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Abstract 

This study is set out to examine the Effect of service quality on customer satisfaction in 

Ethiopian road authority central garage. Quantitative means of data collection method is 

employed to collect the data through questionnaire. Stratified sampling technique is used 

to select the sample size and samples of 243 internal customers are taken to undertake 

the study. For the purpose of the study primary data were collected by using Likert scale 

based questionnaire. And the data were analyzed using descriptive statistics and using 

statistical tools such as mean, correlation, and regression analysis with SPSS version 20. 

Correlation and multiple regressions were used to investigate the relationship between 

dependent and independent variables. The results of this study indicate that, all the 

service quality dimensions (tangibility, reliability, responsiveness, empathy and 

assurance) have positive and significant relationship with customer satisfaction in 

Ethiopian road authority central garage. The correlation results indicate the highest and 

strong relationship is found between Responsiveness and customer satisfaction and the 

least but positive relationship between Assurancethat is a positive correlation between 

the dimensions of service quality and customer satisfaction. The results of the regression 

test showed that offering quality service have positive effect on overall customer 

satisfaction. The finding of the analysis showed that, the performance of CEMAD in 

providing quality service is not in a position to meet the expectation of the customer. Low 

service quality leads low customer satisfaction. Based on this, in order to improve 

performance of the CEMAD, the researcher suggested that, the service deliverer has not 

supported by modern equipment enough man power; The CEMAD employees delivering 

the services are not neat, disciplined, and professional in their appearance. Therefore the 

CEMAD should exert its maximum effort to change this result and should work on all the 

service quality dimensions to improve and maintain its customer satisfaction. 

Keywords: Service quality dimensions, customer satisfaction, SERVQUAL 
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CHAPTER I: Introduction 

1.1. Background of the study : 
All businesses should attach importance to the quality phenomenon in order to survive 

within the competitive market structure.  What is more, beyond this basic level of 

importance attached to the quality concept, it has become necessary to focus on this issue 

carefully. 

The high-quality production approach, which has particularly gained importance after the 

World War II, was initially exercised in the manufacturing sector due to needs of that 

time. However, especially in the 1980s, in parallel with the increase of activity in the 

services sector, organizations began to realize the benefits which could be obtained by the 

adoption of quality approach in this area. Because of this, the literature witnessed a 

progressive increase in the research studies and approaches that refer to the concept 

expressed as the service quality. (Source: Analyzing the value of vehicle maintenance 

activities Selindonmez, Mahasinzemmouri, 2016) 

In recent decades the service industry has grown in importance (Schettkat & Yocarini, 

2003), and manufacturing has declined (Jovaneetal, 2006) also quality of a service 

positively influences customer satisfaction (Kaura et al 2012) and as such, service quality 

is of vital importance to customer satisfaction. This service quality or widely known as 

SERVQUAL is considered as an important factor in interpreting customer satisfaction. 

Theservice sector accounts for 70% of the employment in all OECD member states, 

making most countries dependent on the service sector (Berry, et al., 2006 and Gardner, 

1985). More insights into innovative service processes are needed (Arvanitis, Kubli & 

Woerter, 2008). Companies continuously seek for new and innovative ways to offer 

service quality, and differentiate their service offerings. This is used as a competitive 

advantage to attract and retain customers and make a profit (Sandström, 2014) through 

skill exchange and customer co-creation (Prahalad & Ramaswamy, 2004). 

Equipment maintenance service In Ethiopia plays a very important role in the road and 

transport sector. The Equipment maintenance currently very much similar from one to 

another organization and most organization service are easy to duplicate and when 

organization provide almost identical services, they can only separate themselves on the 



 

basis of service quality. Service quality is a thought that has received significant interest 

and argument in research literature because of the difficulty of defining it. (Grönroos, 

1982).  

Service quality means diverse things to different people. Service quality is the difference 

between a consumer‟s perception and expectation of a service (Grönroos, 1982). Seth, 

Deshmukh & Vrat (2005) defined service quality as the ability for service providers to 

match expected service with perceived service to achieve customer satisfaction. While 

Grönroos (1982); Lehtinen & Lehtinen (1982) and Parasuraman, Zeithaml& Berry 

(1985) defined service quality as the comparison stemming from what customers feel a 

company is supposed to offer and the actual service performance of the company. 

