
Is there a difference between Q 18.The bank Wi II give customers individual 

customers' expectat ions and their attention. 
percepti ons of empathy at CBE, North Q19. The bank w ill have operat in g hOllrs 
Addi s Ababa District? convenient to all the ir customers. 

Q20. The bank will have emp loyees who give 
customers personal attention. 
Q21. The bank Will have their customer's best 
interests at heart. 
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Q22. Employees of the bank will understand 
the specific needs of their customers. 

Are the Customers of Commercia l 
Q23. How satisfied are you overall with the 

Bank of Ethiopia North Addis Ababa 
service you rece ived from the Commercial Bank 

Distr ict sati sfied by the Service they 
of Ethiopia North Addis Ababa d istrict Branches? 

received from the Bank? 

Q24. Listed below are five features pertain ing to 
From the service quality dimension, banks and the services they offer. We would like 

to know how much each of these features is 
which one do the customers value important to the customer. Please allocate 100 

points among the five features according to how 
more for bank service? important it is to you. Make sure the po ints add 

up to 100. 

3.4 Method of Data collection 

Population of the stud y was Bank customers of CBE, North Add is Ababa District Branches. 

Commercial Bank of Ethiopia North Addis Ababa distr ict includes 14 branches such as Addis 

Ababa Branch, Mehal Ketema Branch, Tewodros Branch, Arat Kilo Branch, Fitche Branch, 

Mehteme Ghandi Branch, Gullele Branch, Arada Ghiorgi s Branch, Se lassie Branch, Alem 

Ketema Branch, Sheger Branch, Holota Branch and Ghinchi Branch. At the time thi s survey 

was conducted, the tota l number of customers was around 236,357. However it is practically 

imposs ible to examine the whole population of interest due to constraints of resources such as 

time, money and peop le. Conseq uently, of the 14 branches of CBE, North Add is Ababa 

district, four branches (Add is Ababa Branch, Arada Ge iorgi s Branch, Mahatma Gand hi 

Branch and Sellass ie Branch) were selected purpose ly. The researcher se lected these 

branches for the stud y because the banks are located on the same line. This enab les the 

resea rcher to manage the data collection process efficiently and effectively. Again to the 

se lected branches, a total 300 questionna ires (75 questionnaires for each branch) have been 

di stributed from November 16 to 26, 2009. Data was collected by utilizing a convenience 

from wa lk-in customers at the bank premises across four branches for a consecutive two 

weeks. 
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In Addi s Ababa and Mahatma Gandh i Branches, the researcher managed collecti on of data 

from the respondents. In the rem ain ing two branches (Selassie and Arada Georgis branches), 

data was coll ected from the respondents with the ass istant of bank ta ilors and faci li tators. 

Orientation was given for the tail ors and fac il itators about the questi ons on the questionnaire. 

In addi tion, the researcher vis it each branches at least once a day to check if there is any 

prob lem in completing the questionna ire and to co llect completed questi onna ires from the 

banks . On average 6 questionnaires were completed by the respondents in each branches per 

day during the data collection period. In all the banks se lected as sample. respondents were 

contacted in the bank at the t ime they come to the bank fo r the service. Conseq uentl y a tota l 

of 205 quest ionna ires were usable showing a response rate of 68.3%. The responses of the 

respondents tested for re liability of the instrument using Cronbach' s alpha and the result was 

0.902. 

3.5 Data Analysis 

Two programs (S PSS and Excel) were used to analyze the data. The results and participants 

demographic detail were entered into a computer (SPSS 14 vers ion) to ana lyze the find ings. 

By us ing descripti ve statistics the data have been analyzed using stati stica l indexes such as 

freq uencies, percentages and mean. 
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CHAPTER FOUR 

ANALYSIS OF FINDINGS 

Introduction 

This chapter presents the results of the questionnaire, the patterns of the results and ana lysis 

of their relevance to the research questions and a ims. In the first part, the results were 

analyzed to identify the sample demographics to get a broad idea of the sample. Then the 

fi ndings were analyzed to identity the customers ' expectation and perception of servi ce 

quality at the surveyed branches of Commercial Bank of Ethiopia North Addis Ababa 

Distri ct. Finally, the overall customers' satisfaction and the relative importance of the service 

quality dimensions were analyzed. 

4.1 Respondents Personal Data Analysis 

4.1.1 Respondents according to their gender 

Table: (4-1): Respondents Gender 

Gender uency Percent 

, Total 1
32

.
7 

100 

I male 
I Female 

, 138 67.3 

Source: questionnaire 

Table 4-1 indicates that there were 138 male respondents (67.3%) and 67 female respondents 

(32.3%). Male respondents are over represented in the sample. Thi s is because the numbers 

of female customers who wa lk into the bank during the data co ll ection period were not as 

large as that of male customers. However, respondent's gender was not used for anal ysis. 

4.1.2 Respondents according to their age group 

Table (4-2): Respondents Age Group 

- - I Fre9~enctl.Perce~ Age Gro\l~ 
20-30 100 48.8 
31-40 68 33.2 I 
41-50 22 10.7 
Ahove 50 years 15 7.3 i 
Total 205 I 100 

Source: questlOl1nGlre 
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Table 4-2 indicates that four age groups (20-30, 3 1-40, 41-50 and above 50 years). The age 
group of20-30 is over represented. Age group 20-30 is 100 (48.8%) and thi s age group is the 
largest in the sample fo llowed by 3 1-40 (33.2%). Then age group 41-50 is 22 (10.7%) and 
fina ll y. age group above 50 is the least represented age group whi ch is 15 (7.3%). As age 
group increases the numbers of respondents were decreased. Sekaran (2003) stated that 
mature respondents are more I ikely to respond to the surveys than the younger respondents. 
Denscombe (1998) support this argument and stated that reti red people are more incl ined 
than others to spare the time and make the effort to comply with request to help with 
research. But, the s ituat ion here is different. This might be because of the following reasons: 
Retired people may not go to banks as frequen tly as yo unger ones; the other reason might be 
as people get ret ired they forward the responsibility of running business to their youn ger 
ascendants as a result they might not go to banks. Even those who vis it the bank were not 
vo lun tary to complete the survey. 

