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Abstract 

Research Purpose: The eenlral pllrpose o/Ihis research projecl is 10 idenli/Y service 

qualily gaps, assess overall service qualily 0/ Iransporlalion service provided by 

Elhiopian Shipping Lines and level o/ salis/llelion in views of euslomers and/inally 10 

explore Ihe causal relalionship among service qualily dimensions and overall service 

qualily and salisfacliol1. 

Research Methodology: The seven modified dimensions of SERVQUAL namely, 

langibles, reliabilily, re,ljJOl1.lil'eness, assurance, empalhy, service coverage and 

schedllle, and process (which consisls of ilems 10laling 27) was used 10 measure 

cuslomers' perceplions and expeclalions oflhe qualily of mar iIi me Iransporl service on a 

7-poinl Likerl Iype scale I represenling ",I'Irong disagreemenl" and 7 represenling 

"S/l'ollg agreemenl ", The enlire research was conducled using primmy dala direclly 

eliciled Fom re,ljJondenls, The modified SER VQUAL model inslrumenl adapled 10 [il in 

Ihe conlexl of Ihe sludy were dislribuled 10 35 companies engaged in imporl business 

Clefil 'i fies Ulld 32 complefe a",III,whle (jlleSliollnaire l"ere collecled for furlhel' analysis ",/'"., 
/' ~ .,~. , ~ 

11'1117 collecllOn rale 0/91, -/% ( ~ "'/. 
"'\., • '}i ,,'\. 

'l ~ ~ \-

Findings: RehabihlY anal)'.lil' wa,l done 10 (I\',leSS Ihe inlernal consislency of Ihe 'lcaIV\.~'-'-' 
and Ille.llliled 111 maall rel/(/I"llIy cueffielelll ((,hmnb"lch alpha) of 0.943, Reg"rdll1g 

Ihe sen'ice qllalily gaps idenlifier!, Ihe highe,l'l '1l1alily gap \l'OS ohse/'l'ed in Ihe process 

a51'ecI (-4,09) fallowed by ser l'lCC cOl'eroge and schedule (-3.42), reliobililY (-3,02), ' c;: i 
Empalhy (-283), respons/l'ene,ls (-2,79), langihles (-2,6-/), and Ihe leas I was ob5e/'l'ed in !:'::' 
Ihe as,l urance dimension Wifh gap ,core of -2,60 The olher inve,l /igalion are{{\' of Ihis :', : ' 

research is delel'mining Ihe causol relaliol1Ship ol1long /I/(/("/ ie" SER I 'QUAL dimensions, -< fi2 
I III 

ol'eral/ sen'ice qualil)' and 1':1'<,1 O/,I'Ulis/iICfiUi1 lind IIlfimUlel\' "cI'eIOI} a 1'''''l'e,ISioll C '"# :: 
" , h I ~ I ~ 

model, Two regl'essionlllodeis lI'ere/iJllndfiJr ol'emll se/'l'ice '1ualily. The.firsl /}/(Jdcl. ill '· ~ 

which assurance Ims considered as a single SflIlisficollV sigllificant predicior, explains 

31. j % o/llle l'al'ialions in 0\'('1'(/11 sen'ice (I I wlily, 

\ I I I 

.-~-



In the second model hoth assurance and reliability were considered together as 

significant predicl{}/s. explail/s 52.-1% of the 1'i/riOlion in o" erall service quality. 

Similarly, the study also jiJllnd tll'O models /01' overclll cllstomer sati4action. The ./irst 

model where reliability was considered the only statistically significant, explains 34.3% 

of the variation in the o"eralllevel 0/ customer satis/action where as in the second model 

both reliability and assurance were considered and it explains 42.8% 0/ the variation in 

the level customer sat is/action. 

Ma nagerial Implications: Because the service qualily scores for all the modified 

SERf/QUAL dimensions were found to be nega!ive and velY high which calls maximum 

effort .from the company to al least narrow down these wider gaps. Further more, the 

/aci Ihat both Reliability alld Assurrtllce dimellsiolls are strong prediclors of both 

overall service quolity and satisfaction necessitates emphasis to be given to these quality 

dimensions If the company is to enhance the dependent variables .. 

Key Words: Perception, expectation, sali~Iactiol1, and service quality 
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Chapter One 

Problems and Approach 

This chapter of the research project bas ica ll y deals with the problem and its approach. 

Subtopics included under the chapter are background of the study, background of the 

organization, statement of the problem, objectives of the study, significance of the study, 

research design and methodology, and layout and organization of the study. 

1.1. Background of the study 

The survival of any bus iness organization depends on its customers as it is there to offer 

something of va lue to them. Customers are the source of profit s to be generated by for­

pro fit orga ni zation and the pr imary reason for being in the business operat ion. 

Very often, organizat ions fai l to understand the sign ificance of retaining ex isting 

customers besides attracting new ones. As a motto of their organi zation, some even 

cla im they deliver high value for what the ir customers' incurred. In practi ce howe ver, 

they don't commit themselves to provide what they promised and hence thi s eventually 

results in di ssatis faction costing the organ ization the lifetime revenue that coulu have 

been earned had it been able to build Illutually sat isfying business re lationsh ip " ith 

customers. 

Each employee in the organization should be aware through internal marke ti ng that 

customers' sati sfac tion is very instrumental in an effort to realize repeat sales and 



customer loyalt y which is a very good strateg ic weapon .n the face 01' toel ay's IIcrce 

completi on from 311 ang les. 

Many researches have been undertaken in the area of micro-marketing. customer 

relationship management (CRM), customer loyalty and the like by many scholars j ust to 

bri ng into the attention of the management at different levels what it takes to build 

successful business re lationship. Most of these researches have revea led that customer 

retention is not only cost effecti ve and profitable marketing strategy that should be sought 

by managers but also it is the necessary condition for sustainable growth and expansion 

of t he business venture in thi s hi ghly dynamic business environment. This is especiall y fi'J I: ., . 
true of those pract icing industrial marketing activities by se lling the ir goods and service ! 3 : 

"" "'" .. ~'i II j 
to other organizations as 80% of these companies' income comes from 20% of thei '! fl ~ 

-< II 

customers (Kot le r, 2003 :235). Therefore, thi s tell s us that espec ially for a compa. ,,: ! :,. 
engaged in ind ustrial marketing losing one of these customers can inevitabl y red uce the , 

revenue of the company drast ica ll y. 

The goal of service companies inc luding shipping line is to de ve lop services which attract 

and keep customers \\"ho are satisfi ed, loya l, and speak we ll about the com pan)'. It should 

be clearly unde rstood that the retent ion of existing customers is much cheaper to acq ui re 

new customers. The refore . successfu l busi ness firms inc lud ing shipping lincs are putting 

mo re emphas is on customer relat ionship management (CRM) as a to,, 1 f(l r ",anaging 

customer relationship and hence to increase customer sat is faction ~1Ilcl loyalty wh;ch 

consequent lv wil l increase stead\' streams of revenuc, customer equity. and mark et 

sha re.(Wang et 31. 200-1; Park e t 31. 2004) 

2 
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This study loc us<.!s on Customers' Perceived Service Quality and Sati sfaction 111 the 

mari time transport ind ustry in Ethiopia (Ethiopian Shippi ng Lincs) which is the 

fundam enta l of customer relat ionshi p management. Customer relat ionshi p ma nagement 

is a ne\\ evo lvi ng management topic which most bus iness firm s arc focusing on as a 

compet iti ve edge strategy (Khalifa and Liu, 2003) and of course maritime transport 

industries are not an exception from this business strategy approach. 

According to studies conducted, many companIes worldwide claiming implementing 

customer relationship management don't have a fu ll understanding of customer 

relationship management (CRM) and most ly stick to the customer relationship 

management so ftware systems. The same thing is true with Ethiopian Shipping Lines 

that customer relationship management is not well comprehended and applied in its real 

manner. Managers most ly are not fami li ar with the holisti c manner and definition of 

customer relationship management and its phi losophy. They think customer relationshi p 

management is just a service design or even worse an after sales service outli ne (Kotrov, 

2002). 

It is qui te apparent from the above literatures rev iewed that service companies face the 

most challenging task to maXIITI IZe customers' va luc and sat isfaction because of the 

unique nature of the product th~y offer relative to their goods se lling Ilrms. 

To thi s effect then, this research endeavor attempt<.!d to study Customers' Perceived 

Service quality of and Sat isfaction in Ethiopian Shipping Linc which is a fertile research 



."'1 '1'/" -'.1' ·/'frfl'f! 'rd Sen 'in- QUI/fll)' alldS.,tiif.lCt l(Jl/: ;1 (, '.h' .\"Iu.f, ''iLlfih'J'''''' .\'fiIJ'JI/":/I .//j"l .')fiart' Comp(l IIY 

pr(lble lll arca that has not been studied by any one :15 " I I' as the student researcher' s 

knowledge is concerned. 

1.2. Bacl(ground ofthe Organization 

The Company 

Ethiopian Shipping Lines S.C. is the only company invo lved in sea freight activity in the 

country. It gives a liner service in North Cont inent and Mediterranean route, Far East 

ro ute, Arabian Gulf route and Indian Sub Continent route. It also gives a Cross Trade 

service mostly from Europe to Red sea and Gulf ports. 

Establishment 

Ethiopian Shipping Lines S.C. was fo unded in 1964 G.c. and started operation in 1966 

G.c. with three newly built ships (two general cargos and one tanker). 

It was estab lished as a share company with a capital of birr 50,000 subsequent ly to be 

raised to bi rr J ,750,000. Taul"'Js J"nvestment Inc. of Washington DC Agreed to subscribe 

to 51 % of the capital requirements designating two directors of the company. 

The Ethiopian government under wrote the remaining 49% of the capital rcquired 

designating two directors of the company. Event ua ll y, the American so ld hi s share to the 

government of Ethiopia and the company was fully owned by the government of Ethiopia 

since 1969170 G.c. The company is now reformed to a share company \\ ith a capital of 

birr 289 million and ('perates under the supclTi , ion of Public Enterrrises Supervising 

.·\uthorit,. . 

4 
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Vision 

To be a modern indigenous shipping colll lxlllY that renders reliable and competit ive 

maritime transport and related servi ces to the country's export and import trade. 

Mission 

To facilitate and promote the coun try's expo rt and import trade by way of rendering 

efficient, competitive and reliable li ner and tramp maritime transport services in the 

international and neighboring countries' coastal sea routes & other related activities and 

ensure customers & stake holders satisfaction. 

Current Service Routes 

Forty years ago ESLSC launched its first service along the UKINorth and West Europe 

route, which was then major direction of the country's import and export trade. In the 

course of its development the Company has further expanded its service to include the 

Mediterranean, Adriatic, the Far East areas, Gu l f regions and the Red Sea in view of the 

growing traffic movements on these routes. At present ESLSC that has agency networks 

in all it s trading areas for assisti ng shi ppers from Ethiopia or abroad in arranging and 

consolidating their shipments, uses the port o f Dj ibouti as its base and provides liner 

services to specified port s on regular sailing sc hed ules subject to suffi cient ind ucement. 

The Company's sh ips al so call at other ports en ro ute. Besides its former and current fl eet, 

ES LSC has made agreement on s lot charter arrangement , lVith a number of other shipping 

companies such as Maersk Sea land. 1'&0 Ned Lloyed. APL, I'l L. NYK. and H),undai etc. 

ESLSC has recently acquired two 1110re vessels (Shebelc and Gibe) whic h increase the 

total vessels under it s oll'nership to ni ne. 

t'By ~\fofiamll/('arl 'uJSill 
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1.3. Statement of the Pr-ohlcllI 

Transport permeates almost ,III SOCIO-economic spheres of the lire of our sneiL't\ , 

Transport se rvices arc tire cssential means by which mobility of person '\!lei goods 

including factors of production as we ll as di stribution and trade flows are achieved, Thi s 

special att ri bute of transport manifests itself in various forms in the diffe rent modes of 

transport. 

Maritime transport in Afri ca remarns the major means of conveyance of bulky traffic . t 

between the continent and other parts of the world . That traffic represents 80% of th !! r; 
~ . 

total trade of Afri ca handled by a ll transport modes of which outbound traffi c is largel :.;!: 
..c: !I. 

composed of primary commodities. Thus, the impact of maritime transport on th ~:;:: ... -, 
economic growth of Africa remains significant and appreciated as a factor that has to b¢ 

... . 

taken into account in a ll st rategies for socio-economic development and integration of the 

continent. (www.africa-union .org) 

It is a commonly held bel ief that fi'ee market compet ition is ve ry important for both fil'll; s 

and their customers as we ll . Customers benefi t from competi tion as it a llows them to buy 

quality product at the lowest possible pri ce and fi rms also benefit from compet ition as it 

fosters innovation which is a ve ry st rong competi tive tool in thi s high ly dynamic blls in~ss 

envi ronillent. l-Io"c\cr. thi s is not tire case in monopol y market situation liLe , : J 

transpol1 in Ethiopia. Over the pas t vears many clIstomcrs ha\'c hccn cOlllplaini ng " bpul 

poor sen'ice rend~red by Ethillpian Shipping Li ncs wh ich is the onl\' nal ic)I131 carr ier with 

legal pri vi lege 10 move goods destined for Ethi0l'iB e1 sc \\ 'hcre. 

6 



Prob lem :Ireas ilkllti li ed by the student rescarchcr through preliminary su rwy arc lengthy 

transit cyc le. absence of service at some major ports, high rat c. shortage of empty 

containers whcn req ues ted, poor schedule (lack of frequent service to and from ports it 

se rves), tedious processes to get back the money depos ited for empty equipments, 

inadequate communication with the customers about whereabouts of their cargo, cargo 

space shortages among others. 

Undoubtedly, the current legal privilege given to Ethiopian Shipping Line to move 100% 

of goods to be imported to Ethiopia would at the end of the day force the importers in 

Eth iopia to use the national carrier whether or not they are sat isfied with the service 

provided or not. This trend may not continue for long as the country is requesting to be 

member of World Trade Organizat ion (WTO) which requires trade liberali zation as a 

prerequisite for membership_ There fore , student researcher strongly believes that it is 

the ri ght time for the company to continuously measure how well it is performing on the 

different standa rd dimens ions of service quality (such as tangibility, reliability, 

responsil"cncss, assurallce, and empathy) and those additional dimens ions (coverage and 

schedule and process) ide ntified through open ended questions during pilot study phase 

that have direct bearing on qual ity se rvi ce deli ve red and customer 

satisfact ion/di ssati sfaction which in turn affect the company' s profitability and growth _ 

To the best kr1<>,,-kdge of the researcher. no study has been clll1d uCled tLl measure 

customers' sat isElCtion. idcntify service qualit), gaps, and fortllLriate sa ti s facti rJlI th:-c,ugh 

qualit), dimensions in the area o f marine transport which is so nULi al in enhancing the 

rBy :Mohnlnlllt',{'1nwll 
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country's rule in internationa l trade. lienee, thc problem arca is opcn for study and thi s 

rcsemch endeavor ultimately tri es to answer the fo llowing basic questions: 

.:. Whic h dimens ions of the overall serv ice qua lit y ex hibit wide r gap? 

.:. What is the overall perceived service qual ity and sati s faction of shippers? 