Parasuraman defines service quality as the differences between customer expectations 

and perceptions of service (Parasuraman, 1988). They argued that measuring service 

quality as the difference between perceived and expected service was a valid way and 

could make management to identify gaps to what they offer as services. According to 

Kotler& Keller (2006) service is abstract as a result; service is difficult for suppliers to 

explain for customers to assess. Meanwhile other authors like Wilson et al. (2008) 

demonstrated some determinants of customer satisfaction to be product and service 

quality, price, personal and situational factors (Wilson et el., 2008, p. 79-80). Some 

researchers have looked into the relationship between total quality management and 

customer satisfaction. (Wen-Yi, et al,. 2009, p. 957-975). Because customer satisfaction 

is also based upon the level of service quality provided by the service provider (Lee et al., 

2000, p. 226) and service quality acts as a determinant of customer satisfaction (Wilson et 

al., 2008, page 79-80). 

In addition, not at all-inclusive definition of quality has been established until now even 

though; this has been the focus for some time now. Relatively, diverse definitions are 

believed under different situations. Inspection for this definition showed that quality has 

been defined variously as excellence, conformance to specification, conformance to 

requirement, fitness for use, loss avoidance, and meeting and exceeding customers‟ 

expectations (Parasuraman et al., 1988). Service quality and its measurement have 

become an important research topic because of its obvious relationship to cost, customer 



 

satisfaction, customer retention and profitability (Rust and Zahorik, 1993). Service 

quality is regarded as a driver of corporate marketing and financial performance (Rust 

and Zahorik, 1993). A comprehensive measure of service quality is necessary for 

identifying the aspects of service that need performance improvement, reviewing how 

much improvement is needed on each aspect, and evaluating the impact of the 

improvement efforts. The evaluation of quality services is more complex than for 

products because of their basic nature of heterogeneity, inseparability of production and 

consumption, perishability and intangibility (Zeithaml, et al., 2006).  According to 

Parasuraman et al. (1988) service quality is a function of pre-purchase customer 

expectation, perceived process quality and perceived output quality. Customer 

expectation is understood as “desires or wants of consumers” or “what they feel the 

service provider should offer rather than would offer” (Parasuraman et al., 1988). On the 

other hand, customer perception is defined as customer‟s judgment of how service or 

product fulfill their needs, wants and desire (Kotler& Armstrong 2006). Perceived 

quality is defined as the consumers‟ judgment about an entity‟s (service‟s) overall 

excellence or superiority (Rowley, 1998; Zeithaml, 1988). The widely used instrument 

that helps to measure service quality was designed by Parasuraman et al. (1985). 

Service quality can be accessed with the SERVQUAL scale (Khan  & Fasih, 2014). 

SERVQUAL scale measures the quality of a service before and after the consumption of 

a service, with five dimensions. Namely; tangibility, responsiveness, reliability, 

assurance and empathy. A detailed discussion of the SERVQUAL model is done in the 

literature review section of this paper. 

Quality service has direct impact on performance and hence on customer satisfaction. 

Higher levels of customer satisfaction sustain customers‟ confidence, which is essential 

for competitive advantage (Kotler and Armstrong, 2001). Customer satisfaction 

produces real rewards for the company in the form of customer loyalty and corporate 

image, while lack of customer satisfaction produces real liabilities that business can 

unfriendly afford to ignore. Customers go back to business again and again because they 

know its quality; they are also aware that they depend on the people there, and they will 



 

get consistent service, which indicates they are satisfied with the activities of the 

organization (Denton, 1998) 

 Due to the increased competition faced by companies around the world, companies 

choose to expand their market size and increase customer expectations through 

advancement in technology and globalization (Lin, Lai, & Yeh, 2007). Hence 

necessitating businesses to be more customer centric (Khan & Fasih, 2014; Naidoo, 

2011 and Schneider, Ehrhart, Mayer, Saltz & Niles-Jolly, 2005).The quality of a service 

positively influences customer satisfaction (Kaura et al (2012) and as such, service 

quality is of vital importance to customer satisfaction. 