4.1.3 Respondents Educational Level 

Tab le (4-3): Respondents Educational Level 
~c---·~~~~--------~~-----,~----, Educational level Frequency Percent 
Gradel00r l2complete 3 1 15.1 

...giel():.:.m::;ac-__ .,-.,-______ -+ __ ---c7.z.9 __ -+-=-3 8 .,,-5 _-j 
Un iversil)' student 13 6.3 
First degree 67 32.7 
Second degree and abov~ -- t 11_ 5.4 
Others 4 I 2.0 
Total 205 . \00 

Source: quesl lOnnGlre 

Tab le 4-3 above indicates that there were 79 respondents (38 .5%) who were qualified with 
d iploma in different areas of occupation. The next is first degree holders 67 respondents 
(32 .7%). Those who complete their high schoo l educat ion (grade 10 or 12) are 3 1 
respondents ( 15.1 %). Second degree and above is 11 respondents (5.4%). The remaining 4 
respondents were those whose educat ional level is below grade 10 or 12. Therefore the 
major ity of the respondents are well educated . 
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4.1.4 Respondents according to their employment 

Table (4-4): Respondents' Employment Condition 

Types of employment 

Government employees 
Runnin/! own business 
Non-government 
organiza tions 
Unempl.<Jyed 
Students 

I Total 
Source: questionnaire 

I 

Frequency Percent 

66 32.2 
66 32.2 
44 21.5 

IS 7.3 -- -
14 6.8 

Table 4-4 indicates that there are 66 respondents (32.2%) who were employed in government 

organi zations. The num ber of respondents who run their own business is equal to the number 

of respondents employed in government organizati ons 66 respondents (32.2). The number of 

respondents employed in non government organizati on is 44 (2 1.5). Unemployed respondent s 

were IS (7.3%). And the remaining IS respondents were university students (6.8%). 

4.1.5 Respondents according to the service they were provided by the Banks 

Table (4-5): Services Prov ided to Respondents 

---
Tvpes of service Frequency Percent 
Savin/! 83 40.5 
Loan 3 1.5 
Checking Account 47 22.9 
Money transfer 22 10.7 
Forei" n trade rela tion 8 3.9 
Foreign exchange 2 1.0 
F ixed deposit 2 1.0 
Safe deposit 2 1.0 
Two or more than two 34 16.6 
services 
others 2 I 
Total 205 100 

Source: questIOnnaIre 

Tab le 4-5: summarizes types of services provided to customers (sample respondents) in the 

fou r selected branches of Commercial Bank of Eth iopia North Addis Ababa District during 

the survey time. As indicated in the table 83 respondents (40.5%) get saving service. They 

were highl y represented in the survey. Check ing account is represented by 47 respondents 

(22 .9%) fo llowed by those who get a combination of two or more services which were 34 
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respondents ( 16.6%). Those who prov ided with money transfer servIce by the se lected 

branches were 22 respondents (10.7%). Foreign trade relation service is represented by 8 

res pondents (3.9%). The remaining types o f services such as forei gn exchange, sa fe deposit, 

fi xed depos it and others each represented by two respondents (I %). Their number is very few 

because the bank prov ides such type of services in a limited number o f its branches. 

4.1.6 Respondents length of time as customers with the Banks selected 

Table (4-6): respondents' duration of service with the bank 

Lengtb of time Frequency Percent I 
More tban a 172 83.9 I 
year -- - - - . 
In montbs 25 12.2 
For a weeks I 0.5 
For a single day 7 3.4 
total 205 100 

Source: quesl lOnnQ[re 

Table 4-6 indicates durati on of time the respondents had transaction with the selected 

branches of the Bank . As shown in the table 4-6 above 172 respondents (83.9) had 

relati onship w ith the bank' s branch for more than a year. As a result they can better eva luate 

the serv ice quality prov ided by the bank than those customers who had shorter period 

business relationship. 25 respondents ( 12.2%) stayed as a customer for a months. I 

respondent (.5%) stayed as customer of the selected branches of the bank for weeks. The 

remaining 7 res pondents had get the selected banks service for a s in gle day. 

4.2 Findings of Service Quality 

4.2.1 Service Quality Scores of Tangibility Attribute 

Ta ble (4-7): Gaps between Perception and Expectations of Tangibility Attribute 

-- ----
Service quality attributes Mean Mean Servqual 

perception exnectation scores 

The bank will have modern looking equipment. 5.30 6.16 -0.86 
The physica l fac iliti es at bank will be visually 4.85 5.87 -1.02 
appeal ing. 
Employees of the bank will be neat appearing. 5.57 6.33 -0.76 
Materi a ls associated with the service (such as 4.43 5.58 -I. 75 
pamphlets or statements) wi ll be visua ll y appealing 

I at ban k. 
I Total 20.15 23.94 -3.79 .- ---

Source: questionnaire 

41 

, 



respondents ( 16.6%). Those who provided with money transfer service by the se lected 

branches were 22 respondents (10.7%). Foreign trade relation service is represented by 8 

respondents (3.9%). The remaining types of services such as foreign exchange, safe deposit, 

fixed depos it and others each represented by two respondents ( I %). Their number is very few 

because the bank provides such type of serv ices in a limited number of its branches. 

4.1.6 Respondents length of time as cnstomers with the Banks selected 

Table (4-6): respondents ' duration of service with the bank 

Length of time Frequency Percent 
More than a 172 83.9 
year 

I 
In months 25 12 .2 
For a weeks I 0.5 
For a single day 7 3.4 
total 205 100 

Source: questionnaire 

Table 4-6 indicates duration of time the respondents had transaction with the se lected 

branches of the Bank. As shown in the table 4-6 above 172 respondents (83.9) had 

relationship with the bank 's branch for more than a year. As a result they can better evalu ate 

the serv ice qual ity provided by the bank than those customers who had shorter period 

business relat ionship. 25 respondents ( 12.2%) stayed as a customer for a months. I 

respondent (.5%) stayed as customer of the selected branches of the bank for weeks. The 

remain ing 7 respondents had get the selected banks service for a s ingle day. 