.:. What are the causal relationships among SERVQUAL dimensions, overall service 

qua lity and Satisfaction? And how significant are the d imensions in pred icting 

overall service quality and satisfaction? 

1.4. Objectives of the study 

The general objective of the research effo rt is to study customers' perceived quality and 

sati sfaction in the case organizat ion and ultimately forward feasible solutions that may 

help the organi zation alleviate the problem areas . The specific object ives of the study are 

li sted as under. 

.:. To ident ify the magnitude of the difference be tween perceived and expcctcd 

service as experienced by the customers . 

• :. To investi gate the overall perceived service quali ty and sat is fac tion 

.:. To fo rmulate the causa l relationsh ip among SER VQUAL dimensions, overal l 

se rvice qua lity, and sati sfacti on. 

1.5. Significa ncc of the Study 

The ultimate result of th is research act ivity wo uld be beneli cia l to differen t parti es. 

These arc . 

r It enables the management and other stakeholders to identify their servi ce quality 

gap area that affect their customers' satisfac ti on and take correct ive acti on and be 

competit ive in keeping ex isting customers happy ,,'hile also attracting new ones. 
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I'" The research output also snVL'S as a "r"'iminary reading for those researchers who 

are interested to undertake in -depth resea rch. 

1.6. Delimita tion of the Study 

Every research endeavor has its on scope that limits the app li cation of concl usions 

de ri ved fro m the analys is and makes the research manageab le g iven the various 

constraints. Hence, this research project is not an except ion. The student researcher 

whi shes if it could be poss ible to include a ll organ izations engaged in internati onal trade 

(both import and export) . However, to make the research act ivity manageable within the 

g iven constrai nts and get meaningfu l result, th is study is limi ted to those companies 

engaged in import activ ities only. Th is is because of the fact that the company under \' , 

study has got 100% share in import cargo movement to Ethiopia as compared to export 

cargo that account for less than 5%. Furthermore, as some of the importers are a lso 

exporters, they are also assumed to give a ba lanced view about the services of the 

company in both directio ns. 

1.7. Limitation of the Study 

It is not poss ible to mention a ll the limitati on encou ntered in due course of conduct ing 

any research. Of course th is research projec t is no an excepti on to thi s. However, the 

re lati vely short period a llotted fo r the project, financial constraints, and reluctance of 

respo ndents to take time and fill the questi onnaire \\ere the majo r limitations of the study. 

1.8. Research Design and Methodology 

1.8.1 Research Approach 

The knowledge claims, the s trategies and the method a ll contri bute to a research app roach 

that tends to be more quant itative, qualitative or mixed (Creswell 2003). 
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A. Quantitative App"oach 

Quantita tive approach is one in whic h thc investigator primarily uses post posi ti vist 

claims for deve lop ing knowledge (i .e .. cause and effect thinking, reducti on to spcc ili c 

variables and hypotheses and q ues tions. lise of instrument and observation, and the tes t of 

theories), employs stra tegies of inquiry such as experiments and surveys and collects data 

on predetermined instruments that yield sta}istical data (Creswell 2003). 

Quanti tat ive research IS frequently referred to as hypothesis-testing research. 

Characteristically, studies begin with statements of theory from which research 

hypotheses are derived. Then an experimental design is established in which the variables 

in questi on (the dependent variables) are measured while controlling for the effects of 

selected independent variables . Subject included in the study are selected at random is 

desirable to reduce error and to cance l bias . Thc sample of subjects is drawn to reflect the 

populati on (Newman & Benz 1998) . These procedures are deductive in nature, 

contributing to the scientifi c knowledge base by theory testi ng. Thi s is the nature of 

quantitative methodology. 

Because true experimenta l des igns require tightly controll ed cond itions, the richness and 

depth of meaning for participant may be sacrificed. As a valid ity concern, thi s may be a 

limitati on ofquallti ta tive designs (Ne \\nl<lI1 & Benz 1998) 

B. Qualitative ApP,'oach 

Qualitative research is multi method in focus, in vo lving an in terpret ive, naturalist ic 

approach to its subj ect matter. T hi s means that qual itative researchers s lLIdy things in 
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their natural se ttings. " tt empting to make sense of, or interpret, phenolllena in terms or 

the meanings people bring to them (Newman & Benz 1998). Qualitative approach is one 

in which the inquirer o rten makes knowledge claims based primaril y on constructi vist 

perspectives (i. e., the mul tiple meaning of individual experiences, meaning soc ially and 

histori ca lly construc ted, wi th an intent of developing a theory or pattern) or 

advocacy/participatory perspectives (i.e., political , issue-oriented, collaborative or change 

oriented) or both. It also uses strategies of inquiry such as narratives, phenomenology, 

ethnography, grounded theory studies or case studies. The researcher collects open­

ended, emerging data with the primary intent of developing themes from the data 

(Creswell 2003). Since the purpose is to identify quality dimensions exhibiting wider gap, 

assess overall service quality and satisfaction and finally to formulate causal relationship 

models, quantitative research approach is found to be more appropriate for this study. 

1.8.2. Study popula tion 

The objective of the study is to investigate customers' perceived service quality and 

satisfact ion taking Ethiopian Shipping Line as a case organization. Thus, all companies 

engaged in impoli and export activities could be considered as a population for the study. 

However, the preliminary survey conducted by the student researche r re vea led that the 

company's in the movement of export cargo is below 5% (mostly form government 

enterpri se) where as it enjoys 100% in the case of import cargo. Therefore, it is the 

student researcher's beli ef to inc lude only those companies engaged in import activiti es 

as they are quite famili ar with every aspect of transportation services prov i d~d by the 

case organiza tion. 
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1.8.3. Sample Size and Sampling Technique 

Acco rdin g to data ob tained from Ethiopian Import Directory (wlV\V.~thiomarket.coll1) , 

the total population of companies engaged in import activities is arou nd 170. Out of thi s 

total population, the study included 35 companies which account for more than 20% of 

the total population so as to make the sample representative . To approach these 

respondents, systematic random sampling was employed as it is the ideal choice at the 

presence of readily avai lable sampling frame . 

1.8.4. Data Collection Instrument 

The necessary data for the study were obtained from both primary and secondary sources. 

The primary data were coll ected through structured questionnaire. The modified survey 

questionnaire developed by the student researcher was submitted to the advisor for 

professional comment and finally the approved questionnaire was translated into local 

language (Amharic) in order to help respondents fill it w ith full understanding thereby 

reducing the difficulty of comprehending items that might arise and adversely affect the 

quality of the research result otherwise. Further, to save time for all the researcher has 

provided brief explanation on how to fi ll the questionnaire upon di str ibution. 

The study mainly employed the modified SERVQUAL measurement model (instrument) 

consisting of items measured on 7-point Likert type scale developed by Paras uraman et al 

(1991) with some modification to make it fit for the nature of serv ice being studied 

(comext of servIce environment under study) . The modification to the origina l 

SERVQUAL model was done based on the results of pilo t survey conducted with 
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purposely se lected sample respondents wi th <I l'lew to judge the reliability of the 

instrument In the light of the research objcc til c ,,,,d identify additional dimensions, if 

any, that shippers might consider as additional se rvice quality criteria 111 the manne 

transport industry. 

As evidenced by scale reliability analysis, the overall reliability coefficient of the 

instrument was found to be 0.9431(see table 3.3 for details) which is quite higher than the 

cutoff point (0.60). Further more, information obtained through open ended questions 

furnished the study with two additional dimensions (coverage and schedule and process) 

which almost all purposively selected sample respondents suggested in the pilot survey 

phase of the study were also incorporated in the modified SERVQUAL questionnaire 

lIsed for collecting primary data. Thus, the modified instrument used contains seven 

dimensions (tangibles, reliability, responsiveness, assurance, empathy, coverage and 

schedule, and process) that increased the 21 SERVQUAL statements to 27. 

The questionnaire designed consisted of three major parts. The first part attempts to 

measure shippers' expectation (taking an excellent company in the industry as standard) 

and perception (as experienced by them). The second pali asks the respondents to rate 

the overall service quality and satisfaction as well as price charged by the company given 

the quality they receive. The third part of the questionnaire consists of questions 

pertaining to the demographic characteri stics of responden ts. Instead of using the 

origi nal SERVQUAL methodology of admini stering a tll'O part quest ionnaire with 

separate perception and expectation sec ti ons, this study attempted to elicit shippers ' 

expectations for an exce llent marine transport provider and performance of Ethiopian 
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Sh ippi ng Lines with one sct or stntcmL'llts alld two porti ons of measurement in order to 

minimize the potcnti ally conrusing impact or having two separate set of statements. 

Respondents' agreement/d isagreement with each statement is assessed on a seven poin t 

Likert type scale to provide respondents a \I'idcr range of options with end anchors I 

(strongl y disagree) and 7 (strongly agree) .ln add ition to the primary, secondary sources of 

data such as journal artic les, books, websi tes (i nternet sources) etc were adequately used 

in conducting the study. The related literatures in the area of customer sati sfaction, 

service quality, expectat ion, se rvice quality measurement models were reviewed to enrich 

the understanding of topic of interest and other related issues. 

Finally, out of the 35 questionnaire di stributed to respondents, only 32 questionnaires 

were filled out and returned to the researcher which accounts for 92.5% collection rate. 

All the returned questionnaires were found to be complete and usefu l for analysis 

purpose. 

step in any research process wou ld be appropriate ana lysis of data to derive meani ngfu) , 

1.8.5. Data Analysis Method (_.:: .... :\ 

Once data have been co ll ected, ed ited for error correction, and processed, the ne-t logical \ ~"~ •. ;~~. \ 
I( \ {J~!. ..(' 

~''''' .-\ ' .; 

\ ( • ...J 

~ inferences. To analyze the data in such a way that it answers the basic research questions ~ 

raised earlier, all stati stical procedures is carried out using Stat istica l Package fo r Social 

Scienti sts (SPSS 10.0). Accordingly, descriptive stati st ics were used to sUnlmarize 

demograph ic characteristics of respondents, means of perception and expectat ion as well 

as overall service qua lity and sat isfac ti on. In addition, gap SCO('e (perception lIIinllS 

expectation) per attribute and modified dimension of SERVQUS L is calculated . 
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f inall y, multiple reg ress ions \\"CI"e carrico out separately, with the modified SERVQUAL 

dimensions as independent va riable. 

1.8.6. Ethical Considcl-ations 

To mainta in the con fid entia lity of the information provided by respondents. the 

respondents were instructed not to write their names on the questionnaire and assured of 

that the responses would be used only for academic purpose and kept confidential. Brief 

descript ion of the central objecti ves/purpose of the study and the potential benefit of the 

research outcome to respondents as well as Ethiopian Shipp ing Lines were clearly 

disclosed in the introductory part of the questionnaire so as to motivate them participate 

in the study and provide pertinent information about the company under study. Finally, 

respondents were included in the study based on their free wi ll. 

I' I ..., 

I 

I -

;-.. ~ ri 
{J ~ , r.:r. 
r ~J L."J: 

1.9. Organization of thc Study t>. . ~ 

This is organized in four chapters. The first chapter addresses the problem and its ·--....:%4111:111· II 

approach. The second chapter exc lusively left for li terature review and conceptual 

framework. Chapter three presents the empirical data along with analysis and di scuss ion 

of them and the fourth chapter address the summary of findin gs, conclusion and 

managerial implicat ions. 
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Chapter Two 

Litcratu."c Review and Conceptu al F."amewo."k 

2.1. Litc,"a tu J'C Rcvicw 

In this section the literature review related to research is discussed, which consists of a 

review the main concepts and depth such as, service marketing, goods versus service 

marketing, service quality, customer expectation, the link between service quality 

customer satisfaction diagnosing failure gap in service quality and the quality measuring 

model (such as SERVOUAL model used in th is research) have been presented. 

2.1.1. Overvicw of Service 

Kotler (2003 :444) defines service as "service is an actor performance that one party can 

offe r to ano ther that is essentially intangible and doesn' t result in the owner ship of 

anything. Its p roduct mayor may not be tied to a phys ica l production." Service can also 

be defi ned as economic activities that produce time, place, form, o r psychologica l 

utiliti es . Services are acts, deeds, or performance, they are intangib[e." 

A company usually offers some services its offerings to the market place, the service 

offe red can be a minor or major part of the total offe ring. Kotler (2003 : 445) proposes 

fi ve categories of offe rings by companies: 

Pure tangiblc g ood: No se rvice is accompanying the product like sa iL pen. soap. 

lil)' : ~ :o finIllIllCI{ ' )'055111 [6 
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Tangible good with accompanying services: i\ product accompanied by one or 

Ill"rc' se rvices. such as car or computer 

I-Iyor-id: Equal parts of products and servi ces_ lo r cxample people go to restaurants both 

lo r lood and pleasure. 

L Major Service with accompanying minor goods and services: the offering 

consists of a major service along with supplemented services or supporting products, for 

example airline passengers buy transportation services. The trip includes some tangibles 

such as foods drink, a ti cket stub, and an airline magazine 

Pure services: the offerings consist mainly of services such as baby sitting, 

psychotherapy etc. 

In the effort to discuss service markets and management, Ze ithaml and Bitner (2003, 3) 

highlight the distinction between services and customer serv ices. Accord ing to these 

wri:ers, services is broadly defined as encompassing a wide range of industries such as 

telecommunications, hotels, transport, financial services etc . However, service can also 

be offe red to the marke t place by manufacturing and Technology Companies as well. 

IBM and Compaq (traditionally considered manu fact urers) offer information technology 

(IT) consult ing services to the market place. 

Customer service is also prO\'ided by all types of companies - including manufacturers, 

IT compan ies and serv ice companies. Customer se rvice is the service prov ided in support 

of company' s core products. It most often include answering qucstions tak ing orders, 

dea ling with bill ing issues, handling complaints, and perhaps scheduling maintenance or 

17 
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repa irs, customer serv ice can occur Oil s itc( ,J:; wilc il a retail employee helps a customer 

find a desired item or answers a qucs tiO Il ). or it can occur on the phone or via internet. 

Many companies operate customer service ca ll cen ters, often staffed around the clock. 

~l3lity customer service is essen tial to bui lding customer services. It should not, 

however, be confused with the se rvices provided for sa le by a company. 

~om the literatures reviewed above one can infer that because of the varying goods to 

service mix, it is hardl y poss ible to generalize about services. Further more, services are 

delivered for sale wher(s customer services augment the major service for free without 

any cost 

2.1.2. Difference in Goods versus Service Ma rketing 

Goods (products) are first produced, then so ld , and consumed. But usually services are 

first so ld , then produced, and consumed simultaneously. The difference between goods 

and services can be observed in terms of output tangibili ty organizationa l features, 

Ownership, use and consumpt ion, the consumer's role . (Hakserver. et al. 2000: 127) 

Regarding the differences in goods versus service marketing, Zeithaml and Bitner 

(2003:20) claim there is general agreement that inherent difference between goods and 

service ex ist and that they resu lt in unique, or at least different, management challenges 

fo r service businesses and or manufilc turer that se ll services as a core offering. These 

differences are discussed as wider. 
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Intangibility- the most bas ic, and virtually cited , differences between goods a III I 

service is intangibility . Beca use se rvice are performances or actions rather than objccts. 

they can not be seen , felt , tested, o r touched in the same manner that we can sense 

tangible goods. For example, healthcare services are actions (such as surgery, diagnosis, 

examination, and treatment) performed by providers and directed toward parents and the 

families. These services cannot actually be seen or touched by the patient, although the 

patient may be able to see and touch certain tangible components of the service (like the 

equipment or hospital room). In fact, many services such as health-care are difficult for 

.1 
"'"consumer to grasp even mentally. 