Within the existing condition of Equipment maintenance service provided by Ethiopian 

road authority  and through the happening of modern and much equipment utilized, the 

request arises as to whether internal customers are satisfied or not and what elements of 

Equipment maintenance service that makes them satisfied or dissatisfied. The 

information of the current levels of satisfaction and in particular the key determinants of 

satisfaction help for decision makers to focus on the key areas that lead to highly 

satisfied customers. Hence; it is major worry to be evaluating the service delivery 

quality and the level of customer satisfaction in ERA. 

1.2. Statement of the Problem 

A rapidly changing and increased use of technology in the road sector introduce the use 

of high tech equipment. Accordingly maintenance becomes vital discipline of 

engineering which tries to maximize the performance of equipment‟s and to prolong the 

life of capital equipment. Thus, quality maintenance service should be required and 

assurance by undertaken every maintenance activity get ahead of under quality service 

in order to improving and sustainably the availability, reliability of  the equipment, 

prevent failure and answer the demand of high frequent value of maintenance as well as  

assuring the internal customer satisfaction.(Source: ERA Equipment administration 

manual April 20120) 



 

Service quality is particularly essential in the equipment maintenance services situation 

because it provides high level of customer satisfaction, and hence it becomes a key to 

competitive advantage (Ahmossawi, 2001cited on Mesay Shata, 2012)  

Unsatisfactory customer service leads to a drop in customer satisfaction and willingness 

to recommend the service to a friend. Levesque and McDougall (1996) cited on Haile 

Yeshanew, 2010) 

On the other hand, according to Lin (2009) as cited by (Kindye, 2011), only 4% of 

dissatisfied customers complain, and eventually one dissatisfied customers tells nine 

other people about the problem. Hence, customer satisfaction plays an important role for 

the success and continuous existence of the company.  

Service quality has various dimensions and each customer place different level of 

importance on each dimensions of service quality .The service providers‟ perception of 

service quality may be quite different from what customers perceive as service quality. 

Therefore, if garage are to compute in providing quality service to customers, it is 

important to understand the customer perception and expectation of quality service. 

additional they should identify themselves with at least one of the dimensions of service 

quality that they think it will drive customers‟ perceived service quality satisfaction, 

loyalty, and retention.( Lukmaan  Osei-Mensah Bonsu and  Gertrude Adu Mensah 2013) 

This study on Ethiopian road authority which repair and administrate 820 light duty 

vehicles and 200 heavy duty constriction machinery also receives on average 28 

equipment per day for different type of maintenance and yearly provide Scheduled 

maintenance (preventive maintenance) service for until 1700 unit and maintained 2200 

unit in Unscheduled maintenance (break down) base as well as provide car body work for 

100unit and budgeted 45,000,000birr per year. As part of the study, survey is also made 

on 243internal customers of garage and the result revealed that 74.29% of the 

respondents are dissatisfied with the service provided by CEMAD garage. It is also noted 

from the survey that customers understand employees required skill and attractive 

physical facility also modern equipment. 



 

Equipment maintenance service be able to place them in a different technique by 

providing high quality service. According to Salonen and Deleryd (2011), cost of 

maintenance in Sweden has been estimated to be close to 200 billion SEK per year and 

is constituting of 6.2% of the industry‟s turnover. However, one third of this cost is 

spent unnecessarily on poor Maintenance quality service (rework, bad planning, &lack 

skilled personnel) etc. Therefore, the main cause of cost of poor maintenance COPM is 

reduced service quality; these will be increased rework and create the customer 

dissatisfaction. 

While poor quality maintenance service carry out bring on reduced on-time delivery and 

increased cost of poor maintenance (COPM) additionally causing dissatisfaction of 

internal customer as well as the authority spent unnecessarily expense per year for 

rework from the total budget of maintenance. 

Therefore the main interest of this study is to measure the weight of service quality on 

internal customer satisfaction of the Equipment maintenance especially in the selected 

case of ERA central equipment maintenance garage. 

1.3 Research Question  

The study was answering the following basic research questions:  

1. What influence (positive or negative, significant or insignificant) of service quality 

dimensions on customer satisfaction in CEMAD? 

2. What are the levels (range from very satisfied to very dissatisfied) of satisfaction with 

the service quality dimensions in CEMAD?  

3. Which service quality dimension dominantly affects customer satisfaction in CEMAD?  

1.4 Objectives of the study 

 1.4.1 General Objective  

The general objective of this study is to analyze the effect of service quality on 

Customer Satisfaction in the selected case central equipment maintenance garage of 

ERA Alemgena.  