4.2 Findings of Service Quality 

4.2.1 Service Quality Scores of Tangibility Attribute 

Table (4-7): Gaps between Perception and Expectations of Tangibility Attribute 
. __ . -------

Service quality attributes Mean Mean Scrvq ual 
, perception expectation scores 

The bank will have modern looking eq uipment. 5.30 6.16 -0 .86 
The phys ical facil ities at bank wi ll be visuall y 4.85 5.87 -1.02 
appea ling. 
Employees of the bank will be neat appearing. 5.57 6.33 -0.76 
Materials assoc iated with the service (such as 4.43 5.58 - 1.75 
pamph lets or statements) wi ll be visuall y appea ling 

I at ban~. 
; Total 20.15 23.94 -3 .79 ---

Source: quesflOnnGlre 
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According to the results in table 4-7, the highest mean expectation referred to employees of 

the bank will be neat appearing which are 6.33. The next highest mean expectation referred 

to modern looking equ ipment (6. 16). The highest mean perception is referred to employees 

neat appearance (5.57) followed by modern look ing equipment which was 5.30. The highest 

servqual score gap is on materials associated with the service is visua lly appealing which was 

-1.75. The overall servqual gap (i.e., total mean perception minus total mean expectation) is -

3.79. From the service qua lity dimensions used in this research, the tangibility d imension is 

the one with least servqual score gap is observed. This may be in view of the fact that of the 

proper management of tangibility attribute by the Bank managements. The other rat ionale is 

Bank customers do not expect that much from the bank in relation to tangibility attribute of 

service quality. 

4.2 .2 Service Qual ity Scores of Reliability Attribute 

Table (4-8): Gaps between perception and expectation of reliability attributes 

,----_. .. -.-.-~----.-.-----.--

" -Servqual I Service quality attributes ! Mean Mean 
perception expectation scores 

I When tbe bank promises to do sometbing by a 4.77 5.80 -1.03 
certain time, tbey do. 
When a customer has a problem, the bank will 4.82 5.80 -0.98 

show a sincere interest in solving it. -- --
The bank will perform the service right the first 4.63 5.78 -1.1 5 
time. . 
The bank will provide the service at the time they 4.84 5.80 -0.96 

I promise to do so. 
The banks will insist on error free records 5.28 6.1 6 -0.88 --I Total 24.34 29.34 -5.00 
Source: quesllOnnCllre 

According to the results in table 4-8, the highest mean expectation is referred to (the bank 

wi ll in sist on error free records) which was 6.16. Mean expectations of three attributes (when 

the bank promises to do something by a certain t ime, they do; the bank will show sincere 

interest in solv ing customers problem; and the bank will provide the service at the time they 

promise to do so) reliability dimension are equal (5.80). The least mean expectation of 

reliability attribute is referred to the bank wi ll perform the service right the first time (5.78). 

The mean perception of re liabi lity dimension is highest for (the bank will insist on error free 

record s) which was 5.28. The servqual score is also lowest for this attr ibute of service quali ty 

which was -0.88 . The highest gap is referred to (the bank will perform the service right the 
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first time) wh ich was -1. 15 fo ll owed by (when the bank promises to do somethi ng by a 

certain t ime, they do) whi ch was - 1.03 . The overall servqual gap (tota l mean percepti on 

min us total mea n expectation) is -5. 

In thi s d imension of service quali ty, the respondents almost perce ive what they expect on the 

attribute the bank will insist on error free records. Yet again, respondents' percept ion is 

lowest fo r the attribute the bank will perform the service right the first t ime. Here they expect 

more but, what they perce ive at the time of service is less as compared to other attributes. 

This ind icates that there are underperformance from the bank in prov iding services right the 

first ti me to its customers' . This is also the dimension which customers gave more we ight 

from the fi ve service qua li ty dimensions used in this survey. Respondents mean expectations 

are equ al fo r three attributes of re li abi lity d imension such as when the bank promises to do 

someth ing by a certa in ti me, they do ; the bank wi ll show s incere in terest in so lving 

customers' problem; and the bank wi ll provide the service at the time they promise to do so. 

Although respondents expectation are the same fo r the above attri butes, what they experience 

what they experience is different. This is due to good perfo rmance in one area and 

underperfonnance in another area by the banks under study. From the above three attri butes 

in which customers' expectations are equal but with difference in percept ion, respondents 

experienced better in attri bute the bank w ill prov ide the service at the t ime th ey promise to do 

so fo llow by when a customer has a problem, the bank wi ll show a s incere interest in so lving 

it. 

4.2.3 Service Quali ty Scores Responsiveness Attributes 

Table (4-9) : Gap between the perception and expectation responsiveness attribute 

I Service quali ty attributes 

Emplo 
service 

yees of the bank will tell customers exactly when 
s will be performed . 
yees of the bank will give prompt service to 
ers. ----
yees of the bank will always be willing to help 

i Emplo 
custom 
Emplo 

custom 
Emplo 

respond 
TOTA 

ers. .---
yees of, the bank wi ll never be too busy to 

to customers' requests. 

L --
Source: queslIOnnmre 
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perception expectation 

5.03 6.13 

5.26 6. 19 

--
5.00 6.06 

4.46 
--+--

5.60 

19.75 23.98 

r=-
Servqu 
al score 

: -1.1 

1-0.93 

t -1.06 

-I. I 4 

-4 .15 
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Table 4-9 above in dicates that mean perception of three attributes of responsiveness 

(employees of the bank wi ll give prompt service to customers; Employees of the bank will 

tell customers exactly when services will be performed; and employees of the bank will 

always be willing to help customers) is highest (6 .19, 6. 13 and 6.06) respectively. The 

highest perception of responsiveness dimension of service quali ty is referred to (employees of 

the bank wi ll give prompt service to customers) which was 5.26. The highest gap is referred 

to (emp loyees of, the bank will never be too busy to respond to customers' requests) wh ich 

was -1.14. The least gap is referred to (employees of the bank will give prompt service to 

customers) which was -0.93. The overall servqual gap of responsiveness dimension of service 

qual ity is -4.15. 

Based on the above outcome, the bank performance was good for the servi ce quality attribute 

employees of the bank will gives prompt service to customers follow by employees of the 

bank will always be wi lli ng to help customers. These are the areas in wh ich the bank provides 

better services which near to ra ll y customers' expectation even if it is negat ive under 

responsiveness quality dimensions. The banks have also drawbacks in the attributes; 

employees of the bank will never be too busy to respond to customers ' req uests and 

em ployees of the bank will te ll customers exactly when services wi ll be performed. In these 

attributes highest gap is observed between customers' expectation and perception . 