Heterogeneity- Because services are preferences, frequently produced by humans, no 

two services will be precisely al ike. The employees delivering the service frequently are 

the service in the customer's eye, and people may differ in the performance day to day or 

even hour to hour. Heterogeneity also results because no two customers are alike; eac h 

will have unique demands or experience the service is a unique way. The n the 

heterogenei ty connect with services is large ly the result of human interaction (between 

and among employee 's customers) and all 0 the vagaries that accompany it. 

Simultaneous productions and consumption: Where as most goods are 

produced first, then so ld and consumed, most services are sold first and then produced 

and consumed simultaneous ly. For example, an automobile can be prod uced by Detroi t. 

sh ipped to Sanfranci sco, so ld two mon ths later, and consumed over peri od of years. But 

restaurant service cannot be provided until they have been sold; and the dining 

experience is essentiall y produced and consumed at the same time. Freq uently this al so 

CB)' ':A foualllmca'1assill J9 

I 
I 
J 



mcans that 11 <: custolll <: r is present whilc the serv ice is being produccd and thus vi<:ws and 

may evcn take part in the production process. This also means that frcq uentl y c ustomers 

will interact with each other during service production process and thus may affect each 

others experienccs. Another outcome of simultaneous producti on and consumption is that 

service producers fi nd themselves playing a role as part of the product itself and as an 

essenti al ingredients in the serviceexperience for the consumer 

Perish ability. It refers to the feed that services cannot be saved, stored, resold, or 

returned. A seat on an airplane or in restaurant, an hour of a layer' s time, or telephone 

line capac ity not used cannot be reclaimed and used or reso ld at a later time. This is in 

contrast to goods that can be stored in inventory or resold another day or even returned if 

the consumer is unhappy. Wouldn't is be nice if a bad haircut could be returned or resold 

to another consumers? Perish ability makes thi s and unlikely possibil ity for most 

services. 

One may deduce from the above literatu res that the unIque feature associated with 

marketing servIce at the end of the day pose very challenging problems to servIce 

marketing manageress as opposed to their goods selling counter part wh ich necess itate 

the managers to possess very good skill knowledge in designing very good corresponding 

marketi ng strateg ies fo r the several of the company in th is sti ff competition . 
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2.1.3. Expanded marketing mix fo,· services 

One of the most bas ic concepts in marketing is the markcti ll g mix de lincd as the elements 

o f an organization contro ls that can be used to sati s fy or communicate with customers. 

The traditional marketing mi x is composed of thc four 1' ·s, produc t, price, promotion and 

place (distri bution). (Kotler 2003, and Ze ithaml and Bi tner 2003,). These elements appear 

as a core decision variable in any marketing text or marketing plan. The notion of mix 

impl ies that all of the variables are interrelated and depend on each othe r to some extent. 

Further, the marketing mix philosophy implies that there is an optimal mix of the four 

factors for a given market segment at a given point in time. However, the strategies for 

the 4 P's require some modification when applied to services 

In an attempt to discuss about the evolution of the extended market mix for service, 

Balaj i (2002:27) argues that because services are usua ll y produced and consumed 

s imultaneously, customer are often present in the firm's factory, interact with the firm 's 

personnel, and are actuall y part of the service production process . A lso, because services 

are intangible customers wi ll often be looking for any tangible cue to help them 

understand the nature of the service experi ence. These facts have led services marketers 

to conclude that they can use addi ti ona l variables to communicate with and sati sfy their 

customers. For example, in the hotel industry the design and decor of the hotel as well as 

the appearances and attitudes of it s employees wi ll influence customer perception and 

ex pen ence. 
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The write r furt her claimed that ack nowledgelllent "I' the importance of these additiona l 

cOllllllunication variab les has led servicc markcte rs to adopt the concept of an expanded 

marketi ng mi x described as follows: 

People: refers to all human actors who play 11 part in service deli very and thus influence 

the buyer ' s perceptions; namely, the firm ' s personnel, the customer, and others customers 

in the servi ce environment virtually all of the human actors participating in the delivery 

of a service provide a cues to the customer regard ing the nature of the service itself how 

these people are dressed their personal appearance, their attitudes and behaviors all 

infl uence the customer' perceptions of the serv ices. The service provider or contact 

person can be very im portant. In fact, for some service such as consul ting, counseli ng, 

teachi ng, and other professional relation based se rvice, the provider is the services. In 

other cases the contact person may play what appears to be a re latively small part 111 

service deli very. For instance a te lephone insta ller or an equipment delivery dispatcher 

Physica l Evidencc: it refers to the environment in wh ich the service is del ivered and 

where the fi rm and customer interact and any tangible components that fac ilitate 

pe rfo rmance or common of the service. The phys ical evidence of service includes all of 

the tangible representations of the services such as brochures, letterheads, business cards, 

reports formats equi pment etc. physica l evidence cues provide an exce llent opportunities 

fo r the fi rm to send consistent and strong messages regard ing the organization's purposes 

the intended market segments, and the nature o f the serv icc . 
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PI·oeess: it refers to the actual procedures. mechanisms and Oow of activities by which 

the service is delivered, the se rvice de livercd operating systems. The actual delivery stcps 

the customer experiences or the opcrnt ional flow of the serv ice will al so provide 

customers with evidence on which to judge the service some services are very complex, 

regarding the customer to follow a complicated and extensive services of actions to 

complete the process. Highly bureaucrat ized services frequently follow this pattern, and 

the logic of the steps involved often escapes the customer. Another distinguishing 

characteristic of the process that can provide evidence to the customer is- whether the 

service follows a production line/ standardized approach or whether the process is an 

empowered/ customized one. None of these characteristics of the service inherently better 

or worse than another patter, they are another form of evidence used by the customer to 

judge service. 

2.1.4. Service Quality 

Some important definitions of se rvice quality are coming as following: 

Parasuraman .et aI. , (1985, 1988): Service quality is determined by the differences 

between customer's expectat ions of services provider's performance and their evaluation 

of the services they received. Asubonteng et al. (1996): Service quality can be defined as 

"the difference between customers' expectations for service performance prior to the 

service encounter and their perceptions of the service received". Gefan (2002): Service 

quality as the subjective compari son that customers make between the quality of the 

service that they want to receive and what th tY actually get. 
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2.1.4.1. FOI'ms of Service Quality 

According to Chattc ljec "lid Yilmaz (1993), three criteria can be used to assess sen 'iec 

quality: providcrs ' ability to meet customer demand, customers' sat isfact ion. and 

customers' percept ion of the quality of the services provided, However, as it is diffi cult to 

formulate a simple model to assess service quality, given the intangible nature of services 

themselves, and several other factors in addition to customer demand must be weighed 

into any assessment of service quality, the third criteria - customers ' perception of the 

li /~fJ 
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According to Grbnroos (1984), service quality can be broken down into two quali ty I . ~ · 
' •• ,~'4 

dimensions: technical and functional. He argued that, in the context of serv ices';~' 3 # i 
. ! ... q 
functional quality is generally perceived as being more important than technical quality. , , 

quality of the services provided - is generally employed to assess service quality. 

- -Technical quality revolves around what the consumer actually receives from the service. 

As such, customers regard the technical outcome of the process as the actua l service itself 

and base their evaluation of whether the service has been provided or not on this factor. 

,. 
On the other hand, functional qua li ty revolves around how the consumer receives the 

technical outcome. Thus, consumers perceive service quality based on the manner in 

which it is delivered. Figure I displays the perceived service quality model developed by 

Grbnroos. 
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Figure 2.1: Perceived service quality model 

I Perceived Serv ice 
Percei ved Serv ice I Expec ted Serv ice • i Quality I 

i 
I Image I 

/~ 
I 

Techn ical Qual ity J unct ional Quality 
I (result quality) (process quality) 

What? How? 

.. Source: Gronroos (1990) Servtce Management a nd Markettng . Lextngton : Lexington 

Books. 

Th is model is used to explain how the perceived service and the expected service both 

, 
playa crucial rol e in the formulation of the customer's perception of the service quality. 

The perceived serv ice quality can be broken down into expected se rvice and perceived 

serv ice, wh ich are determined by consumers' expectat ions and the functional 

performance of the actual service in itself (Figure I). Therefore, if a company creates 

heightened expectations vis-a-vis its services, by promis ing too much or developing 

misleading adVet1isements, the customers' final perception of the service level will 

undoubtedly be sub par and this despite the fact that the goods provided by the enterprise 

may be of a high technical and functional quality. Consequentl y, Fi gure I shows that the 

perce ived service quality !eye I is decided not by techni ca l and fu nct ional quali ties, but by 

the difference between the expected service and the actual serv ice provided. 
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2.1.4.2 . Service Qualit y Dimensiolls 

Sc rv ice qua lity has been the subj ect (lr c(lIlSi ckrablc int crest by both practiti oners and 

res~a rc hers in recent years. De fi ni tions or sen ·icc qua li ty hold that this is the resul t of the 

compa ri son that customers make between their expectat ions about a service and their 

perception of the way the service has been performed (Caruana & Malta 2002; 

Parasuraman et aI. , 1985, 1988, 1994). Severa l stud ies have been conducted to identi fy 

traditional service quali ty dimensions that con tri bute most significantly to relevant 

quality assessments in the traditiona l serv ice environment (e.g. Parasuraman et aI. , 1985, 

1988; Johnston et al 1995; Berry et a I. , 1985). Ide ntification of the determinants of 

service quality is necessary in orde r to be able to spec ify measure, control and improve 

customer perce ived service quality. 

Parasuraman et al. 's ( 1985) identified 10 detai led determinant of service qual ity through 

focus group stud ies: Tangibles. rel iab ilit y, responsiveness, communication, access, 

competence, courtesy, credibility, security, understanding/Knowledge of customer. Later 

these ten dimensions were furt her purified and deve loped five dimensions-tangibles, 

reliab ili ty, responsiveness, assura nce and empat hy to measu re service quality, 

SERVQUAL (Parasuraman et aI.1988). Tangib les refe r to phys ical faci liti es, equipment, 

and appearance of personnel. Reliab il ity means abili ty to perfo rm the promised service 

dependency and accurate ly. Respo nsiven('ss means willingness to he lp customers and 

provide prompt service. Assurance indicates knowledge and courtesy of employees and 

thei r abi li ty to insp ire tru st confidence. EIllP3thy refers 10 caring, indiv idualized attention 

lhe firm provides its customers. 
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Walkcr ( 1990) suggestcd t"'l1 thc kc\ detc rminants are product reliab ility. a qualit \ 

environment and deli very sys tcm that work together with good personal scrvicc-stan' 

att itude, knowledge and ski ll s. Gro nroos (1990) postulated six criteria of percei ved good 

se rvice quality: pro fessionalism and skill s; attitudes and behav ior; access ibility and 

fl ex ibility; reliab ility and tru stworthiness; recovery ; reputation and credib ili ty and 

flexibility; reliability and dimensions- Attenti veness/helpfulness, responsiveness, care, 

Availability, Reliability, Access, Flexibility, Aesthetics, Cleanl iness/tidiness, Comfort 

and Security. 

From the focus group interviews, Berry et al. (1985) identified ten determinants of 

service quality. Virtually all comments consumers made in these interviews about service 

expectations, Priorities and expe ri ences fall into one of these ten categories. These are -

reli abi lity, respons iveness, competence, access, Courtesy, communication, cred ibili ty, 

securi ty, understanding and tang ibles. 

Reliability involves consistency of performance and dependabi lity. It means that the firm 

performs the service ri ght the first time. It a lso means the firm honors its promises. 

Especially it invo lves: accuracy in billing, keeping record correctl y, performing the 

service at the designated time. Re!>ponsiveness concerns the willingness or readiness of 

employees to provide servi ce. It invo lves timeliness of services that means - mailing a 

transac tion sli p immediate ly. call ing the customer back quickly and giving prompt 

service. Competence means possess ion of the required skill s and knowledge to perform 

the serv ices. It invo lves : knowledge and ski ll of the contact personnel, knowledge and 

ski ll of operational support personnel, research capabili ty of the organization. Access 

27 



in vo lves approac h. ability and ease of contac!. It means: the se rvice is easil y accessible 

by te lephone. waiting time to rece ive serv ice is not extensive, hOllrs or operat ion arc 

conve ni ent and location 01' serv ice fac ility is conveni ent. Courte.IY in vo lves po liteness, 

respect, considerat ion, and tj'iendl iness of contact personnel. It includes- conside ration 

for the consumer's property, c lean and neat appearance of publ ic contact person nel. 

Communication means keeping customers informed in language they can understand .I t 

also means li stening to customers. It may mean that the company has to adj ust its 

language for different consumers- increasing the leve l of sophistication with a well ­

educated customers and speaking s imply and plainly with a novice . It involves: 

explaining the service itself, explaining how much the service wi ll cost, assuring the 

customer that a problem wi ll be handled. Credibility involves trusts worthiness, 

be li eva bility, honesty; it involves having the customer ' s best interests at hear!. 

Contri but ing to credib ility is: company reputat ion , perso nal characteristics of the contact 

personnel. The degree of hard sell invo lved in interaction with the custome r. Security is 

the freedom fro danger, ri sk or do ub!. It in vo lves: physical safety, financ ial secu rity and 

confidential ity . 

Though the above diffe rent d imensions of service quality have been forwarded by 

different authors a t different times, the most w idely used service quali ty dimensions for 

measuring se rvice qua li ty a re the ones deve loped and refined by Parasuraman and others 

( 1988). Hence, thi s research employs the most widely used quality dimensions 

(tangibles, re lia bility, responsiveness, assurance and empathy) with modifi ed SERQlJAL 

items to eva luate the serv ice quality of the case organ ization. 
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2.1.5. C ustolller Expectat ions 

In thi s sec tion the term " Expectat ion" that is one o f the main determinant s of satisfaction 

will be defined and explained. Expectations ha ve been fo und to directl y affect 

sati s fact ion. Gilberta and Wo ng (2003) express expectation as pre-consumption beliefs 

that customers draw up on as the probabi li ties of the occurrence of positive and negati ve 

events. As Reising and Chandek (200 I) di scuss, differe nt customers have different 

expectations based, on the customer's knowledge of a product or service, a customer may 

esti mate what the performance will be or may think what the performance ought to be. 

Parasuraman (2004) ident ifies personal needs, past expenence, words-of-mouth 

communicati ons, recommendations and perception of the alternative servIces that are 

ava ilable to custo mers, as significant determinants of service expectat ions. Another 

potential determinant is si tuati ona l factors which are of course beyond the service 

provider' s control. The awareness of customers to situat ional factors wi ll make them 

I'lore understand ing of the fac tors that are indi rectl y affecting the service quality and 

performance and th us will widen their expectations zone of to lerance. This is one of the 

mai n aspects that should be considered to study service qua lity and performance in the 

mariti me industry in Ethiopia, which many si tuationa l factors like political , cu ltural, 

social, and governmen tal policies are affecting the sen · ice industry. 