 



 

1.4.2 Specific Objectives 

The specific objective of the study was: 

1. To explain effect of reliability on customer satisfaction of CEMAD customers.  

2. To explain effect of assurance on customer satisfaction of CEMAD customers.  

3. To explain effect of responsiveness on customer satisfaction of CEMAD customers.  

4. To explain effect of empathy on customer satisfaction of CEMAD customers.  

5. To explain effect of tangibles on customer satisfaction of CEMAD customers. 

1.5. Significance of the Study 

As explained earlier, this study examined the service CEMAD of Ethiopian road 

authority and its impact on customer satisfaction. It identified the strengths and 

weaknesses of the service delivered by the CEMAD garage and its effect on customer 

satisfaction. The significance of the study is to give sufficient information on the service 

the CEMAD garage is currently providing and help it to know areas which need 

improvement and plan towards it so that its customers enjoy quality service. 

1.6. Scope of the Study  

As the topic indicates, this study revolves around the impact of service quality on 

customer satisfaction at central equipment maintenance directorate of ERA. Due to 

limited financial resources, time and accessible information regarding other garages with 

the given time period CEMAD is chosen, because it leads centrally all the 11 regional 

district garages of ERA. Thus, the study examines this issue only from customer‟s 

perspective. The study also focuses on the internal customers of ERA central equipment 

maintenance directorate garage in Addis Ababa. 

1.7. Limitations of the Study  

As stated former this study is a descriptive study limited in scope and sample size 

because of limited financial resources, time and accessible information regarding other 

garage. Thus the findings of this study may not give a general picture of the quality 

service of the equipment maintenance in Ethiopia. However it can contribute to further 

study on quality service of the equipment maintenance in Ethiopia. 



 

1.8. Organization of the study  

The study is divided in to five chapters. The first chapter deals with introduction which 

encompasses background of the study, statement of the problem, research questions, 

objective of the study, significance of the study, scope of the study, limitation of the 

related literatures on technical training. This part gives a highlight on the theoretical, 

empirical and conceptual framework of the topic under study. The third chapter was 

discussed research design and methodology which includes population and sampling 

size, data type and source, data collection instrument, data analysis technique and 

methods. It also includes ethical consideration. The fourth chapter is namely the 

presentation, analysis and interpretation, it is carefully diagnosed the data collected 

through questionnaire. Finally, the fifth chapter deals with summary of findings, 

conclusions and recommendations by the researcher based on the outcomes of the 

overall study 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

CHAPTER TWO 

 Review of related literature 

2.1. Introduction 

In this chapter, the researcher review literature relevant to our topic. Researcher discuss 

issues of service quality, expectations and perceptions, customer satisfaction, 

relationship between service quality and customer satisfaction, service quality models 

and define relevant concepts to enhance our understanding of the chosen topic and 

provide answers to our research question. 

2.2. Theoretical Literature  

2.2.1. Servqual 

There is a positive correlation between service quality and customer satisfaction (Khan 

& Fasih, 2014, after, Sureschchandar et al, 2002; Boulding et al., 1993; Tambi, Ghazali, 

& Rahim, 2008; Marković, & RasporJanković, 2013). Service quality is an antecedent to 

customer satisfaction (Marković, & RasporJanković, 2013). SERVQUAL Scale is one 

of the most accepted service quality assessment scale, it was developed by Parasuraman, 

et al., 2005. It uses a 44-item scale which is further grouped into five categories 

(tangibles, reliability, assurance, empathy and responsiveness) to measure service 

quality before and after service consumption (Khan & Fasih, 2014).   

 The gap between a customer‟s expectation before and after service consumption affects 

the level of a customer‟s satisfaction or dissatisfaction (Clow, &Vorhies, 1993). Clow, 

&Vorhies, (1993) also support the view that customers who are exposed to additional 

promotional material about a service could have their expectations of service quality 

influenced. Naidoo (2011) also suggest that service delivery firms with a developed 

customer relationship management can track complaints and give indication of the 

service quality perception of customer. Fodness & Murray (2007) suggests the use of a 

gap theory to analyses service quality. The gap theory addresses service quality through 

analyzing the differences between customers expected services quality and the actual 

service quality received.    