4.2.4 Service Quality Scores of Assurance Attributes 

Tab le (4- 10): Gaps between the Perception and Expectation of Assurance Attributes 

f--
Service Quality Attributes Mean Mean Servqual ' 

l perception expectation scores 

The behavior of employees in the bank will insist 4.75 5.82 -1.07 
confidence in customers. - .-
Customers of the bank wi ll fee l safe in transactions. 4.86 5.86 ~.:.90 __ 
Employees of the bank wi ll be consistently 5.08 6.06 -0.88 
courteous with customers. 
Employees of the bank will have the knowledge to 5.02 5.99 -0 .97 

answer customers' questions. 
Total 19.71 23.73 -4 .02 -- -
Source: ques/lOnnQ/re 

As indicated in table 4-10, the highest mean expectation of assurance attribute of serv ice 

quality is referred to (employees of the bank will be consistently couf1eous with customers) 

which was 6.06. The next highest mean expectation of assurance attribute is referred to 

(Employees of the bank will have the knowledge to answer cllstomers' quest ions) which was 
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5.99. The lowest mean perception is referred to (The behavior of employees in the bank will 

in sist confidence in customers) which was 4.75. The highest mean perception of reliabi lity 

attribute is referred to (emp loyees of the bank will be consistently courteous with customers) 

whi ch was 5.08. The overall gap of assurance attribute of service quality (total mean 

percept ion less total mean expectation) is -4.02. 

In all the above attributes of assurance dimension, the customers' expectati ons does not equal 

to the ir perceptions. Their perception is lower than their experienced. The cond ition is serious 

for the attri bute; the behavior of employees in the bank will insist confidence in customers. 

This is the feature of assurance dimension in which highest gap was observed. In other 

words, th is is the area in which bank customers expect more though perceive less . 

The SERVQUAL score is minimal for the attribute; employees of the bank will be 

consistently courteous with customers. This means respondents expectations are more or less 

meet their perception. This is a lso the area in which the bank struggle to fit customers' 

expectat ion. 

4.2.5 Service Qua lity Scores of E mpathy Attributes 

Table (4-1 I): Gaps between Perception and Expectation of Empathy Attributes 

,----- ----:~--~~~--------------------~77--------~~------~----~ 
Service quality attri butes Mean Mean Servq ual 

-The bank Will give customers individual attention. 
The bank wil l have operating hours convenient to a ll 
their customers. 
The bank will have employees who give customers 

ersonal attention. 
I The bank Wi ll have their customer's best interests at 

heart. 

4.59 
4.85 

4.80 

4.70 

4.54 

tion score 
5.82 - 1.23 
5.83 -0 .98 

5.90 - 1.10 

5.84 -1.1 4 

5.80 -1.26 

23 .48 29. 19 -5 .7 1 

I Employees of the bank will understand the specific 
~edsoftheir ~cu=s~t~o~ln~e~rs~. ______________________ ~~~ ____ ~~~ ____ ~~~ __ ~ 
I Tota l 
r 

--- --
Source: questionnaire 

As ind icated in tab le 4-11 , mean expectati on of (the bank will have employees who will give 

customers personal attention) is greater than other attributes of empathy dimension of service 

quality (5 .90). The hi ghest mean perception is referred to (the bank will have operating hours 

conven ient to all their customers) whi ch was 4.83. The lowest servqual score gap is a lso 

indicated in thi s att ribute (-0.98). The servq ual score (gap) is highest for (employees of the 
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bank wi ll understand the specific needs of their customers) which was -1.26. The overall 

servqual score of empathy attributes of service quality (total mean perception minus tota l 

mean expectation) is -5.71. Thi s is the highest gap as compared to other service quality 

dimensions included in this research. 

As ind icated in the above end result, with regard to empathy dimension, the gap between 

respondents' expectation and perception is highest for the attr ibute; employees of the bank 

wi ll understand the speci fic needs of their customers fo ll ow by the bank will give customers 

individua l attention. In both cases, respondents' expectat ion is highest though thei r 

perception is less. Which means ; the bank has some weakness in meeting customers 

expectation in relation to the above two attributes of assurance dimension. On the other hand, 

the attribute; the bank has operating hours convenient to all its customers, is the attr ibute in 

wh ich the gap between respondents expectation and perception is lowest. This means, 

customers expectations are nearl y meet their perceptions though it is negative. In the other 

words, this the area in which the bank performance was good in providing service to its 

customers. 

4.2.6 Summa ry of scores of the five dimensions of service quality used in this research 

Tab le (4- 12): Summary of total mean perception and total mean expectation of five 
dimensions of servi ce qua l ity 

- --
equality Servic 

dimen 

Tangib 
Reliab 
Respon 
Assura 

sions 

ility 
il ity 
siveness 
nee 

! Empat hy 

Source: questionnaire 

Total mean Total mean Gap 
perception expectation 

20.15 23.94 -3.79 
24.34 29.34 -5.00 
19.75 23.98 -4.15 
19.7 1 23.73 -4.02 

23.48 29.19 -5.71 I 

Tab le 4- 12 summarizes the five serv ice quality dimensions used in this research. The results 

in the table are total mean perceptions, total mean expectations and the gap between total 

mean expectation and total mean perception of the five service quality dimensions used in 

this research. As indicated in the tab le, servi ce quality gap is hi ghest for empathy dimens ion 

of service quality (-5.7 1). The next hi ghest gap is in reliability dimension of service qua lity (-

5.00). The service quality gaps for responsiveness and assurance dimension are -4.1 5 and -
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4.02 respective ly. The least gap was recorded in tang ibility dimension of servi ce quality (-

3.79). 