McQuitty and others (2000) discuss an interesting topic that has mrcly been studied in the 

marketing lit erature . They argue that customer' s expcctations may vary. The degree to 

which customers adjust their expectations to meet the perceived performance ofa product 
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or se rvice can be influenced by the "ariahi[it\, or" product's or service perfo rmancc. the 

deg rce of involvement with the product or service. the case o f assessment, the perfecti on 

and acc uracy of information that forms ex pectati ons. and the precision with which a 

product' s level of performance is revok~d , Adjustments to expectations are likely to be 

fast when the product or service is eas il y assessed, but s low when complicated and with 

many attribute. 

2.1.5.1. Customer Expectation Zone of tolerance 

Parasuraman (2000) argues that customers have a range of expectations rather than 

having a single ideal level of expectation, The author names this level the "Zone of 

lolerance " (figure 4) which bounded by the service leve l that customers believe that 

should and can be deli vered (Desired service) and the service level which customers are 

ready to accept (Adequate service), 

Desi red Service 

Zone 
of 

To[erance 

Adequate Service 

+-
Leve l Customers 

Bel ieve Can and Should 
Be Del ivered 

Minimum Level 
Customers A re W illing 

to Acceo! 

Figurc 2.2: Zone of tolerancc of service expecta tions 
Source: Parasuraman, (2004) "Assess ing and improving se rvice performance for 
maxim um impac t. " Performance Measuremen t Metrics 

If perceived performance of the service fa ll s \\'ith in the zone, customers will be satisfi ed , 

le the serv ice is better than their des ired se rvi ce leve l, customers will perce ive the service 
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as excellent ly go()d ' ''ld will be del ighted. On the other hand, if the service lidls bdo\\' 

the adequate level or the wne or tole rance , customers will be di ssat is fi ed and 

consequentl y rep ul sed and will look elsewhere for the same service. (Paras uraman, 2004) 

As ment ioned prc"iously in thi s sect ion different customers have different expectations. 

thus zone of to le rance can vary across customers which means reflect ing different 

priorities in their expectations, and also across occasions or overall situations which 

means reflecting different potential drivers of expectations at performance. Customers' 

service expectations can be greatly influenced by what the service company or 

organi zation prom ises to perform. 

2.1.6. Customer Satisfaction 

Early concepts of sati sfaction resea rch have typically defi ned satisfacti on as a post cho ice 

evaluative judgmen t concerni ng a specific purchase dec ision (Churchill and Sauprenant 

1992; Oliver 1980). Most researchers agree that satisfaction is an attitude or evaluation 

that is formed by the c ustomer comparing their pre-purchase expectations of what they 

wo uld rece ive from the product to their subjecti ve perceptions of the performance they 

actually d id recei ve (Olive r, 1980). 

Customer satisfacti on is a criti cal issue in the success of any business system, trad itiona l 

or online (!-Io & Wu 1999). In a turbul ent commerce environme nt, in order to sustain the 

growth and market share, companies need to understand how to sat isfy customers, since 

customer satisfact ion is critica l for establishing long-term c li ent relationships (Patterson 

et al. 1997). It is evidenced by the fact that over the last five years, customer sat isfaction 
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surveys ha ve hlTll lll ~ Cllmmon in many financial institutio ns. Thus, a fundamcntal 

undcrstanding or !ilctors impacting customer sati s faction is of great importance to 

commerce. l'urthermore, the need for research In customer sati sfac tion has been 

accen tuated by the increasing demand for the long-term profitability of dotcom 

companies and traditional companies as well (Pat her, Erwin & Remenyi, 2002). 

To understand sat isfaction, we need to have a clear understanding of what is meant by 

customer satisfaction. Customer satisfaction is defined as a result of a cognitive and 

affecti ve evaluation, where some comparison standard is compared to the actually 

perceived performance. If the perceived performance is less than expected, customers 

will be dissatisfied. On the other hand , if the perceived performance exceeds 

expectations, customer will be satisfied (Lin 2003). 

Few scholarly studies, to date, have been undertaken to identify quality dimensions and 

detailed aspec ts of services and the ir relationships w ith customer sat isfaction (Zeithaml 

et. aI., 2002; Croni n and Taylor, \ 992). One of the more widely used instruments for 

assessing customer sati sfaction is SERVQUAL developed by Zeithaml et. al. (1988). 

Researchers have paid much attention to the close relationship between serv ice quality and 

customer satis faction (Bitner et. aI., 1990; Parasuraman et. aI., 1985). 

2.1 ,8, The Linl, between Sen'ice Quality and Customer Satisfaction 

The concept of perceived quality ancl sati sfaction are two of the fund amental pillars of 

contemporary research in the area of marketing. Research indicates that customer 

sat isfaction and service qua lity are distinct, but interrelated concepts, though Cronin and 
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I',,, 1,,1 (I ()l)~) algue tha t th is re la ti onship is ""t "kar: the c" " fus io" probab ly stems from 

th eir common link to the di sconfirmati on paradig l11 , Accordi ng to Anderson and others 

(1993 ) there are at least two diffe rent conce ptual izatio n of c usto mer sati sfaction, one is 

tra nsac tion specifi c, and the other is cumulati ve. 

Tra nsac ti on spec ific satis faction is genera ll y assoc iated with one parti cular transaction at 

a particular time, and has been defined as an emotional reaction to a product or service 

experience. In contrast, cumulati ve custol11er satisfaction is the overall evaluation based 

on the tota l purchase and consumpti on expe ri ence with a product or service overtime, 

which is more fundamental and useful than transacti on-spec ifi c consumer sati sfaction in 

predi cting a consumers ' subsequent behaviors and a fi rm's past, present and future 

performa nce. Hence, it is the cumulati ve customer sati sfact ion that m oti vates the firm' s 

investment in customer. 

The other unresolved issue in the a rea of se rvice qua lity is w hether customer sat is faction 

leads to se rvice quality or vice versa. Regarding th is issue Bitner (c ited in Zeithaml and 

Bitner, 2003 ) proposed a mode l of service encounter evalua ti on and empirically proved 

the e ffec t o f satisfaction on service quality. 

Contra ry to the view tha t stresses sat isfac ti on leads to serv ice quali ty, some other 

researchers argued and empiricall y supported that perceived service quality is an 

antecedent of custome r sat isfacti on. Croni n and Taylor (199 1) asserted in their structural 

analysis fo r the causal re la tions among sat is fac ti on. overa ll sen 'ice qua lity, and purchase 

intent ion that the coeffi c ient of path far service qua li ty to satisfacti on to fe-purchase 

intent ion appeared to be a ll s ignifi cant w hil e the coeffic ients of path for satisfaction to 
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se rvice quality to repurchase intention wc re ins ignifican t. 

From the above empirical studies re viewed. o ne can safely conclude that both service 

qual ity and satisfaction are not unrel ated, or course, high levels of service quality 

delivered sho uld resul t in highly sati sfied customers, In that sense, continuous 

assessment of customer satis faction is instrumenta l to check on quality service delivery 

process. To do so, a service quality approach s uch as SERVQUAL used in this research 

can aid in the enhancement of quality service delivery to help ensure that the final check 

indicates satisfied rather than dissati s fi ed customers. 

2.2. Conceptual Framework 

2.2.1.. Diagnosing Failure Gaps in Service Quality 

Conceptually the service qual ity process can be examined in terms of gap between 

ex pectations and perceptions on the part of management, employees, and customers. 

Gaps at any point in serv ice des ign and deli very can damage relationships with 

customers. (Ghobadian and others cited in Kha lifa and Liu, 2003) 

In their servi ce quality model , Hopkins e t al. ( 1993) ident ified fi ve gaps between sh ippers 

and transportation service providers' perceptions of service quality. A conceptualization 

of these fi ve gaps is presented in Figure 3. The relati onship between service quality and 

customers' percept ion of se rvice qua lit y has it s origins in the customers ' actual 

perception of a service. In this paper, service qual ity is understood to mean the perceived 

service quali ty, There fore , service-gi\' ing organi zati ons may need to work on one or 

more of the other four gaps since service gap is a function of the reaming service quality 
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gaps. Improving se rvice qu[liit y requi res identifying the speci fic causes of each gap and 

then developing strategies to cl ose or at least narrow down them. 

F igure 2.3: T he Gap model 

Worl d o f moulh Organisational Past expericnces 

I I 
Expected service 

Gap 5 

Pcrce ived service 
Customer 

Se lv ice - Se"'ice delivery 
Gap4 provider 

Gap 3 

Gap I 
'--

Prov ision of lhe Exlemal -
perceived 

communica tiollS 

Gap 2 
Management "s perception 

f-
of thc customers 

So"rce: Hopkins el at. ( 1993) ' Servi ce quali ty gaps in the transportation industry : an empirical 
investi gation', Journal of Business Logistics 

Gapl. The Knowledge gap: This is the di screpancy between customers' expectat ions 

and management perception. The knowledge gap happens as a resu lt of the lack o f 

marketing research orien ta ti on, inadeq uate upward communications, and too many layers 
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of IllJnagcmcnl. Closing thi s gap requires minutely detai led knowkdg~ or what 

customcrs' desirc and then build ing a response into the service operating system. 

Gap2. The Sta ndards ga p: The standards gap occurs between managelllen t· s 

percepti ons of customers· expectat ions and the quality standards estab li shed for service 

delivery. In man y cases, management doesn' t beli eve it can or it should meet or exceed 

customer requirements. Similarly, management has no commitment to the deli very of 

quality services. Corporate leadership may set other priorities that interfere with setting 

standards. In genera l, thi s gap occurs as a resu lt of inadequate commitment to servi ce 

quality, inadequate task standardization, and absence of goal setting. 

Gap3. The delivery gap: The delivery gap occurs between the actual performance of a 

service and the standards set by management. The ex istence of the deli very gap depends 

on both the wi llingness and abi lity of employees to provide the service accordi ng to 

spec ifications. The major factors influenc ing the delivery gap are role ambigui ty and 

conflict, poor employee-job fit and poor technology-job fit , inapprop ri ate supervisory 

control systems, and lack of teamwork . 

Gap4. The Communication Gap: This is the diffe rence between the actual quality of 

servi ce delivered and the qual ity of se rvice prom ised 111 the firm· s externa l 

communications such as brochures and mass media adve rti s ing. If adverti s ing or sales 

promotions prom ise one kind of serv ice and the customer receives a differcn t kind of 

se rvi ce, the communication gap becomes wider. The commun ication gap is influenced 

ma inly by two factors. First, the firm' s promise of more than it ean deli,·er (over 



pruillisc), alld til e SccUlld fac tor pertains to tile Illl W 01' internal c0Il1I111lnications betwee n 

lirill' s headquarters, and its service firm s in the fi e ld, 

GapS, The sCI'vicc gap: This is the di screpancy between what c ustomers expect to 

rece ive and their perception of the service that is deli vered, The se rv ice gap occurs as a 

result of the influences exerted ti-om the customer side and the shortfa lls (gaps) on the 

part of serv ice provider. In this case, customer expectations are influenced by the extent 

of personal needs, words of mouth recommendations and past experience 

2.2.2. The SERVQUAL Model 

As it is impossible to assess service quality until the servIce 111 question has been 

prov ided, the fonner is usually assessed based on customers' perceptions, This kind of 

assessment method is quite different from the method used within the manufacturing 

industry, which makes use of objective criteria such as the defect rate or durability of a 

certain product to assess se rvice quality, 

The 'most widely used model with which to assess servIce quality has been the 

SERVQUAL model which was developed and later refin ed by Parasuraman et aL (1985; 

1988; ) to measure the gap between customers' expectati ons and perceptions ( that means 

gap 5 from the gap model depicted in fi gure 3) , Accord ing to thi s SERVQUAL model, 

the gap betwee n an individual' s expected se rvice and hi s or her perception of this service 

and the related factors is the main determinant of his or her perception of sen'ice quality , 

In other words, an indiv idual compares the expected serv ice leve l w ith the actua l level of 

the se rvice provided, If the quality of the actual se rvice prm'ided is perce ived to be less 

than the expected servi ce leve l, then this individual will deem the service quality to be 
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Im l ', Conversely, if the quality of the actual scn 'ice prm' ided is perceived to be higher 

than the expec ted service leve l, then the se rvicc quality level will be regarded as high, 

As indicated above, SERVQUAL inst rument measures the gap between customer 

expectation and perceptions, This gap wi ll occur if any o r a ll of the gaps 1 to 4 ex ist. 

The first four gaps (Gapl 2,3, and 4) are identified as a function of the way in which 

service is delivered, where as Gap 5 pertains to the customer and as such is considered to 

be the true measure of service quality, Thus, the gap on which the SERVQUAL 

methodology has influence is Gap 5, 

Another tool that is used to assess service quality is the SERVPERF model, which is 

based on the results of a survey and makes use of a five or seven-point Likert Scale. 

SERVPERF, which was developed as an alternative to SERVQUAL by Cronin and 

Taylor (1992), consists solely of a performance questionnaire. This method is widely 

used to measure actual job performance. 

The researchers involved in the development of SERVPERF introduced the following 

formu la: service quality = performance and proceeded to integrate eff0l1s to assess 

service quality with those to measure service performance. The assessment of service 

quality based on the performance of these se rVices, which is carried out using the 

SERVPERF model , can provide long-term indicators of customers' perceptions of 

service quality. As such. the SERVPERF model can be used to provide the managers of a 

company with an assessment of their service quali ty that is based on the use of a point 

system. Such a point system can se rve as a usefu l t(lo l with wh ich serv ice managers can 
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expand their understanding (ll · ( li stOlll ers· ;rt titmies towards the overa ll quality of tlte 

services they provide. 

As it is indicated in the chapter one o f th is researc h report, the central objective of tlti s 

research endeavor is to identify service quality dimensions that exhibit higher qual ity gap 

(perception less expectation ) and al so to formulate a model that show the magnitude and 

causal relationship among the service qual ity d imens ions, overall service quality and 

customer sati sfaction to help management of the company understudy to prioritize and 

allocate resources according ly. Hence, after go ing through expert arguments rega rding 

merits and demerits of SERVQUAL and SERVPRRF models, the student researcher 

strongly believed that the SERVQUAL model best fit s the purpose of the research. 
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Chapter Three 

Data A nalysis and Discussion 

3.I.Oala Analys is 

To ana lyze the collected data in line with the overall object ive of the research 

undertak ing, a ll statis ti ca l procedures were carried using Slatisti cal Package for the Social 

Scientists (SPSS 10.0). Desc ripti ve statistics have been used to summarize demograph ic 

profile of respondents included in the study, overall service quality and sati sfaction, and 

means of perceptions and expectations. Gap scores (perception minus expectation) per 

dimension and for every attribute within the dimension were also ca lculated accord ingly. 

Further more, mu ltiple regression analysis was carried out with a view to evaluate the 

relative importance of each dimension in predict ing variations in both overall service 
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quality and sat isfact ion. This analysis is done independently with the modifi ed seven 

SERVQUAL dimens ions as independent variables and overall servi ce quality and 

satisfaction ,IS dependent variables to formulate a model that help in predicting service L
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quality and satisfact ion, which are the major concern of the resea rch. 