 

Figure 1 below illustrates that tangibility, reliability, assurance, empathy, responsiveness 

are the five service quality dimensions that can impact customer satisfaction (Khan & 

Fasih, 2014). The people, process and physical evidence mechanisms are responsible for 

activating these dimensions in the minds of customers (Kaura, et al., 2012). However, 

this research was focusing on empathy, reliability, tangibility and assurance which are 

facilitated through the customer‟s aspect of service quality. 

 

 

 

 

 

 

Figure 2.1: The relationships between service quality dimensions and customer 

satisfaction 

Source: Adopted from Parasuraman et al. (1988). 

2.2.2. Service 

Literary, service means something, which is done by individual or group to help or 

benefit others, either freely or with payment, through systematically arranged way, or in 

informal way to meet individual or public needs. Members of societies, individuals or 

groups who are direct recipients or users of these services are customers for those who 

supply the services. Kotler (2000) defines service as work carried out for others by an 

organization where no transfer of goods is involved. It consists of social processes that 

involve a physical or informational interaction between a service provider and a client 

(user), the interaction of client and employees really lies at the heart of most service 

system.  

According to Gil et al. (2008) in contrast to products, customers are not really able to 

appraise services before the service process takes place. The contact with the service 
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provider and the customers is the key in the evaluation of service performance. The 

customer‟s service experience is defined by the interaction with the organization, the 

processes and the employees.   

2.2.3 Service quality 

Authors and researchers have given different definitions of service quality over time. 

Zeithaml & Bitner (2003) and Bitner & Hubert (1993) defined service quality as a 

comparison of what the customers feel a service provider should offer (expectations). 

Oliver (1993) and Bitner (1995) state that service quality perceived by customers, is the 

difference between customers‟ perceptions and expectations of service quality. In 

marketing literature, Parasuraman et al. (1985) have defined service quality as the extent 

to which a service meets or exceeds customer expectations. Parasuraman et al. (1988), 

however, suggest that customers perceive service quality in different ways.  The first 

level is expected/desired service, which is the level of service the customer hopes to 

receive by the service provider. The second level is adequate service, which is the level 

of service the customer will accept (Ibid.). Therefore, it is important for management to 

understand the basic concept of this construct because customers are very sensitive 

especially if what they get, doesn‟t meet their expectations (Ibid.). Presbury, Fitzgerald 

& Chapman (2005) emphasize that it is very important to provide service quality that 

meets the expectations of customers. Antony, Antony &Ghosh (2004) refer to service 

quality as the concept of meeting and exceeding the expectations of customers and if 

these expectations are not exceeded, then service can be seen as ordinary or inferior. It is 

thus important for service providers to offer good quality service to customers so that the 

conception of quality can be influenced not only by the service outcome but also by the 

service process (Ibid.).  

Indeed, service quality has turned out to be the leading element in the equipment 

maintenance these days. Ghobadian, Speller & Jones (1994) state that the interest in 

service quality has increased noticeably because it is one of the requirements needed to 

survive in the contemporary, competitive business environment. The nature of the 

service is such that the customer is present in the process. He further states that service 

quality, in business context, is the measure to which the service delivered meets 



 

customer expectations. So, service quality is achieved through meeting expectations 

(Ibid).  

2.2.4. Dimensions of Service quality  

Tangibles 

According to Khan &Fasih (2014, after, Blery, Batistatos, Papastratou, Perifanos, 

Remoundaki & Retsina, 2009), tangibles are seen to be perceptible by touch or a visible 

existence. Information and Communication Technology (ICT), tool, sites, company‟s 

employees and any visible facilities form the tangible dimension of service quality. 

However, these tangibles are applied in various ways by the service providers and are 

perceived and experienced on different levels by the end users. Tangibles are especially 

important to service delivery firm's as they are crucial variables to developing strong, 

positive and inspiring customer association and experience, through its proprietary 

assets (Naidoo, 2014).  

Reliability  

The process in which service provider remains faithful in rendering services to its 

customers can be considered as the reliability dimension of service quality (Khan & 

Fasih, 2014, after, Blery, et al., 2009). Reliability assures the customer of a service 

provider‟s ability to consistently provide a perceived quality of service. Reliability has 

an impact on trust and the overall impression left in the mind of a customer after service 

consumption (Abd-El-Salam, et al., 2013). The reliability dimension of service quality is 

vital and perceived through the people aspect of service quality (Kaura, et al., 2012).   