Based on the above results, the gap between mean perceptions and mean expectation is 

lowest for tangibility d imension . This means respondents nearly get what they expect from 

the bank. The performance of the bank was better in managi ng the tangi bility attri butes of 

service qua lity dim ension, provide that expectations still exceeds perceptions. On other hand, 

the gap between mean perceptions and mean expectations is highest for empathy dimension 

follow by reliability dimension. In these dimensions, customers expect more but they 

experience less. Despite the fact that all the servqual scores are negative (what the customers 

expect from the bank exceed what they actually experience), empathy and assuran ce 

di mensions are the attr ibutes in which the highest gap was observed. Thi s implies that, the 

banks under study have rigorous prob lem with regard to these two dimens ions. 

4.3 Relative importance of service quality dimensions 

Table (4-1 3): Relative importance of Service Quality dimensions to the respondents 

1-- --··------···--···----··1 .- ..... ---.-... ... -- .. 
Service qnality dimensions Mean Value 

. I 

I I 
Tangibility 15 .99 
Re li abili ty 22.59 
Responsiveness 20.98 
Assurance 18.2 1 
Empathy 22.00 

Source: ques(lOl1l1mre 

Respondents were asked to a llocate 100 po ints among five dimensions according to their 

importance to them. The above table indicates that reliabi lity is the most important service 

qua lity dimension (mean 22.59) followed by responsiveness dimension (mean 22.00) . The 

difference of mean value of the two dimensions is minimal (mean 0.59%) and therefore 

respons iveness dimension has an almost eq ual importance with reliabi lity dimension in a 

bank service context. The least importance weight was given to the tangibility att ributes of 

serv ice quali ty dim ension follow by assurance dimension of service quality. Based on these 

results. re liab ility is the most important quality dimension and tangibi lity is the least 

important attribute. 
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The finding is consistent with Berry and Parasuraman (199 I) findings. According to Berry 

and Parasuraman, rel iabi lity is the most important dimension in 10 studies with in different 

industries and cla im that reliability is the core service quality in any industry. 

3.4 Overall customer Satisfaction 

Respondents were asked to rate their perception of overall quality of the Banks serv ice on a 

five po int Likert scale with I = extremely dissatisfied, 5= extremely satisfied. 

Table (4-14): Overall Customer Satisfaction of Service Quality 

Scale Value Frequency Percent I 
I 75 36.58 -
2 65 31.70 -
3 35 17.07 .-
4 30 14.63 - ---1 
5 0 00 r- - --- - --

total 205 ----1 __ 100 --
Source: questlOnnQlre 

Table 4- 14, indicates that th e overall satisfaction of bank service quality that customer get 

from banks under study. Based on the result of the above table, 75 respondents (36.58%) 

were extremely dissatisfied with the service they get from the banks under study. 65 

respondents (3 I .70%) were dissatisfied by the serv ice they were provided by the se lected 

branches CBE included in this survey. 35 respondents (17.07%) were to some extent satisfied 

by the bank serv ice. 30 respondents (14.63) were satisfied with the bank service quality. 

There were no respondent who were extremely satisfied by the quality of service provided by 

the CBE, North Add is Ababa District Branches. In view of the fact that customers ' 

expectation is greater than customers' perception, overall dissatisfaction of respondents by 

the bank service quality is the res ult of inability to meet customers' expectation by the banks 

under study. 

This is supported by Bearden and Teel (1 983); Buzzel and Gale (1987) found a positive 

relationship existing between hi gh perceived service quality and customer satisfaction. 

Positive re lationship between perceived service quality and customer satisfaction creates true 

customers, increases effic iency and benefits from increased market share and profit, heavy 

sales vo lume, hi gh revenue and reduces costs by economies of scale (Anderson and Sull ivan 

1993, Zeithaml, Parasuraman and Berry, 1996). 
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Satisfied customers do not switch their service provider and therefore cost of retaining 

ex isting customers are s ignificantly lower than attracting new customers. These customers 

spread their satisfaction by positive word of mouth which influences non-existent customers' 

desires to engage with the organization and work as free promotional agents (Gronroos 2007, 

Zeithaml and Bitner, 2000). 

Finally, the dissatisfaction of bank customers emanates from poor performance of service 

quality by the bank. This implies that there is a positive relationship between SERVQUAL 

and customers satisfaction. 
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CHAPTER FIVE 

Summary of findings, Conclusion and Recommendation 

Intl'oduction 

In format ion analysis is a fundamental basis for any research. It is important to state that the 

analysis of data is not enough to answer research questions and it is important to interoperate 

data. 

Interpretation of data means the explanation and finding the meaning of data. Since the 

ex planation of data without analysis is very difficult or impossible, therefore it is necessary to 

interpret the results achieved after analysis, enabling us to reach truths and use of the results. 

5.1 Summary of Major Findings 

In all the service quality dimensions used in this study, SERVQUAL scores are negative. 

This means that tota l mean expectations is greater than total mean perceptions. In other 

words, the banks under study do not meet customers' expectation. The gap is serious for 

empathy attribute of service quality dimension. The least gap between customers' expectation 

and customers percepti on achieved in tangibility attribute of service quality. 

In re lation to overall satisfaction of customers, almost a ll respondents were dissatisfied by the 

service they were prov ided by the banks. From 205 total numbers of respondents, only 30 

respondents were satisfied with the service they were provided by the banks under study. 

This indicates the present performance of the banks in providing service is by below the level 

that bank customers' expect from the bank. 

Finally, respondents were a lso asked to give weight to the service quality dimensions such as 

tangibil ity, re liab ili ty, responsiveness, assurance and empathy based on relative importance to 

them. As indicated in table number 4- 13, respondents gives hi ghest weight to reliability 

dimension of serv ice quality follow by empathy and responsiveness . The respondents gave 

least weight to tangibility foll ow by assurance dimension service quality. This means, 

rel iability, responsiveness and assurance are the most important attr ibute them respectivel y. 

On the other hand tangibility and assurance are relativel y the least important attribute . 

Tangib ility is relat ively the most important service quality dimension and reliability is 

relat ive ly the most impOitant dimension of service quality. 