3.1.1. Genera l Characteristics of Respondents 

Table I be low presents the demograph ic charac teri st ics of study participants. As can be 

obse rved from the table, respondents included in the study are qu ite diverse in nature. 

Regarding the type of business partic ipated in the study, 46.6% of them are private 

limi ted com panics, 2 1.9% of them are partnership and the rcmalnlllg 3 1.2% are 

corporat ions. As to their experie;1ce in import bus iness acti vit ies, 6.3% of them :'eplied 

tilat they are in the business for less than a year, 46.9% of th~ h~\ 'e 1-5 years of 

experience, 34.4% of lhe respondents ciJimed that they are in the business for 5-10 years 
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alld til e reil la illillg I ~.~% repl ied they are in the business lor owr 10 yea rs . Concerning 

their business re lat iollship w ith the company unders tudy. 6.3% had less than a year 

re la tio nship. 46.9 % o r them had 1-5 years business relat ionshi p, 25% of them claimed 5 

to 10 years wh il e the rema ining repli ed they had over 10 years of re la t io nshi p. 

Thi s shows that compa ni es incl uded in the s tudy do have adequat e knowledge and 

expe rience o f Et h iop ian Shipping Lines services and they are assumed to provide 

pertinent data tha t minimizes hasty generalization. 

Table 3.1: Respondents Profile 

Response 
Items Number 0/0 

A. Type of business ore:anization 
Priva te Limited Company 15 46.9 

partnership 7 2 1.9 

Corporati o ns 10 31.2 

Other - -

Total 32 100'\10 
-

B. Expe"ience in import husiness 
activities 
Less than I yea! 2 G.3 

1-5 years 15 46.9 

5-1 0 years I I 34.4 

Above 10 year 4 12.4 

Tota l 32 100% 

C. Fo,' how lon g have you been a 
cus tomer of Ethiopian Shipping 
Lin es? 

Less than I yea r 2 I 6.3 

1-5 years 15 r 46.9 

5 - 10 years 8 
I ? -I -) 

A ho ve 10 years 7 I 2 1.80 

Tota l 32 I 100% 
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3.1.2 . Sca le Reliability Analysis 

When investi gat ing multi-dimensional constructs servIce qua lity and sati sfaction, 

summated sca le measurements tend to be the Illost app ropriate sca les. [n this type of 

sca le, each dimension represents some aspect of the construct. Thus, the construct is 

measured by the entire scale, not just one component. Internal consistency of scale refers 

to the degree to which the various dimensions of a multidimensional construct correlate 

wi th the sca le. In other words, the set of attribute items that make up the scale must be 

internally consistent. There are two popular techniques used to assess internal 

consistency: Split-half tests and Coefficient a lpha also referred to as Chronbach's alpha. 

A coefficient alpha takes the average of all possible sp lit-half measures that result from 

different ways of spl itting the scale items. The coefficient value can range from 0 to 1, 

and in most cases, a value of less than 0.6 wou ld typicall y indicate marginal to low (or 

unsati sfactory) internal consistency.(Hair et a I, 2003:397) 

In this resea rch coefficient alpha was used to assess the internal consistency of a modified 

SERVQUAL dimensions, where as correlation coefficient ana lyses were carried out to 

assess discriminant validity of the scale used to collect data. Hence, scale reliabi lity as 

measured by Chronbach's alpha was found to be 0.9431 (observed from tab le 2) which 

give bold green light as to the acceptability of the scale for subsequent analyses. As can 

be seen from table 2 below, the internal consistencies of att ributes in the scale are quite 

high. This is evidenced by alpha coeffic ients rang ing from 0.6232 lowest to 0.8589 

hi ghest " 'hich are higher than the cutoff coefficien t val ue of 0.60 suggested in the 

literatures. The additional dimensions (coverage and schedule and process) included in 
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addi ti on to the standard SERVQUi\I . dilllCIlSiollS to address the problem arcas al so 

ci emonstrated high internal consistcllcy with alpha coc rncient of 0.8019 and 8089 

respectively. 

Table 3.2: Scale Reliability Ana lys is 

Reliability Coefficients (alphas) 

Dimension 

Tangibles 

Reliabili ty 

Responsiveness 

Assurance 

Empathy 

Coverage 

Process 

Li nea r 
Comb inat i on 
(To t al s c a l e 
Re l i a bi l ity ) 

No. of 
Items 

4 

5 

4 

4 

4 

3 

3 

Alph a coef fi c i e nt 
Fo r dime n s ion 

.7736 

. 7442 

.7984 

. 8167 

.8415 

.8088 

. 8019 

. 9431 
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Alpha coefficient 
if item deleted 

. 6970 

.7394 

. 6986 

.7396 

. 6563 

.6232 

.5153 

.6306 

. 718 2 

. 7 379 

.6549 

. 697 5 

.8589 

. 7347 

. 7593 

.76 5 8 

.81 5 4 

. 7 983 

. 7617 

. 79 43 

. 8.440 

. 5994 

. 7027 

. 871 9 

. 7229 

. 7463 

. 7229 



3.1.3. Perception, Expectation and Ga p Scores 

The modified SERVQ UA L sca le used in thi s study involves a survey containing o r 27 

service attributes, grouped into the sevcn dimens ions out of which five (Tangibles. 

Rel iabi lity, Responsive ness, Assura nce, and Empathy) are the standard quality 

dimensions and the remaining two (Coverage and Schedule and Process) are additional 

dimensions included by the researcher in consultation with some purposely selected 

sample shippers to effectively capture the quality of service in the industry under study. 

The survey asked customers to provide two different ratings on each attribute- one 

reflecting the level of servi ce they wo uld expect from excellent companies in the 

sector/industry and the other reflecting their perception of the services delivered by 

Ethiopian Shipping Lines. The difference between the expectation and perception ratings 

constitutes a quantified measure of service quality. 

The Percept ion minus Expectation (P-E) framework suggests that the highest service 

qual ity occu rs for an att ri bute when expectation score is " 1" and perception score is '·T. 

giving a service qual ity score of 6 (7- 1) whic h implies the higher the perception-minus­

expectation scores, the hi gher is the level of perceived quality (SQ). On the other hand, 

if perception fall s short off customers' expectations, service quality will be denoted by 

negative scores. The bigger the minus gap sco re, the worse the company's service 

quality. The lowest service qua lity fo r an att ribute occurs when expec tation score is "7' 

and the perception score is ' 'I'' resulting in a service quality score of -6 ( 1·7). Thus. a 

leve l of qual ity improves as gap scores move from -6 to 6. (Parasuramall et a l 1991) 
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Table 3.3 : Perception, Ex pecta tions and Gap score fo r each SERVQlJAL 

Dimension and each sta tement within the dimensions 

SERVQUAL StatementslDimensions Mean(P) Mcan(E) Gap 

Dimension): Tangibles 3.83 6.47 -2.64 

I. Latest technology equipments 3.91 6.53 -262 

2. Visually appealing phys ical facilities 3.66 6.44 -2.74 

3. Well dressed and neat appearing employees 4.1 9 6.63 -2.44 

4. Physical fac iliti es are inline with the service 3.56 6.31 -275 

Dimens ion2: Reliability 3.48 6.50 -3.02 

5. When promises to do something, it does so. 3.78 6.53 -2.75 

6. Show interest in solving customers' problems 
- 3.63 6.59 -3.96 

7. Service provider will be dependable 3.38 6.50 -3. 12 

8. Perform the service right the first time 3.28 6.53 -3.25 

9. Keep its records accurately 3.34 6.38 -3.04 

Dimension 3: Responsiveness 3.58 6.37 -2.79 

10. Tell customers exact ly when service be provided 3.72 6.53 -2.81 

I I. Employees wi ll give prompt services 3.66 6.44 -2.78 

12 . Employees will a lways be wil ling to help customers 3.88 6.41 -2 .53 

13 . Never be too busy to respond requests promptly 3.06 6.09 -3.03 

Dimension 4: Assurlmcc 3.78 6.38 -2.60 

14. Behavior of employees insti ll confidence ill customers 3.72 6.09 -2.37 

15. Fee l assured that requests are dully followed up 3.72 6.49 -2.77 

16. Service provider gives individual attention to customers 3.88 6.56 -2.68 

17. knowledge to answer customers' questions 3.81 6.38 -2.57 

Dimension 5: Empathy 3.69 6.52 -2.83 

18. Understand speci fic needs of customers 3.63 6.56 -2.93 

19. Employees are consistently courteous with customers 3.63 6.41 -2.78 

20. Have customers best interest at heart 3.8 1 6.59 -2.78 

2 1. have operating hour convenient for all customers 3.72 6.53 -2.81 

Dimens ion 6: Serv ice Coverage and Sched ule 3.23 6.65 -3.42 

22. Have a wide transport coverage across major ports 3.44 6.53 -3.09 

23 . Have adequate frequency of sa ilings 3.22 6.66 -3.44 

24. Have readily avai lable equipment for stuffing 3.03 6.75 -3.72 

Dimension 7: Process (work flows) 2.67 6.76 -4.09 

25. Have conven ient equipment ordering process 2.75 6.78 -4.03 

26. Implements effic ien t c lai m settl ement process 2.75 6.69 -3.94 

27. Have convenient way of re imbursing blocked money 2 .50 6.8 I -4.31 
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Tabk 3 "hove: sho\\ s Ih" 111 ,, '"1 valucs of expectations, pcrce:plio ll s, alld gap scorcs (SQ) 

ca lcul aled 1'01' each slalcmenl (service attribute) and dimension. Accordingly, l11ean 

resul ts lor perception ranges li·om the lowest ' 2,5' 10 the highest 4,19 0 11 the 7-poi nl 

Likert scales used in Ihe study. The data contained in Ihe tab le further revea led that on 

average Ethiopian Shipping Lines Share Company has perfo rmed in tangibility 

dimension (3 ,83) and poorest in process dimension (2,67) . Compared aga inst exce ll ent 

companies in the industry, Ethiopian Shipping Lines performed better in the following 

se[yice quality attributes: Well dressed and neat appearinKemployees (4.19), us latest/up­

to-date technology (3.91), employees will always be wi lling to help customers (3.88), and 

service provider gives individual attention to customers (3.88). However, the company 

under study performed poorly in the following service quality attributes: Have convenient 

way of reimbursing blocked money for equipments (2.50), have easy equipment ordering 

process (2 .75), e ffi cient c laim settl ement process (2.75) and Have read ily available 

equipment for stuffing (3 .03). 

In a s imi la r fashion to pc!·cept ions, mean scores for expectat ions were a lso calculated 

which range from 6.09 (minimum) to 6.78 (maximum). Respondents in the study were 

found to have high expectation scores for process (6.76), Coverage and schedule (6.65), 

and reliabil ity (6.50). The lowest expectation scores were observed in the assurance 

(6.38) and responsiveness (6.37) dimensions. Concerning the indi vidual service quality 

att ributes/statements, respondents expressed high expectation scores for the following 

att ributes: have convenient way of reimbursing blocked money (6 .8I), have easy 

equipment process (6 .78), effic ient claim sett lement process (6.69), and have adequate 

frequency of sa ilings (6.69). On the contrary, respondents had relative ly low expectation 
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' C(lI'~' rur 'I,,,ili tv attrib utes such as employees will instill ~llnlid~n cc in custuillers (6.09), 

never too busy to respond to requests promptl y (6.09). phvs ica l fac ilities nrc in line with 

the service prov ided (6.3 1). 

The concept of measuring the difference betwecn expectations and percept ions in the 

fo rm of the SERVQUAL gap score proved very usefu l in assessing leve ls of service 

quali ty. Supporting this idea, Parasuraman et al (1994) argue that information on service 

quality gaps can help managers diagnose where performance improvement can best be 

targeted. The largest negative gaps, combined with assessment of where expectations are 

highest, fac ilitate prioritization of performance improvements. Equally, if gap scores in 

some aspects of service do turn Ollt to be positive, implying expectations are actually not 

j ust being met but exceeded, then thi s allows managers to rev iew whether they may be 

"over-supplying" thi s particular feature of the se rvice and whether there is potential for 

re-clep lo),ment of resources into features which arc unclcrpcrfonn ing. 

The data presented in table3 above also clearly showed that customers' (shippers in thi s 

cOI1lex t) perceptions of marine transport serv ice quality prov ided by Eth iopian Shipping 

Lines fall sho rt off their expectat ions. This claim is evide nced by all the percept ion­

minus-expectation gap sores being negati ve for all attributes used in the data gathering 

instrumen t ranging from -2.44 for the service quality att ri bute behavior of employees 

instill confidence in customers to -4.31 for sen'ice feature sen'ice provider will have 

convenien t way of rcimbursing blocked money for empty cquipmems. Further more, the 

data also revealed tilat the small est gap sco res were associated with scrv ice fe~tu res such 

as hehavior of employees instills confidence in cll stomer (-2.4-1) and employees \I'ill 
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,, 1" ' IYs be willing to help customcrs (-2.53) suggL's tin g tlie strongest areas of Ethiopian 

Shipping Lines marine transport serv ice qualit y. 

In gene ral , larger mean gaps were associated with process dimension (-4.09), coverage 

and schedu le (-3.42) and empathy (-2 .83) IVhi ch necess itate the management of the 

company to concentrate on the service shortfall s and impro ve the supply of attributes for 

mutua ll y satisfying business relationship to material ize between the company and its 

customers. On the other hand, sma ll er means gap scores were associated with assurance 

(-2.60) and tangibles (2.64). Thus, the fac t that mean gap scores for SERVQAL 

dimensions used in the stud y are all negative indicates se rvice enhancement is desirable 

for a ll service quality att ri butes categorized in the various d imensions 

3.1.4. Overall Service Quality and Satisfaction 

A 7-point Li kert scale (I means very poo r and 7 means very good) was used to elicit 

customcrs'!shippers ' overa ll eva luation of the se rvice qua lity. Acco rdingly, respondents 

we:-e aSKed to rate the overall service quality provided by Ethiopian Shipping Lines and 

descriptive stati stics was used to summarized their response. As shown in the fi gure I 

be low, 6.25% of the respondents responded that the overa ll sen 'ice quality experi enced is 

very poor where as 3.1 5% of the respondents cla imed the service quality is very good. In 

genera l, more than half (56.25%) of the respondents reported that their service experi ence 

wit h the company was ve ry poor. 25% of respondents rat ed it as an average of four, whil e 

the re maining 18.75% of them rep lied the ir overall experience of the sen 'ice quality as 

abo\'e average. 
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Figure3.!: Overall ESL Service Quality as Perceived by Shippers 
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In a similar fa shion to overall servi ce qua li ty , respondents were al so asked to rate the ir 

overall sati sfaction with the marine transport service provided by Ethiopian Shipping 

Lines. Accordingly, the result of descriptive stati stics shown in the following figure 2 

revealed that 3. 1 % of respondents reported that they are hi ghl y dissati sfied by the servi ce 

under consideration and none of th em rated the service as hi ghly satisfactory . Overall. 

s li ghtl y more than half (53. 1 %) of the respondents rated their overall sati sfaction as 

below average; 28. 1 % of respondents rated it as an average whi le the remaining 18 .8% of 

them rated their overall level of satis fac tion with transport service qua lity provided by 

Etlli opian Shipping Lines as above average . 
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Figure 3.2 : Overall Perceived Customers' Satisfaction wilh ESL sen 'iec 
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4.1.5. Co .... elation of SERVQ UAL dimensions with overall Customer Satisfaction 
(OCS) and Service Quality (OSQ) 

Correlation coefficients take on values between - I and + 1, ranging from being negat ively 

correlated (- I ) to uncorre lated (0) to posit ive ly correlated (+ I). The sign of the 

con'elation coeffic ient (i.e . negative o r positi ve) defines the d irection o f relationship 

between the variab les. The abso lute va lue ind icates the strength of the correlat ion. It 

helps gain insight into the strength of the relat ionship between variabl es. Undertaking 

correlation a na lys is is an essentia l step in developing a mode l lIs ing a correlation . (H3ir et 

al,2003 :570) 
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This stud,· ~ Ill pllly~d I'~a rso n corre lation analysis to d~t~ r l11 i n~ tlt~ di r~di"n and 

Illagnitude of relat ionship al110ng modified SERVQUAL dimcnsions and ove rall service 

qua lity as wel l as ove ra ll leve l of customer sati s facti on. According to the empirica l data 

contained in table 4 below, positive re lationshi p exists between the vari ables of inte rest in 

the research. 