Assurance Khan & Fasih (2014,after, Blery, et. al., 2009), states that the process of 

acquired knowledge being showcased by staffs in executing their term of preferences 

during service delivery can be highly assuring to customers. This gives customers the 

confidence that the service delivery representative will perform his/her duty 

professionally and ethically. Naidoo (2014) argues that not all customers have the 

expertise to understand the quality of service and values they received, and as such may 

require effective communication or personal explanations to understand the value they 



 

receive. This service quality dimension is performed through the people aspect of 

service quality (Kaura, et al., 2012). 

Assurance  

Khan & Fasih (2014, after, Blery, et. al., 2009), states that the process of acquired 

knowledge being showcased by staffs in executing their term of preferences during 

service delivery can be highly assuring to customers. This gives customers the 

confidence that the service delivery representative will perform his/her duty 

professionally and ethically. Naidoo (2014) argues that not all customers have the 

expertise to understand the quality of service and values they received, and as such may 

require effective communication or personal explanations to understand the value they 

receive. This service quality dimension is performed through the people aspect of 

service quality (Kaura, et al., 2012).  

Empathy  

Khan & Fasih (2014, after, Blery, et. al., 2009) state that empathy is the ability for 

service delivery firms to pay attention to individual customer problems and demands, 

then address these issues effectively. Khan & Fasih (2014, after, Blery, et. al., 2009) also 

argues that the way the company takes responsibility to address problems faced by their 

customers on an individual or group level is classified as empathy. This service quality 

dimension is perceived through the people aspect of service quality (Kaura, et al., 2012).    

Responsiveness  

The process in which service providers react quickly to resolve customer problem 

positively within a given time is called responsiveness (Blery, et. al., 2009). This 

dimension of service quality is perceived through the people aspect of service quality. 

However, information technology advancement likes emails, webpage and customer 

service interface improves the responsiveness of service delivery firm (Kaura, et al., 

2012).  

 



 

2.2.5. Customer Satisfaction  

Abd-El-Salam, et al. (2013) and Chen (2010) suggest that customer satisfaction is the 

result of a customer's comparison of perceived quality and actual service performance. 

This comparison may lead to customer satisfaction or dissatisfaction. Kaura, et al. (2012, 

after, Rust & Oliver, 1994) suggest that customer satisfaction reflects the degree to which 

a consumer believes that the use or possession of a specific service will evoke positive 

feelings. Hence customer satisfaction is the physiological state of emotion associated 

with the conformity or nonconformity of a consumer's perceived quality of service during 

and after service experience (Kaura, et al., 2012, after, Oliver, Rust & Varki, 1997:13 and 

Chen, 2010). While Caruana (2002, after, Mohr, 1982) likened customer satisfaction to 

an expectancy/disconfirmation paradigm, this paradigm is the background for most 

studies on customer satisfaction. It encompasses four constructs namely; Expectations, 

performance, disconfirmation and satisfaction. The confirmation or disconfirmation that 

may arise from the difference between the service quality expectation and the actual 

service performance during or after service consumption (Caruana, 2002 and Chen, 

2010). Customer satisfaction is of two different conceptualizations; transaction Specific 

satisfaction (satisfaction based on a specific purchase occasion) and cumulative 

satisfaction (satisfaction based on overall evaluation of multiple purchases and purchase 

experience of a service over an extended period) (Abd-El-Salam, et al, 2013). Customer 

satisfaction is based upon the common judgment of products or services that provide the 

maximum rate of satisfaction for the customers (Oliver, et al., 1997). Customer 

satisfaction can either be considered as contentment, pleasure, or ambivalence based 

upon the kind of service being rendered to the customer at a specific purchase occasion 

(Zeithaml, 1988). Customer satisfaction can also be impacted by price, service features, 

product perceptions, and service quality. However, customer perception has a direct 

impact on how customers evaluate the service (Liu & Jang, 2009).      

Impact of empathy on Customer satisfaction 

Ganguli & Roy (2011) claim that a positive correlation does exist between empathy and 

customer satisfaction. He also realized that without empathy customers will remain 

dissatisfied with service quality. Therefore, empathy greatly impacts customer 



 

satisfaction (Al-Marri, Ahmed & Zairi, 2007). This dimension will immensely 

contribute toward customer long-term relationship with the company. Wieseke, et al. 