50 



According to the results in tab le number (4-8), (4-9), (4-10), (4-11) and (4- 12) 

Concern ing the tang ibility dimension, is there a s ignificant difference between cListomers' 

expectations and their perceptions of tangibles at CBE North Addis Ababa Districts 

Branches? The tota l mean perception is 20.15 and total mean expectation is 23 .94. The gap 

between expectation and perception is -3.79. Since the gap is -3.79, therefore there is a 

difference between customers' expectations and perception in view of tangibles. For this 

reason. according to the SERVQUAL model, service quali ty in this dimension is -3.79. It 

shows that the customers' perceptions are lower than that of the customers' expectations and 

this in dex has not met their expectation. Even if the SERVQUAL score is negative, thi s is the 

service quality dimension in wh ich least gap was observed in thi s study. 

Relating to reliability, is there a significant difference between customers ' expectations and 

their perceptions of reliability at CBE North Addi s Ababa Districts Branches? The total mean 

perception is 24.34 and total mean expectation is 29.34. The gap between expectation and 

perception is -5.00. Since the ca lcu lated gap is -5.00, therefore there is a difference between 

customers' expectations and perceptions in view of reliabi lity. For th is reason, according to 

the SERVQUAL model, service quality in this dimension is -5 .00. It shows that the 

customers' perceptions are lower than that of the customers ' expectations and thi s index has 

not met their expectation. 

As to responsiveness dimension, is there a significant difference between customers' 

expectations and their perceptions of responsiveness at CBE North Addis Ababa Di str icts 

Branchcs? The tota l mean perception is 19.75 and total mean expectation is 23 .98. The gap 

between expectation and perception is -4 .15 . Since the gap is -4.15, therefore there is a 

difference between customers' expectations and in view of responsiveness. For thi s reason, 

according to the SERVQUAL model , service quality in thi s dimension is -4.15. [t shows that 

the customers' perception is lower than th at of the customers' expectation and th is index has 

not met the ir expectati on. 
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With reference to assurance dimension, is there a significant d ifference between customers' 

ex pectations and the ir perceptions of assurance at CBE North Add is Ababa Districts 

Bran ches? The tota l mean perception is 19.71 and total mean expectation is 23 .73. The gap 

between expectati on and perception is -4.02. Since the gap is -4.02, therefore there is a 

d ifference between customers' expectations and perception in view of assurance. For this 

reason, according to the SERVQUAL model, serv ice quality in thi s dimension is -4 .02. it 

shows that the customers perceptions is lower than that of the customers ' expectations and 

thi s index has not met their expectation. 

Perta ini ng to the empathy dimension, is there a significant difference between customers' 

expectations and their perceptions of empathy at CBE NOith Addis Ababa Distr icts 

Branches? The total mean perception is 23 .48 and total mean expectation is 29. 19. The gap 

between expectation and perception is -5 .17. Since the gap is -5.7 1, therefore there is a 

di ffe rence between customers' expectat ions and perceptions in view of empathy. The hi ghest 

gap was observed in this dimension of the service qual ity followed by reliabi li ty dimension. 

For this reason, according to the SERVQUAL mode l, serv ice qua lity in thi s dimension is -

5.7 1. It shows that the customers' perceptions are lower than that of the customers' 

expectations and thi s index has not met their expectation. 

In a ll the research questions related to serv ice qua li ty dimensions, the gaps found between 

'expectations' and 'perceptions' of the 22 attributes. According to Parasuraman et ai, (1985) 

SERVQUAL score= perception-expectation. The higher the pos itive score, the better the 

service quality. Table (4-11 ) to tab le (4- 15) indicates that all the 22 service quality attri butes 

scores are negative scores. Therefore, a ll the 22 service qua lity attributes do not exceed the 

customers ' expectation levels. In other words, the customers ' expectat ions leve ls are higher 

than percept ions levels on all the 22 attributes. 

Bea rd en and Tee l (1983); Buzzel and Ga le (1987) found a positive relationship ex isting 

between high perceived service quality and customer satisfaction. Positive relationship 

between perce ived service quali ty and customer satisfaction creates true customers, increases 

efficiency and benefits from increased market share and profit, heavy sa les vo lume, hi gh 

revenue and reduces costs by econom ies of sca le (Anderson and Sullivan 1993, Zeithaml , 

parasu raman and Berry, 1996) . 
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Satisfied customers do not switch their serv ice prov ider and therefore cost of retaining 

ex istin g customers are s ignificantly lower than attracting new customers. These customers 

spread their sati sfacti on by positive word of mouth which inlluences non-ex istent customers ' 

desires to engage w ith the organization and work as free promoti onal agents (Gronroos 2007, 

Zeithaml and Bitner, 2000). 

Regarding the second research question, how satisfied are you overall with the service you 

rece ived fro m the Commercial Bank of Ethiopia North Addis Ababa district? According to 

the results in table number 4-1 , of the total respondents, 75 (36.58 percent) were extremely 

dissat isfied with the servi ce they get from the bank. I 12 respondents (54.63 percent) were 

di ssati sfied with the service they get fro m the selected branches of Commercial bank of 

Ethiopia North Addis Ababa District branches. Only 18 respondents (8.78 percent) were 

sati s fi ed with the servi ce they get from Commercial Bank of Ethiopia North Addi s Ababa 

District Branches. According to the discon firmat ion parad igm ind icates the size and direction 

of person ini tia l expectations in relat ion to the experience received (Parasuraman et ai, 1985). 

Therefore, the di sconfinnation is the s ize of the gap between prior ex pectati on and the actual 

performance received. Directions are; positive, negative and zero di sconfirmat ion. When a 

service is performed better than expectation, a positive di sconfirmation occurs resulting in 

satisfaction and when a service is below the expectation, a negative disconfirmation occurs 

resu lting in di ssatisfacti on. When a service is performed as expected zero disconfirmation 

occurs Parasuraman (1985). According the research results, a lmost all the customers of CBE 

North Addis Ababa District were di ssati sfied with the service quality of the bank. A 

dissati sfied customer will tell 7 to 20 people about their negative experience. A sati sfied 

customer will only te ll three to five people about their positive experi ence (Kan 1995). 

Concc rning the third questi on, from the serv ice quality d imension, wh ich one does the 

customers va lue more for bank servi ce? Accord ing to the result in table number 4-1 3, 

reliability is the most important serv ice qual ity d imension (mean 22.59) foll owed by 

respons iveness dim ens ion (mean 22.00) . The difference of mean value of the two di mens ions 

is minimal (mean 0.59%) and therefore responsiveness dimension has an almost equal 

im portance with reli ab ility dimension in a bank service context. Tangibi li ty and assurance 

att ributes are the least important service quality dimensions. 
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The finding is consistent with Berry and Parasuraman (1991) findings. Accord in g to Berry 

and Parasuraman, reliability is the most impOltant dimension in 10 studies with in different 

industries and claim that reliabi li ty is the core service qual ity in any industry. 