Ta ble 3.4 

Sum ma n ' of Con·ela tion Coefficient among modified SERVQ UAL dimensions and 

overa ll Service QualilY and Satisfaction , 

QGT QGREL QGRES QGASS QGEMP QGCOV QGPRO QSQ OCS 

QGT 1.000 

QGREL ,468' 1 .000 

QG R ES .469' .474' 1.000 

QGASS .470* .489' .5 19* 1.000 

QGEMP .478* .5038 .560* .574' 1 .000 

QGCOV .469* .471 * .6 18* .468* .578* 1 000 

QGPRO .468' .510* .473* .479* .496* .470' 1 .000 

OSQ .487* .571 ¥ .522* .577' .476* .469* - .480* 1.000 

OCS .48 1 * .603* .484* .496* .472' .47 1 * .468* .840* 1000 . 
. / 

*Correlatio n is significan t at 0.00 1 (2-tai led) 
Number o f cases is 32 

./ .(\ .. .., 
/' .. ' , 

/r ~ , 
___ .d'",i(, ~ r 

/. ..... \~1 ... , . 
{ ... >- . .~.'~. 
~ -'0" V 

The above summary of correlati on coeffi cient tab le shows that the strength of 

relationship among variables ranges from a low value of .468 to a hi gh \'a lue of .840 

(between overall service quality and le;;,e l of sati s fa ction). (Refer Annex ure IV) . 

The results of Pearson correlation indicated that magnit ude of rcbt ionsh ip between the 

seven mod ified serv ice quality dimensions and overal l se rvice quality ranges flOI11 the 
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lowest value of .469 (between coverage an u ovc r,1I1 se rvice quality) tu the highest value 

of .577 (between ass ura nce and overall scrvice quality ). 

As to the magn itude of relationship between the seve n modified servIce quality 

dimensions and overall customer sati sfaction, the result in the tab le 4 above confirmed 

tha t correlation coefficients between them range from the lowest value of .468 (between 

process and overall customer satisfac tion) to the highest val ue of .603 (between reliability 

and overall customer satisfaction) suggesting a ll are stati s ti call y signifi cant (p<O.O I). 

Finally, the co rrelation result further showed that the magnitude of relationsh ip obtained 

between overall service quality and customer sati sfaction is 0.840 which is higher than 

that of a ll dimensions of SERVQUAL mode l and s ignifi cant a t p<O.O I. Thus, based on 

the empi ri ca l data, one may argue that overall service qual ity better in predicting overall 

leve l of sat isfaction than those ofSERVQUAL dimensions. 

3.1.5. Modelin g Overall Service Quality and leve l of Sat isfaction 

Simple linear regress ion was used to model the va lue a dependent variab le based on its 

linear re la tionshi p to one or more predictors. Hence, in thi s s tudy mul tiple regression 

analyses were carried out by using the service quality mean gap sco res of SERVQUAL 

dimensions (namely tangible. re liabi lity, respons iveness . assurance, empathy, coverage 

and schedule. and process) as independent variab les (predicto rs), and overal l servi ce 

quali lY and sati sfact ion as dependent vari ab les . 

Taki ng into account the potent ia l inOuences of multi-co li near ity. the regression analyses 

were undertaken using the step wise method as it basica lly include only those most usefu l 
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ill the model. The following table 5 shows the Sllll1Jllary or the regression results lo r 

ove rall service quality (refer annex ure V lor dctail s) 

Table 3.5 

Summary of Stepwise Regression for Dimens ions Significllllt in Predicting Overall 

Sc."Vicc Qualitv 

Independent Std. 

Model variab le B error Beta t-value Sig. 

I (constant) 4.796 .354 13.565 .000 

QGASS .508 .131 .577 3 .873 .001 

2 (constant) 6.304 .494 12.765 .000 

QGASS .428 .1 11 .487 3 .856 .001 

QGREL 
.53 1 .140 .479 3.798 .001 

• 
R2 = .333, Adjusted R2= .3 11 , F-value= 15.00 1 (model I) 

• 
R2- 745. Adjusted R2 =.555. F-va lue= 18.072 (model 2) 
P< 0.005 

As can be obse rved fro m the above table 5. the stepwise regression analysis resulted in 

two alternative models for overal l servi ce quality. In the first model , the stepwise 

regress ion analysis excluded the remaining six SERQUAL dimensions namely, tangibles, 

reli ab ility, responsiveness, empat.hy, coverage and schedule, and process considering 

insignificant (p>O.OI). This model is found to be sign ificant with adjusted R2 of 0.3 11 

indicating that the assurance dimens ion explains 31.1 % of variations in overa ll service 

quality and none of the remaining SERVQUAL dimensions found to be sign ificant in 

predicti ng the overall se rvice quality. Thus. the mUltiple regress ion equation for the first 

model can be described as follows: Onrall Se rvice Quality = 4.796 + 0.508 Assurance 
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which means every Oll~ Ullil illcr~" s~ in ass ur" "~~ causes 0.508 unit increase ill t)\ '~r,,11 

service quality. 

On the other hand, reliabili lY and assurance we re conside red as predictors of overall 

service quality in the second model alternate model and reported high level of 

significance (p<.O I )with adjusted R2 va lue of 0.524 confirming 52.4% of the variation in 

overall quality is exp lained by the mode l (reliab ility and assurance). As to individual 

dimensions used for prediction, reliability was found to be significantly (P<.OI) related to 

overall service qual ity along w ith assurance wh ich is also significant (P<.O I). The results 

of the analyses clearly show that shippers consider reliability and assurance aspects of 

service quality to assess the overall quality of marine transport service. Thus, the 

regression equation for the second a lternate mode l is expressed as: Overall Sen'ice 

Quality = 6.304 + 0.428 Assurance + 0.531 Reliability, interpreted as everyone unit 

increase in rcliabililY rcs ulls in 0.53\ unit illcrease in overall service quality where as one 

unit increase in ass urance contributes 0.428 unit enhancement in service quality. 

Likewise, the same regress ion analyses of the seven modified SERVQUAL dimensions 

as independent vari ables and overa ll leve l of customer satisfaction as a dependent 

variable resulted in two models for prediction. The summary of the models are presented 

in the followin g table 6. (Refer annexure VI fo r detail) 
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Table 3.6 

Summary of Stepwise Regression for Dimensions Significant in Predicting Overall 

Cus tomcr Satisfaction • • 

Independent Std. 

Model var iable B Error Beta t-va lue Sig. 

I (constant) 6069 .654 9.283 .000 

QGREL .8 11 .196 .603 4 .141 .001 

2 (constant) 6 .645 .658 10.104 .000 

QGREL .728 .186 .542 3.916 .00 1 

QGASS 
.346 .146 .324 2.340 .001 

* R2 = .603, Adjusted R2= .343, F-value=17.149 (model I) 
* R2= .682, Adjusted R2=.428. F-value= 12.592 (model 2) 

P< 0.001 

As shown II1 the mode l summary (table 6), the first a lternate model for oyerall 

sa tisfaction o f shippers is found to be significant (1'< .001) with adjusted R2 value of 

0.343 wh ich im pli es that 34.3% of the va riations in the overall level of customer 

sati sfaction can be explained by reliab ility dimension of the modified SERVQUAL. The 

remaining dimens ions of the SERVQUAL were excl uded from the model due to 

insign ificant p-yalues assoc iated with them. There fore, the regression equat ion for thi s 

model can be expressed as : Over'a ll Level of Satisfaction = 6.069 + 0.8 11 Rcliability 

which can be in terpreted as for everyone un it increase in reli ability, overall level of 

sati sfaction can be enhanced by 0.8 11. 

In contrast to the first mode l. the second model incorporated t\\'o independen t variables 

(namely, reli abili ty and assurance) to predic t overal l leve l of customer satis faction. 

Accordingl y, the regressron analysis result indica ted that the second model is 
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s:ttis i"c tori iy signi iicGnt ([0= 12.592, P<.OOI) wi th mljllst~d R' v:tllle of (J.42X implying 

42.8% of the variation in overall level of customer sati s fflction is acco un ted for changes 

in the above two variables (reliability and assura nce). Wit h respec t to relative 

sign ifi cance of indiv idual dimensions, reliabi lity aspect o f service qua lity was found to 

have greate r con tribution of with B-value of 0.728 than assurance (on ly 0.346) in 

predicting overall satisfaction. Further more, both reliability and assurance as predictors 

maintained desired leve l of significance (P<.05) . Hence, the second alternate model for 

customer sati sfact ion is expressed as: Overall Level of Satisfaction = 6.645 + 

O.728Reliabili ty + O.346Assurance, interpreted as a unit increase in reli ability results in 

0.728 increase in overall satisfaction where as a unit increase in assurance enhance 

overall sa ti s faction by 0.346 unit. In general, as evidenced by the results the analyses, 

shippers using Ethiopian Shipping Line service normall y use reliability and assurance 

d imens ions for evaluating their overall level of sati s faction with the service provided. 

Finall y, the resu lts of the stepwise regressIon analys is for both dependent variables 

(overa ll service quality and sati s facti on) further indicated that both re liab ility and 

assurance d imensions o f the SERVQUAL mode l are a key determinant s both to the 

overa ll service quality and satisfaction. 

3.2. Discussion 

The centra l object ive of the stud y is to assess shippers' perceived se rvice quality and their 

sati sfac ti on. Guided by the central object ive the study invoh·es the use of SERVQ UA L 

instrument in order to ascerta in any ac tual or perce iv<,d gaps between customer 

expectai ions and perceptions of the service offered by the company under study, point out 
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Iln\\ m:1I1:1gL' lllcnl of service improvement e<l hL'Cl' JlH.~ more lugie:i1 and integrated ,",v ith 

re spect to the prioritized service qua lit y dil11ens io ns and their affect ion on 

increasi ng/decreas ing serv ice qua lity gaps, and forl11ulate a regress ion model that reveal 

those aspec ts of qual ity which significantly affect ol'era ll sen'ice quality and sati sfacti on, 

The analysi s of data on perception statement s indi cated that Ethiopian Shipping Lines has 

performed in relative terms in deploying well dressed and neat appearing employees with 

mean score value of above average (4) However, on the rest of the service quality 

statements it scored virtually below average (4), Speciall y, the three statements under 

process (work flow) dimension received extremely low mean score ranging from 2.5 to 

2.75 on 7-point Likert scale followed by the items included under the coverage and 

schedule dimension which also range from 3.03 to 3.44. This clearly shows that 

performance of the company in relati on to the different work flows (process) -;;nd 

tr;lIlsport cove rage and scheduling is vc ry 10\\' \\'hi eh need very urgent manage ment 

attention to bring customer perception closer to their expectation. 

With respect to service qual ity statement s that addresses what customers expect from an 

exce ll ent marine transport provider, mean scores fo r all items are above 6 suggesting 

extremely hi gh expectation formed by customers prior to us ing Ethiopian Shipping Line 

serVIces , Thi s call s for some rCl11edia l act ion from the company that aims at helping 

customers form reali stic expectation about the sen 'ice be ing prov ided . 

As to the qua lity gap (pe rcept ion-minus-expectation) scores of the 27 mod ifi ed 

SERVQUAL items, the mean gap score for a ll were negative implying that th e 
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company's actual performance f"ll s shurt u lT the ex pectation of the customers wh ich may 

lead to customer dissati sfacti on at the abscnce ul' well thought out marketing strategies 

that enhance customers experience of the se rvice . 

The company was comparatively strong with respect to assu rance dimension for which 

mean score was found to be minimum. However, this doesn' t necessarily mean that the 

company's performance on assurance dimension is highest but partly because of lowest 

customer expectation with regard to the dimension. The second minimum service quality 

gap is associated with tangible dimension. The mean quality gap scores for all items 

under the tangible dimension is 2.64 . This narrower gap is the result of the company's 

better perfonnance relative to other dimensions as can be evidenced from the perception 

means scores section oftable3. 

Overa ll customer sati sfaction has someth ing to do with an affective state which is the felt 

pleasure that customers experience as a result of using a product or service. This sort of 

conceptuali za tion stress satisfaction as mo re of' fee ling oriented. Assurance dimension 

focused on serv ice features like knowledge and COUtiesy of employees and their ability to 

convey trust and confidence. Th us, felt satisfaction can be influenced positive ly 

influenced by affective components in add ition to reliability. 

The result of stepwise analyses c31Tied out clearly sholVed that both reliability and 

assurance dimensions of SERVQAL model were found to be cri tica l determinants of bOlh 

overall service quality and satisfaction. 
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This implies that sh ippers nOl'lll;i1iy usc these dimensions in their way or evaluating the 

quality or marine transport provided by Et hiopian Shipping Lines and in assessing their 

overall level ofsati sraction with the se rvice . 

Regarding the relative signifi cance of individual modified SERVQUAL dimensions in 

predicting the dependent variables (Overall Service quality and Satisfaction) used in the 

study, reliability dimension was found to be the most critical determinant element for 

overall level of satisfact ion where as assurance di mension is critical element in predicting 

service quality. 

The significance of rel iability and assurance dimensions as a proctors of both overall 

perceived service quality and level of sat isfaction seem to reinforce the relationship 

between service quality and satisfaction which was found to be the highest correlation 

coefficient in the correlation matrix tab le 4. 
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Chapter Four 

Summar-y of Majur- Findings, Conclusions, Managcr-ial Implications, 

and Direction for Future Rcsearch 

As has been c lea rl y indicated in the problem statement part, the entire exe rcise of thi s 

research proj ect focused on seeking answers for the following bas ic research quest ions: 

.:. Which dimensions of the overall service quality exhibit wider gap? 

.:. What is the overall perceived service quality and sati s fac tion of shippers? 

.:. What are the causa l relati onsh ips among SERVQUAL dimensions, overall service 

quality and Satisfaction? And how significant are the dimensions in pred icting 

overa ll service quality and sati sfact ion? 

Guided by the above bas ic research quest ions, thi s part of the research project presents 

the majo r findings of the study. conclus ions and managerial implications resulted from 

the data analys is and di scuss ion section. 