(2012) research proves that empathy creates a condition of emotional relationship with 

customer and the service providers and motivates customer to do business with the 

company.   

According to Karatepe (2011) there is a positive relationship between empathy and 

customer satisfaction. He noted that customer loyalty could be easily captured through 

empathy. The importance of empathy can be felt through service quality, customer 

loyalty as well as satisfaction. Therefore, empathy and reliability of service are 

significantly influenced by service environment (Karatepe, 2011). This dimension is also 

facilitated through the people aspect of service quality (Kaura, et al., 2012). 

Impact of reliability on Customer Satisfaction  

Results from Ibáñez, Hartmann & Calvo (2006) test on reliability of service and 

customer satisfaction suggest that a positive correlation do exist between the reliability 

of service, service quality, performance (i.e. financial and nonfinancial) and customer‟s 

satisfaction. This is made possible through the interactional activities between 

employees and customers. This dimension is facilitated through the people aspect of 

service quality (Kaura, et al., 2012). 

Impact of assurance on Customer satisfaction  

Results from Parasuraman, et al. (1988) found that assurance is one of the core 

dimensions of service quality that impacts customer satisfaction because it implants a 

favorable perception of an organization in the mind of a customer. Thus encouraging the 

likelihood of word of mouth activity especially in financial institutions.  A reliable 

financial service provider implants a high level of confidence in the mind of its 

customers (Khan  & Fasih, 2014, after, Ndubisi, 2006 and Ndubisi &Wah, 2005). This 

dimension is facilitated through the people aspect of service quality (Kaura, et al., 2012).   

 

 



 

2.2.6. Service quality and customer satisfaction  

In the past few years, the relation of customer satisfaction and service quality has 

received considerable academic attention (Spreng &Mackoy, 1996). Marketing literature 

and practice hold the concepts of service quality and customer satisfaction at the pick of 

important objectives (Ibid.).  

The key for maintenance service lies on delivering high quality service that can in turn 

result to customer satisfaction (Shemwell, Yavas & Bilgin, 1998). In the case of grocery 

stores, customer satisfaction is considered a prerequisite for customer retention and 

loyalty and this obviously helps in realizing economic goals like profitability and market 

share (Scheuing, 1995; Reichheld, 1996; Hackl &Westlund, 2002). Different arguments, 

concerning service quality and customer satisfaction, claim that these concepts may be 

conceptually distinct but they are closely related constructs (Parasuraman et al., 1994; 

Dabholkar, 1995; Shemwell et al., 1998).  

Their relation, as stated by Bitner & Hubert (1994), shows that although there is a strong 

correlation between service quality and customer satisfaction, the two concepts are 

indeed different, which means that it becomes imperative for service providers to view 

the two constructs separately. Customer satisfaction reflects the customer feelings when 

he or she enters a grocery shop in multiple encounters such as experience. Service 

quality is more abstract and is likely to be influenced by external factors such as 

advertising and other forms of communication (Bitner et al., 1994). While customer 

satisfaction is a broader concept, service quality targets on identifying dimensions of 

service (Zeithaml, Bitner & Gremler, 2006). Based on these views, service quality is a 

component of customer satisfaction and the two are closely connected to each other 

(Ibid.).  

2.2.7. The Relationship between Service Quality and Customer Satisfaction 

The main objective of businesses is to reach the profitability levels targeted for certain 

periods. In order to achieve this goal, businesses are required to keep the customer 

portfolio that adds value to them as wide as possible and maintain this portfolio. This 

fact necessitates that businesses keep the satisfaction levels of their customers who are 