5.2 Conclusion 

In thi s paper, it is shown that it is im pOltant in the analys is of serv ice quality to use the 

SERVQUAL as a technique necessary to exp lore the most im portant stren gth and weaknesses 

in a serv ice provider. The application in this paper was on a Commercial Bank of Ethiopia 

North Addis Ababa District Branches. Many gaps in CBE North Addis Ababa District Banks 

service quality have been discovered. Of these gaps, the most serious one is related with 

empathy follow by reliab ility. CBE North Addis Ababa District Branches has to devote their 

efforts to cover these gaps. CBE North Addis Ababa District Branches customers considered 

the level of services are below the ir expectations . Thi s means that CBE, NOIth Add is Ababa 

District Branches has to do the maximum efforts that it can afford to raise the leve l of 

services in these dimensions to the level of customers' expectations. 

In the reliab il ity dim ension, the bank will perform the service right the first time seems to be 

the most seri ous prob lem. T herefore, Commercial Bank of Ethiopia No rth Addis Ababa 

District Branches management has to solve thi s problem as soon as poss ible. In empathy 

dimension, the most serious service gap is in employees of the · bank wil l understand the 

specifi c needs of their customers follow by the bank Will give customers individual attention. 

CBE North Addis Ababa District Branches should exert maximum effort to minimize these 

gaps. 

Moreover, performing services as customers want is another service gap in thi s d imension 

and it should also be tackled. The most important service quality dimension to CBE North 

Addis Ababa Dissect Branches customers is reliabili ty. The widest gap was found in the 

bank will perform the serv ice right the first time. In this respect, CBE North Addis Ababa 

Distri ct Branches management has to in crease the knowledge of the employees by providing 

training to emp loyees to provide customers servi ce right the first time. 
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Fina ll y, concerning customers overall sati sfaction with the banks service, almost all the 

customers who get service from the bank were responded that they were dissati sfied with the 

servi ce quality they get from the bank. This is a lso another area that management of the bank 

must work hard to tackle. 

5.3 Recommendations 

In view of the theoretica l studi es of the service quality and customers' satisfaction and the 
conclusion of th is research, the following suggestions are presented: 

According the resu lts stated in tab le number 4-7 to 4-11 concerning service qua lity score 

gaps, the bank providing service to meet customers' sati sfaction is recommended to : 

I . Manage the physical evidence used to provide bank service such as modern 

equipments, fac ili ties, formats and appearance of serv ice providing personnel from 

time to time properly; 

2. Prov ide adequate train ing to staff personnel who contact the customers In the area of 

service quality especia lly bank service quality d imens ions such as reli ab ility, 

respo nsiveness, assurance, tangible and empathy; and 

3. Properly manage its external marketing communication 

Accord ing to the results stated in table number 4-1 4, concerning overa ll sati sfaction of 

customers about the serv ice they get from the bank, the bank managers are recommended 

to: 

I . Eval uate their service quality from season to season and identify the ir 

shortfalls; 

2. Receive suggestions from their customers about their service quality and 

degree of customers satisfaction and making improvement based on the 

feedback; and 

3. Position suggesti on box in a very visible location and encourag in g 

customers to provide them a feedback. 

Finall y, accord ing to the results in tab le number 4-1 3 concerning the most dimension of 

service quality in relation to bank service, the bank managers are recommended to use this 

resea rch result as an input and cond uct their own study to identify the most important serv ice 

attr ibu te which is relatively important to the customers from time to time . Based on the 

ident ified att ri butes, bank managers are suggested to mobilize thei r resources and effort 

towards the Illost relatively important attribute of service quality. 
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Appendixes 



ADDIS ABABA UNIVERSITY 
SCHOOL OF GRADUATE STUDIES 

COLLEGE OF EDUCATION 
DEPARTMENT OF BUSINESS EDUCATION 

A questionnaire to be filled out by the customers' of Commercial Bank of Ethiopia North 
Addis Ababa District Branches. The purpose of this questionnaire is to prepare a research 
paper for the requirement of Masters of Art in Marketing Management Education. Your 
response for the questions is confidential. In addition your response enables to assess the 
bank service quality provided by the Commercial Bank of Ethiopia North Addis Ababa 
District Branches. Therefore, your response is necessary for the attainment of the 
objective of the study. 

Note: 
I . No need of writing your name 
2. Mark "x" sign corresponding to the right alternative in side the box 

Thank you for filling out the questionnaire in time! 

PART ONE: BACKGROUND OF RESPONDENTS 

I. Sex: A. Male 0 B. Female 0 
2. Age in years 

A. 20-30 0 B.31-40 0 
C.31 -40 0 D. 50 years and above 0 

3. Educational background 
A. 12th or 10th complete 0 D. First Degree 0 
B. University student 0 E. Second degree and above 
C. Diploma 0 F. Second degree and above 

4. Types of Service you get from CBE Sellasie Branch 

o 
o 

A. Saving 0 F. Foreign Trade Relation 0 
B. Loan 0 G. Foreign Exchange 
C. Checking 0 H. Safe deposit locker 
D. Money transfer 0 I. Others 0 
E. Fixed deposit 0 

5. Types of Job 
A. Government Employee 0 C. Employee in NGO 0 
B. Running own business 0 D. Unemployed 0 

6. For how long you are a customer of the bank 

o 
o 

A. More than one ye31c:J B. In monthsD C. In week~ D. One day 0 

, 



, Survey: The questionnaire below is in two sections. The first section asks you to rank one of CBE North 
Addis Ababa Di strict Branch Bank accord ing to your expectat ions i.e . what you ex pect CBE 
North Addis Ababa Di strict Branch to provide. The second section asks you to rank one of CBE 
North Addis Ababa D istrict Branch Bank according to your ex periences and perceptions. 

l one: Thi s section of the survey deal s with your opinions of Commerc ial Bank of Ethiopia North 
'ectations Addis Ababa District Branches . Please show the extent to which you think this bank should 

posses the following features. What we are interested in here is a number that best shows 
your ex pectations about inst itutions offering banking services. 
You should rank each statement as fo ll ows: 

Strongly 
Disagree 

2 3 4 s 6 7 

Strongly 
Agree 

Statement 

J. The Bank will have modern looking equipment. 

,. The phys ical fac ilities of the Bank will be visually appealing. 