4.1. Major· Findings 

The first issue of concern in this research focuses on identifying those service dimensions 

that exhib it higher quality gap (Percept ion-minus-Expectation) in the organi zation under 

study. Accordi ngly, pcrception-minus-expectation (P-E) scores of the modified 

SERVQUAL scale indicated that wider gaps were observed in process dimension (-4.09), 

Coverage and Schedule (-3.42 ). and empathy dimension (-3 .02). It furth er indica ted that 

the nan'owest gap was obselyed in assurance dimension with mean gap score of -2.60. 
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The second ques ti on concerns thc assessment of the overall perceived service quality and 

level of fe lt sat is faction with the maritime transport provided by Ethiop ian Shipping Line. 

The result s concerning ove rall service quality as measured by a 7-po int Likert type sca le 

boldly re veled tha t morc than half (56.25%) of the respondents clai med the overall 

service quality provided by the company is below average (4), one-fourth (25%) of the 

respondents rated it as average, and the remaining 18.75% of the respondents expressed 

their overa ll experience of service quality as above average. 

Likewise, a 7-point Likert type scale was used to assess Shippers' overall level of 

satisfaction with maritime transport provided by Ethiopian Shipping Lines. The results 

of desc riptive statist ics showed that majority (53.1 %) of respondents agreed that their 

satisfac ti on level with the service is below average (4) and hence they are dissatisfied. 

28. I % of the respondents claimed that their leve l of sati sfaction with the se rvice under 

consideration is average while the remaining 18.8% of respondents rated it as above 

average confirming thei r sati sfaction with the service. Finally, the resu lts of descriptive 

statistics for overall service quality and level of sati sfaction further hinted that 

relationship ex ists between the two. 

The other invest igat ion area of the research project is modeling the causa l relationship 

among the modifi ed SERVQUAL dimensions. overall se rvtce qua lity and leve l of 

sat isfac tion. Stepwise regress ion analyses were carried out to address the basic research 

questio n ra ised and the following a re the major findings: 
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,.. The resu lt of the regression anal yses ickrllilicd two a lt ernative models for overall 

se rvice qual ity. The first mode l used reliability as the on ly predictor by 

exc luding the remaining dimensions IVhe re as the second model used both 

rel iability and assurance dimensions of mod ified S ERVQUAL instrument as 

predictors leaving the remaining li ve dimens ions oul. T he lirst model in whi ch 

assurance was considered as predictor, exp lained 31.1 % of the variation in overall 

service quality; while the second model that used reliability and assurance as 

predictors explains 52.4% of the changes in the overall service quality. Finally, 

both models developed for prediction were found to be statistically significant. 

~ In a similar fashion to service quality, the stepwise regression analysis carried out 

resu lted in two alternate models for pred icting overall leve l of satisfaction. The 

first mode l considered reliabi lity as a single pred ictor of the level of customers' 

satisfaction while the second mode l used assurance and reli ability dimensions 

together as pred ictors. The variation in the dependent variable (overall level of 

satisfacti on) explained by the first model is 34.6% and that of the second model is 

43.8% both stat istically significant. 

~ The results of the regress ion analyses also indicated that re li ab ility and assurance 

dimens ions of modified SERVQUAL mode l are the determinant elements of both 

overall leve l of felt sati sfaction and perceived service qua lity. When it comes to 

the relat ive contributions of the dimens ions used in the regress ion model, the 

study revealed that re li abili ty has greater contribution relative to assurance in the 

determining va lues of the dependent variab les used in the study. 
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r Fi nall y, the stud y restllt ,,1 St ) 1t,,",,1 (llit the nc wly added dimensions (n<llll ely. 

coverage and schcd ule and proccss) 01' modi lied SERVQUAL mode l to be 

statisticall y ins igni ficant to expla in <Illy variat ion in either of the dependcn t 

variables (overall se rvice quality or leve l of sati sfact ion) 

4.2 . Conclusions and Managcdal Implications 

Based on the maj or fi nd ings of the study the fo llowing inferences and managerial 

impl ications are forwarded by the student researcher as under. 

1. The data represent ing customers perceptions and expectations associated wi th marine 

transport service quali ty have been used to spot down problem areas in the service 

de li very (in terms of service qua li ty gap) that need management attention for 

improvement. It can be concluded form the results of the analysis that the company 

performed poorly compared to expectat ions he ld by customers. Particu larly, the gap 

score for company's process of reimbursing blocked money for equipment received the 

highest of all the 27 items included in the modified SERVQUAL instrument followed by 

easy eq ui pment ordering process. T he nex t wider gap was observed in the service 

coverage and schedule (-3.42) fo ll owed by re liabi lity d imensions with gap score of -3.02. 

The remaining modifi ed SERVQUA L dimensions namely, empathy, responsiveness, 

tangibles, and assurance ranked 4 11
'; 511

\ ' 61h and 7'h respecti vely i ~ terms of their gap 

scores , Since perception-m inus-expec tation (gap) scores of all service quality aspects 

grouped under the seven dimensions used in the study were negat ive and significantly 

wider, it is important to manage these aspec ts of service quali ty according to their 

magnitude by systemat ically improving the diffe rent aspects and also enhance 
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appropriate t:xpt:ctation Il.rlllation thl'l><Igh well thought out cOlllpany's t:xtt:rtI<11 

communications. 

2. From the finding about shippcrs' percept ion of overall of transport provided it can bc 

concluded that more than hall' 01' the respondents rated it as be low ave rage (4) on a 7-

point Likert type sca le. Similariy, it was also found out that more than hal r of the 

respondents confessed that their leve l o f sati sfaction with the service of the organi zat ion 

is below average (dissati sfied). In thi s highly dynamic business environment where 

service providers try the ir level best to offer services which meet the ever-increasing 

requ irements of customers and trade li beralization is being propagated, Ethiopian 

Shipping Lines seems very weak in its effort to meet minimum acceptable performance 

in views of customers. Hence. the company has to do a lot in identifying best pract ices 

of high perform ing compan ies in the industry and adopt them to the service delivery to 

enhance perce ived se rvice quality and improve customer sati sfaction which in turn serves 

as a guarantee to stay and grow in the market. 

3. Whether seeking to impro\'e perceived service quality or sat isfact ion , the regression 

analysis result suggests that Ethiopian Shipping Li ne should concentrate on the 

provision of superi or RELIABILITY. This means that as the company provides high ly 

dependable and accurate services to the respective customers, overall percei ved qua lity 

and leve l of satisfac ti on are likely to be hi gher. On the other hand, from evidences 

presented by the regression model it can be concluded that poor accuracy, in the service 

deli very, poor dependabil ity as well as poor level of other aspects of reliability 

dimension are likely to resul t in significantly lower shi ppers' perceived sen'ice qua lity 

and satisfaction, 
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Thus, the l'l:su lt ol't he study underscores the necd fo r Ethiopian sh ipping I. incs to direct 

customcr se rvicc qua lity and sa tisfaction improvemen t effort s toward components of 

re li ab ilit y, 

4, Furthermore, on the basis of the result of the detail regress ion ana lys is, one can sa fely 

conclude that ASSURANCE qual ity criterion is another determinant of perce ived 

service quality and overall level of satisfaction, Therefore, it is quite apparent and 

demand ing to bring improvements on the different quality aspects o f assurance 

dimension such as enhancing employees' knowledge and sk ill s and capaci tating them 

to instill trust and confidence in the customers, 

5, The addit ional dimensions to the standard SERVQUAL model (Service coverage and 

schedu le and process) identifi ed in the pilot study phase of thi s research project were 

found to be statistica lly insign ificant in predicting the dependent variables . However, 

they are the ones that rece ived the hi ghest quality gap scores and there fo re, The 

company is strongly ad vised to enhance these aspects of service qual ity through 

expanding serv ice coverage, improved frequency of sailings, improving work 

fl ows/process that c ustomers go through in ordering empty equipments and getting 

back the money blocked etc because they in one way or another impact both service 

qua lity and sati sfaction. 

6, Fina ll y, from the regress ion model s developed for both se rvice quali ty and level o f 

sati sfact ion, it can be concluded that the mode ls expla in only moderate vari ations in 

both dependent variables considered in the stud y. Therefo re, othe r variab les should be 

developcd and tested to ensure the ir contribution in predi cti ng ovemll perceil'ed se rv ice 

quality and satisfaction of customers, 
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7. It was lo und out that there are some major ports oj" the wo rld that are not currentl y 

served by the Ethiopian shipping Lines and thi s dc linitcly impacts revenue generation 

and the custome rs' perception of the company negative ly. Thus, Ethiop ian Shipping 

Line should link-up with th ird-party log istics prov iders to otTer va luc-added services to 

shippe rs. Further more, the company should try to reduce the tota l transit time for 

shipment as it enhance customers' sales turnover. 

4.3. Directions for Futu re Research 

The student researcher suggests following points for future research initiatives: 

" As has been stated in the research design and methodo logy part, the sample sized 

of this research project is 35 (slightl y higher than 20% of the population) out of 

which 32 complete and workable quest ionna ires were collected and used for 

analys is. There fore, a large scale data sample could be used to further test the 

applicabi lity of the SERVQUAL model in marine transport industry in particular 

and that of serv ice sector in general. 

" For other service areas to be studied uSIl1g SERVQUAL model it is also 

important to co ll ect data on customers expectat ion before they experi ence the 

service and fina lly coll ect data on the performance of the company after service 

encounter as this separate admi ni stration might red uce respondents ' fami liarity on 

thei r ex pectation ratings . 
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AnnCXlIl'C I: Modilicd SERVQUAL Statcmcnts (English Vl'I'sion) 

Addis Ababa Un ive rsi ty 
I:aculty of Business and Eco nomi cs 

MBA Program 

Qucstiounaire to be filled by Ethiop ian S hippin g Line C us tolllcrs 

Dea r Res pondents. 

My name is Mohammed Yassin , graduatin g Mas ter of Bus iness Adm ini st ratio n (MBA) 
student at Faculty of Bus iness and Economics, Addi s Ababa Uni vers ity. I am c urrentl y 
cond uct in g a research project on th e titl e "Shippers' Perceived Service Q ua lity and 
Slltisfaction: Case stud y of Eth iop ian Shipping Lines" wit h the object ive to locate 
problem a reas ami ultimate ly highli ght poss ibl e recol11m e ndat ion which be ne /it the serv ice provider as well as th e shippers . 

To achi eve the obj ec tive of the research endeavor, ' your object ive response to th e 
questions/statements related to the different aspects of th e se rvice qual it y pro vid ed by th e 
organ izati on under stud v is very cruc ial and hence ,au are kindl y requested to spa re yo ur 
prec ioLls tim e and answer the questions carefu lly and gen uinely. Rega rding th e 
information provided b: your organization. I \Va n \IO assure you that it \\ill he used only for acaden,ic pL,rposc alld kept confidenti al . 

Thank youll 

Section I: SERVQIJAL Statements 

Based on your experience as a custo mer of Ethi op ian S hippin g Lines. pl ease think of 
other water tran spo l·t provider that would de live r excellent se rv ice quality that yo ur 
organization would be pleased to receive. The primary inte res t here is th e number that 
reflects your feel in g and/o r opi ni on regard in g the sen :iee prov ider. I" isted be low are 
items for which your fire go ing to give :l rating 0 11 a scale 1 to7 ~ 1 I11C~lns that you 
stron gly disagree ,,-itl! th e s tatemcnt wh ere as 7 IllC}lIlS you s(r()lIgl~- agrec with th e 
statements. If your op ini o ns :lnd/o r feclings arc not s tro ng. ~ - {)II Illa~ ' selcct OI1C of the numbe rs in th e middle (Between I & 7) . Please indicate you r ans\\crs to the 
questioll s/sl"te ll,.~ nt s b, c ircling th e nu mber that best ex press \'our opillionsll<'c lin gs. 
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- ' 1·:.\pCClalion ahoLiI Whal is your 

SI:R VQUA I. Stntement 

, Ta ngib les 

I. Service provider should have modern looking equipments. 
2. The ph ys ica l facil iti es o f se rvice provider will be visua ll y 

appea ling. 

3. Employees will be we ll dressed and neat. 

4. The appearance of the phys ical facilities will be In line 

w ith the type of services provided. 

Reliability 

5. When the service provider promises to do something by a 
certain time, it will do so. I 

1
6 When a customer has a certa in problem. serv ice provider 

I , 
wi I[ show a sincere interest in solving it. 

t 
, 7. Service pr'.J\·ider should be dependab le. 

X. Scr'; icc PIO\ ider will prov ide ils the I illlc 
i servi ce at it I 

prom ises to do so. 
1 <) I 

Service prov ider wi II have fast and ac("rate 1 

I documentation . I 
I 

I ~('s po nsiven ess I 
I 

10. Service provider wi II not tell customers exactl y when I 

" I serv ices be per form ed. 
I II . Eillployees \\ ill not give prompt services to custO!"erS 

I ~. ElllpJoyees \\ill .!lOl a"j(vays. he willing to help customC'rs. 

1.>. lclnployees 'o',\\'ill be too busy to rcspond to customers 

re-quests promplly. 

Assil ranee 

1 .. 1. ·l lk ['chavior of elllplo\'t'es \\i II i IlSI i II cOllliclcnce III 

(:lJSI()t1l~ r s . 

I :111 l::\cc llc lll \\'(lter evaluation of ! 
I (rnarill") Ir:lIlspor! I Elhiopian Shirping I 

prm id"r i Li ne services'? ~ 

I 

I 23<1 5 6 7 

234 567 

2 3 4 5 6 7 

2 3 4 5 6 7 

I 2 3 4 5 6 7 I 

2 3 4 5 6 7 

:2 
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4 5 6 7 -' 
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15. Customers will fee l assured that se rvice rcquests arc clul v 
la ll owed up . I I 2 1 4 5 6 7 j 

16. Employees will have th e ~l l ow lcd ge to all swcr custolll ers 

questions. 
2 3 4 5 6 7 

17. Service provider will not be ex pected to give customers 
indiv idual attent ion. I 2 3 4 5 6 7 

Empathy 

18. Service giv ing employees ~now what the needs of their 
cllstomers are. I 2 1 

j 4 5 6 7 
19. Service provider employees have their customers best 

interest at heart. I 2 3 4 5 6 7 
20. The company has employees who gIve custome rs 

individual attention . I 2 3 4 5 6 7 

I 21 . Service prov ider has operating hours convenient to a ll its I cuslOl11uS I 
I SCI"vice Covcl"agc and Schedule 

122. Serv ice p:'ovider will IWI c wide coverage across Illa.lo r 

I 2 3 4 5 6 7 

'34567 

I ports. 

123 . Service provid ~ r will have good frequency ofsail ill gs. 
I 

I
! 24 . Service prov ider will have readil y avail ab le eq uipmen t for I 

1 23 stuffing. ' 

234 567 

4 567 

i '''0 I'k P I"OCCSS I 
25. Service provider will have easy equ ipment orderi ng I· I 2 3 

4 5 6 7 

I process . 
I 2 3 

sett leme nt I 
2 3 

26. Service provider implemcnts e i'li cient cl ai m 
4 567 

4 567 I 
! 

process, 

17.7 . Service provider uses fast way of' reimbursing I money fo r empty equipment s (conta iners ) 

! 

, 
i 
I 

blocked I 

I 

2 .1 4 5 6 7 

") 1 ~ :; () 7 

2 .1 ~ :i () 7 

2 3 4 5 6 7 

2 1 4 5 6 7 j 

") 1 4 5 6 7 J 

2 1 4 5 6 7 j 

2345(\ 7 
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Section II: Overall Servin' Qllal ity and Satisfac.-ioll 

I. How do YOIi r"t e tile ovcr,,11 'I1I" li tv ol'IIDter transport service pro\'id ed h\ 
Ethiopian Sili pping L,inc'l 

Very good Vcry poor 

765<132 

2. Overall , how sati sfied is your orga ni zation with t1le transpo rtation serv iccs 
prov ided by Ethi opian Shipping Line? 

Highly Satisfied Highl y di ssat isfied 

7 6 5 4 3 2 
3. How do you rate th e price (rate) charged by the Eth iopian Shipping Line given the 

quality you receive? 

Fair 
7 6 5 3 

Unfa ir 
2 I 

Section nI: Demographic Profile. (Please put "X" mark on thc blank space 
/irovided) 

I . Form or Bu siness Orgnnization 

A. Sole proprietorship 

B. Part nership 

C. Corporation (share company) 

D. Other 

2. For how long has you r organi zation been doing import business acti vities'! 
A. Less than a yea r __ _ 

B. / to 5 yea rs 

C. 5 to I () \T:lrS 

D. Above I () \ cars ____ _ 

3. For how long has you r organization been a customer of Ethiopian Shipping Line? 
A. Less thnn D ycar __ _ 

B. I to 5 ~c"rs ___ _ 

C. 5 to I () "":Irs ___ _ 

D. Above IO)cars 
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AnncxlI"c III: 22 Original s lalcmcnts ofthc SERVQUAL in slrllllll'nl 
(Parasllraman and olhers 1985; 1988; 1991) 

DIRECTION: Thi s survc\ deals \\ ith your opi nion of __ _ sen ICCS . 

Please show the exteut to \\hieh )oU thin' lirms oITeri ng _____ _ SC I"\ ' I C~~ 

should possess the features desc ribed by each statement. Do thi s by picking one of the 
seven num bers nex t to each statement. If you strongly agree that these fir ms should 
possess as feature, circ le the number 7. If yo u strongly di sagree that these finns should 
possess a feature circle I. I f yo ur fee l ings are not strong, circle one of th e- nu mbcrs in th e 
middle. There are no ri gh ts or wrong answers . All we are interested in is a number that 
best shows your expectat ions about finn s offering _____ services . 

E I. They should ha ve up-to- date eq uipment 

E2. The ir phys ica l Iflci liti es should be vis uall y appealin g 
E3. Their employees shou ld be well dressed and appear neat 
E4. The appea rance of the physical fac ilities of these lirms should be in keeping ",ith the 
type of services provided 

ES.When th ese firm s jll'lllllise to do somet hing by a certai n time. they should do sO 
E6. When custome!'s havc problems: these firms should be sympathcti c and reassur ing 
E7.These firm s should be dependable 

ES.They shou ld provide thei r services at the time they promi se to do so 
E9.They should Keep their reco rds accurate ly 

E I O. They shouldn't be e.\pccted to tell cllstomers exac t Iy whcn sen 'iccs \\ i II be 
performed 

E II .lt is not rea li st ic Itlr customers to expect prompt service from emp lo\ ecs of th ese 
fi rms 

E 12.Their employees dOIl't a l\\<1\'5 have to be \\ illing tn help eustomcrs 
E 13. It is oka\' ifthe\ are tno bus) to respond to custollle r requests promptll' 
E l4.Customers should be able to trust employees of these fi rms 
EIS.Customer should be ab le to li:el safe in their transactions \\'ith these firm s' 
employees 

E16. The ir empl o)'ees should be polite 



E 17.their empl",\:es slH" lid gel adeq uate support from these li nns t() d() tlleir j()hs I\ell 

E 18. th se tinns should no t be cxpected to give customers indiv idua l att en ti on 

E 19. Empkl\·ces or these lirms cannot be ex pected to give cust(lIners pers()n,,1 "tlc'llIi()n 

E20. It is lInreali sti c t() npect cmployees to know what the nceds ul'their cllstonll'h "rc. 

E2 1. It is unrea li sti c t() expect th cse firm s to have their customcrs' best int erests at heart 

E22. They shouldn 't he expected to have operating hours conve ni ent to a ll their 

customers 

DIRECTIONS: The !(lil owing set of statements relatc to yO UI' fee lin gs abo llt XYZ . f or 

each statement, pleasc show the extent to which you beli eve XYZ has the feature 

described by the state ment. Once aga in , c ircling a 7 means that yo u strongly agree that 

XYZ has that feat ure. and ci rcling a I means that yo u strongly d isagree. You may ci rc le 

any of the numbers in the middle that show how strong YOll feel ings are. There arc no 

ri ghts or wrong anSWers. A ll \·ve are interested in is a number th ai bes t sho\\ 's )oll r 

pcrcep ti ons abollt X Y7. 

1' 1. XYZ hos up-tn-date' equipment 

1'2. XYZ's ph) siea l !:lcilitics arc visually appealing 

1'3. XYZ 's emp loyees are \Ve il dressed and appear neat 

1'4. The appea rance ClI'the phys ica l fac ilities of XYZ is in keep ing 1\ ith the t) pc of 

services prov ided 

1'5. When XYZ prnmises to do something by a certa in time. it does so 

1'6. When you have prob lems, XYZ is sympatheti c ands reassuring 

1'7. XYZ is dependablc 

1'8, XYZ provides its sen ices at the t ime it promi ses to do so 

1'9. XYZ keeps it s rec,'rcis Rccurately 

1' 10. XYZ docs no t tt'11 cus tomer s exac tly when se rvices 1\ ill be peri'ormcd 

P II. You do not rcecil e prompt sc rviee from XYZ's em plOYees 

P 12. Employees ,) i' \ Y i' arc not a!ll'ays \I ill ing to help customers 

1'1 3. Emp IOl'cI's of .\ Y! arc too bus\' to respond to cus tolncr requc,[s proillpth 

1' 14. Yo u call trust employces ofXYZ 

'311'-, ,. '1 . ' 
') . 
~('il n 

; (; l I : I 1 
Lor 

o , . 
~ 1 ~ () I 
.£: (\ ( ~ r-~ 
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P 1 5. You !'eel sa It: in ~ our transacti ons wilh X Y 7.' S CIll p'1o} CL'S 

PI G. Employees or \ Y I: are pol ite 

1'1 7. Lmplo) ccs ge l "dcquHle suppo rt li'om X YZ 10 do Ihcil jobs \I cll 

P 18.XYZ docs nol gi, 'c you individ ual attenti on 

r 19. Emp loyees of X YZ do not give yo u personal attenlion 

1'20. Employees of X YZ do not know what you r needs arc 

P21.XYZ does not have yo ur best in terests at hea rt 

P22. XYZ does not have operat ing hours conven ient to al l the ir customers 



Ann CX III'C IV: Pcarson Correlation coerlicicnt ht'twcl'n SERVQUAL 
Dimcns ions, Overall Scrvice Qllality and Satisfact ion 

QGT QGREL OGRES OGA QGE OGC OGP OSO OCS 
QGT Pearson 1.000 .468' .469' .470' 478 ' .469' .468' 487' 431' 

Correlation 
Sig. (2, .000 000 000 000 000 000 000 .000 
tailed) 

N 32 32 32 32 32 32 32 32 32 
QGREL Pearson 468' 1.000 .474' .489' .503' .4 71' .510' .57 1' .603' 

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

N 32 32 32 32 32 32 32 32 32 
QGRES Pearson 469' .474' 1.000 .519' .560' .618' 473' .522' .484' 

Correlation 
Sig. (2- .000 .000 000 .000 .000 .000 .000 .009 
tailed) 

N 32 32 32 32 32 32 32 32 32 
QGA Pearson .470' .489' .519' 1.000 .574' .46B' .479' .577' 496' 

Correlation 
Sig. (2, .000 .000 .000 .000 000 .000 .000 .000 
tailed) 

N 32 32 32 32 32 32 32 32 32 
QGE Pearson .478' .503' .560' 574' 1 000 .57B' .496' 476' 472' 

Correlction 
Sig. (2- 000 .000 .001 .000 000 .000 000 000 
lailed) 
N 32 32 32 32 32 32 32 32 32 

:JGC Pearson .469' 471' 618' .468- 578 - 1.000 .470' 4 69 ' 471' 
Correlat'on 

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

N 32 32 32 32 32 32 32 32 32 
)GP Pearson .468' .510' .473' 479' .496- .470' 1.000 480- 46B" 

Correlation 
Sig. (2, .000 .000 .000 000 .000 .000 .000 .000 
tailed) 

N 32 32 32 32 32 32 32 32 32 
)Q Pearson .487' .571' .522' .577 ' .476' .469' .480' 1.000 .840-

Correlation 
Sig. (2, 000 .000 000 000 .000 000 .000 .000 
tailed) 

N 32 32 32 32 32 32 32 32 32 
lCS Pearson .481' .603- 484' 49§.' 472 ' 471 ' .46B" 840- 1000 

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

N 32 32 32 32 32 32 32 32 32 

* Co rrelat ion is s ignificant at the 0.01 level (2-tailed). 



Anncxurc V: Sll'pwisl' Rl'gn'ssioll Alla lys is I'CSUIt for Ovcrall Servin' 
Q ualit y 

Variables Entered/Removed 

Model Variables Variables 
Entered Removed Method 

1 OGASS Stepwise (C riteri a Probability-of-F-to-enter <=050, 
Probabi lity-of-F-to-remove >= .100) . 

2 OGREL Stepwise (Criteria : Probability-of-F-to-enter <= .050 , 
Probabil ity-of-F-to-remove >= .100) . 

a Dependent Variable: Perceived Quality Service Quality Provided by 
Ethiopian Shipping Lines 

Model Summary 

R Adjusted R 
Model R Square Square 
1 

.577' .333 .311 
2 

.745b .555 .524 

a Predictors (Constant) , OGASS 
b Predictors: (Constant) , OGASS, OGREL 

AN OVA 

Sum of 
Model Squares 

Regress ion 11 .292 

Residllnl 22.583 

T01a1 33 .8 75 
2 Rcgressirl[l 18 .795 

Residllnl 15.080 

TOlal 33.875 

a Predictors: (Constant), OGASS 
b Predictors: (Constant) , OGASS , QGREL 

df 

30 

3 1 
2 

29 
0 , 
J ' 

Std . Error of the Estimate 

.8676 

.72 11 

Mean 
Square F Sig. 

11 .292 15.00 1 
.00 1" 

.753 

9.398 18.072 
.oon' 

.,,"0 

c Dependent Variable: Perceived Quality of Servi ce Provided by Ethiopian 
Shipp ing Lines 



Coefficients 

Unstand. 95% 
Coefficient Standard . Confidence 

Coefficients Sig tn terva l for B 
Model Std. Lower Bound 

B Error Beta 
(Constant) 4 .796 .354 13.565000 4.074 
QGASS .508 .131 .577 3.873 .001 .240 

2 (Constant) 6.304 .494 12.765 .000 5.294 
QGASS .428 .11 1 .487 3.856 .001 .201 
QGREL .531 .140 .479 3.798 .00 1 .245 

a Dependent Va ri able: Perce ived Quality of Transport Servi ce Provided by 
Ethiopian Shipping Lines 

Excluded Variables 

Upper 
Bound 
5.519 
.776 

7.314 
.655 
.8 16 

Partial Collinearity 
Beta In Sig. Correla tion Stati stics Model Tolerance 

1 QGTAN .114 .718 .479 .132 .898 
QGREL .479 3.798 .001 .576 .964 
QGRES .305 1.814 .080 .319 .731 
QGEMP .164 1.021 .316 .186 .860 
QGCOV .226 1.373 .180 .247 .799 
QGPRO .080 .519 .608 .096 .968 

2 QGTAN .068 .514 .612 .097 .890 
QGRES .120 .767 .449 .143 .634 
QGEMP .001 .008 .994 .001 .772 
QGCOV .007 .045 .964 .008 .645 
QGPRO .042 .330 .744 .062 .962 

a Pred ictors in the Mode l: (Constant), QGASS 

b Predictors in the Model: (Constant), QGASS, QGREL 
c Dependent Variable: Perce ive Qu ality of Transport serv ice Provided by 
Ethiopian Shipping Lin es 



Annl'XlIl'l'VI: Sll'IJ\I'isc Regression Analysis ITSIIII for On'rall 
Satisfaction 

Variables Entered/Removed 

Model Variables Variables 
Entered Removed Method 

1 
QGREL 

Stepwise (Criteria: Probability-of-F-to-enter <= .050. 
Probabi lity-of-F-to-remove >= 100) . 

2 
QGASS 

Stepwise (C ri teria: Probabili ty-of-F-to-enter <= .050, 
Probabi lity-of-F-to-remove >= 100) . 

a Dependent Variable Overa ll Customer Satisfaction 

Model Summary 

Model R R 
Square 

.364 

Adjusted R Std. Error of the Estimate 
Square 

1 .603 .343 1.0295 

2 .682 .465 .428 

a Predictors: (Consta nt) , QGREL 

b Predictors (Constant). QGREL, QGASS 

Model 
1 

2 

Regression 
Residual 

Total 
Regression 

Residu al 
Total 

Sum of 
Squares 
18.174 
31.794 
49 .969 
23.225 
26.744 
49.969 

a Predictors : (Constant), QGRE L 

ANOVA 

df 
1 

30 
31 
2 

29 
31 

b Predictors (Consta nt), QGRE L, QGASS 

.9603 

Mean 
Square F 
18.174 17.149 
1060 

11.61 2 12.592 
.922 

c Dependent Variable Overall Customer Satisfacti o n 

Sig. 
.000 

.000 



Coefficients 

Un- Standardi zed Co-linea ri ty 
standard ized Coefficients Sig. Stat istics 
Coeffic ients 

Model B S. Error Beta Tolerance 1 

2 

(Constant) 6.069 .654 9.283 000 
QGREL .8 11 .196 .603 4.141 000 1.000 
(Constant) 6.645 .658 10.104 000 
QGREL .728 .186 .542 3.9 15 .001 .964 
QGASS .346 .148 .324 2.340 .026 .964 

a Dependent Variab le: Overa ll customer satisfaction w ith Transport se rvi ce 
provided by Ethiopian Shipping Lines 

Excluded Variables 

Partial Co linearity 
Beta In Sig Correlation Statisti cs 

Model Tolerance 
1 QGTAN .008 .054 .957 .010 .978 

QGRES .251 1.619 .116 .288 .837 
QGASS .324 2.340 .026 .399 .964 
QGEMP .063 .399 .693 .074 .868 
QGCOV .23 1 1.426 .164 .256 .778 
QGPRO .087 .588 .561 .108 .988 

2 QGTAN .11 5 .795 .433 .149 .890 
QGRES .106 .6 12 .545 .11 5 .634 
QGEMP .057 .361 .721 .068 .772 
QGCOV .099 .579 .567 .109 .645 
QGPRO .036 .257 .799 .048 .962 

a Predictors in the Model: (Constant) . QGREL 

b Predictors in the Model: (Constant). QGREL. QGASS 
c Dependent Variable : Overa ll Customer Satisfaction 
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