I. Employees of the Bank will be neat in their appearance. 

I. Materials associated with the service (pamphlets or statements) wi ll be visuall y appealing at bank . 

). When the bank promises to do something by a certa in lime, they will do. 

,. W hen a customer has a problem, the Bank w ill show a sincere interest in solving it. 

I The bank will perform the service right the first time. 

\. The bank wi ll provide the service at the time they promise to do so. 

I. The bank will insist on error free records. 

O. Employees of the bank will te ll customers exactly when services will be performed. 

J. Employees of the bank wi ll give prompt service to customers. 

2. Employees of the bank will always be willing to help customers. 

3. Employees of the bank wi ll never be too busy to respond to customers' requests. 

4. The behav iour of employees in bank will instil confidence in customers 

5. Customers of the bank will feel safe in transactions. 

6. Employees of the bank wi ll be consistently courteous wi th customers. 

Score 

2 



Statement Score 

)7. Employees of the bank wi ll have the knowledge to answer customers' questions. 

18. The bank will give customers individua l attention. 

19. The bank will have operat ing hours convenient to all their customers. 

20. The bank will have employees who give customers personal service. 

2 1. The bank w ill have their customers' best interest at heart . 
. 

22. The employees o f the bank will understand the specific needs of their cuslOmers. 

Part two: The following statements relate to your fee lings about the CBE Sellasie branch. 
Perceptions Please show the extent to which you believe this bank has the feature described in 

the statement. Here, we are interested in a number from I to 7 that shows your 
perceptions about the bank, 

You should rank each statement as follows : 

Strongly 
Disagree 

2 3 4 5 6 

Strongly 
Agree 

7 

:;tatement 

I. The bank has modern looking equipment. 

~. The bank's phys ical fea lures are visually appealing. 

3. The bank's reception desk em ployees are neat appearing. 

I. Materials associated with the serv ice (such as pamphlets or statements) are visuall y appea li ng at the 
bank. 

l. When the bank promises to do something by a certain time. it does so. 

) . When you have a problem, the bank shows a sincere interest in solving it. 

, The bank performs the service right the first time. 

,. The bank provides its service at the time it promises to do so. 

, The bank insists on efror free records . 

O. Employees in the bank te ll you exact ly when the services will be performed. 

Score 

3 

.I 

• I 



Statement Score 

II. Employees in the bank give you prompt service. 

12. Employees in the bank are always wi lling to he lp you. 

13. Employees in the bank are never too busy to respond to your request. 

14. The behaviour of employees in the bank insis t confidence in you. 
, 

15. You feel safe in your transactions with the bank. 

16. Employees in the bank are consistently courteous with you. 

17. Employees in the bank have the knowledge to answer your questions. 

18. The bank g ives you individual attention. 

19. The bank has operating hours convenient to all its customers. 

20. The bank has employees who give you personal attention. 

21. The bank has your best interests al heart . 

22. The employees of the bank unders tand your specific needs. 

3. How satlsfled are you overall WIth the servIce you receIved from the CommercIal Bank of 
Ethiopia North Addis Ababa district? 

.. Highly satisfied 0 C. Neutral 0 
Satisfied 0 D. Dissatisfied 0 

E. Highl y dissatisfied 0 
4. Listed below are five features pertaining to banks and the services they offer. We wou ld like 
) know how much each of these features is important to the customer. Please allocate 100 
9ints among the five features according to how important it is to you. Make sure the points add 
pto 100. 

No Dimensions Points 
1 Appearance of the banks physical faci lities , equipment, 

persOlmel, and communication material s 

2 The bank's ability to perform the promised service dependably and 
accuratel y. 

3 The bank's willingness to help customers and provide prompt service 

4 The know ledge and courtesy of the bank's employees and their ability 
to convey trust and confidence. 

S The caring, indi vidual attention the bank provides its customers . 
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,: - .. 

DATE: 

TO: 

FROM: 

rh.'-"r·*·y 1'1Y.: fJ1h 
COMMERCIAL BANK OF ETHIOPIA 

INTER DEPARTMENTAL MEMORANDUM 

November 19, 2009 

Manager - Addis Ababa Br. 

Manager - Ambo Br. 
Manager - Arada Giorgis Br. 
Manager - Holota Br. 
Manager - M/Ghandi Br. 
Manager - S~dassie Br. V 
Manager - North Addis District 

The Addis Ababa ' Unive rsity Col lege of Education Department of Business 

Education has requested us for getting data from your branch for 

Ato Hussein Bullo for his research purpose in his Marketing Management 

Education of MA t hes is on "A Survey Study on Bank Service Quality and 

Customer Satisfaction the case Study of Commercial Bank of Ethiopia 

North Addis Ababa District. " 

Therefore, his research is mainly focuses on academ ic purpose and please 

extend your assistance in this r egard . 

. ," ".' 



/\,1'.11 1111 I( {ll, fi t: iI. t 
lI'l +9"UC''''' 11(\,)1:· 
n.l/'/1I +9U UC+ h~A 

ADDIS ABABUNIVERSITY 
COLLU:CE OF lmUCATlON 

DJ<:PARTMENT OF 
BUS INI(SS EDUCATION 

Date : Novembr;L1L 2009 
Ref:No. BEIZ60!() l,:09 

To Whom It May Concern 

Hussein Bullo is a Postgraduate second year student in our Department: specializing 

in Marlketing Management Education. He is currently conducti ng a MA Thesis on 

"A survey Study on Bank Service Quality and Customer Satisfaction The 

Case Study of Commercial Bank of Eth iop ia North A.A. Districts." In order to 

get data for' his researc ll, he now needs to visit va rious organizations, which include 

your organization. Considering the purpose of his visi t, therefore, may I request: you 

to be of assistance to him. 

. .... 
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