 

buying their products and services high. Businesses' ability to understand the needs and 

expectations of not only their current customers but also their potential customers and to 

act in accordance with this is of the most importance for the realization of high levels of 

customer satisfaction. Therefore, acting with a customer-focused approach presents 

itself as a must-have requirement for improving the satisfaction of customers. Being able 

to act with a customer-focused approach is closely related to the customers' expectations 

and preferences as well as the level of quality of the services provided by the business to 

its customers (Kocbek, 2005: 61). In particular, for the businesses to be able to win 

customers with potential to add value to them at a higher level in an increasingly 

growing competitive market structure, they need to provide products and services that 

can satisfy the needs of the customers; this is of vital importance in sustaining their 

presence in the market. The underlying cause of this can be related to the high level of 

expectations of customers at all times and under all circumstances concerning the 

products and services that they have been offered. If the perception of the level of 

quality of products and services offered to the customer is lower than expected, it can 

bring about dissatisfaction that is proportionate to the difference between expectation 

and perception. In another aspect, if the customers' perceived service quality is high, 

then it can lead to high levels of satisfaction. Therefore, while businesses engage in 

certain measurements to determine the satisfaction levels of their customers, they should 

also determine the differences between customers' expectations and their perceptions 

about the realized results at the same time. In this way, it would be possible to determine 

which service quality elements lead to satisfaction or dissatisfaction and guide the 

customer relations policies accordingly (Ozturk & Seyhan, 2005). The relationship 

between perception of quality and customer satisfaction is of great importance especially 

for the service sector. It could be suggested that this is because customers are not only 

interested in the tangible aspects of the products offered to them in the service sector but 

also the intangible aspects of these products in the provision process. To give an 

example form the catering businesses assessed within the scope of the service sector that 

constitutes the research field of this study, customers purchasing the food and beverage 

offered by these businesses are likely to consider certain other factors that determine 

quality in addition to the quality of food and beverage; other factors such as the 



 

atmosphere of the business, hygiene of the space and the food and beverage, attitudes 

and behaviors of service personnel, and perception of the value of the price paid for the 

products and services offered. Moreover, owing to the concurrency factor, which is a 

characteristic of the service provision, it becomes even more difficult for service 

businesses to compensate for the lack of quality that may occur in relation to products 

and services offered to the customers and the resulting dissatisfaction. Therefore, it 

could be suggested that in order for the catering businesses to increase the level of 

customer satisfaction and consequently assure their competitiveness in the market, they 

should place more importance on, and pay greater attention to improving the service 

quality. 

2.3. Empirical Literature Review 

2.3.1. Relationship between Service quality and customer satisfaction 

Oliver (1993) first suggested that service quality would be antecedent to customer 

satisfaction whether these constructs were cumulative or transaction-specific. Some 

researchers have found empirical justification for this view where customer satisfaction 

came as a result of service quality (Anderson & Sullivan, 1993; Fornell 1996; Spreng& 

Macky1996). 

Zeithaml, (2006) such as price, product quality, delivery etc. can affect customer 

satisfaction, perceived service quality is a component of customer satisfaction. 

Wilson, (2008) Satisfaction and service quality have certain things in common, but 

satisfaction generally is a broader concept, whereas service quality focuses specifically 

on dimensions of service. 

More evidence has been proved that the service quality acted as one of the factors that 

influence satisfaction. 

Parasuraman (1985) in their study confirmed that when perceived service quality is high, 

then it will lead to increase in customer satisfaction. 

Saravana&Rao, (2007) some other authors also acknowledged that customer satisfaction 

is based on the level of service quality being provided by the service entities. 



 

Cronin & Taylor (1992) has view of customer satisfaction to be base itself on the 

customer‟s experience on a particular service encounter implying that service quality is a 

determinant of customer satisfaction. 

Lewis, (1983) stated that definitions of consumer satisfaction relate to a specific 

transaction (the difference between predicted service and perceived service) in contrast 

with „attitudes‟, which are more enduring and less situational-oriented. 

Cronin & Taylor, (1992) customer satisfaction has been considered to be based on the 

customer‟s experience on a Particular service encounter; it is in line with the fact that 

service quality is a determinant of customer satisfaction, because service quality comes 

from outcome of the services from service providers in organizations. 

Sureshchandar et al., (2002), customer satisfaction should be seen as a multi- dimensional 

construct just as service quality meaning it can occur at multi levels in an organization 

and that it should be operationalized along the same factors on which service quality is 

operationalized. 

Saravana and Rao, (2007,) and Lee et al., (2000), who acknowledge that customer 

satisfaction is based upon the level of service quality provided by the service provider. 

According to Negi (2009), the idea of linking service quality and customer satisfaction 

has existed for a long time. He carried a study to investigate the relevance of customer-

perceived service quality in determining customer overall satisfaction in the context of 

mobile services (telecommunication) and he found out that reliability and network quality 

(an additional factor) are the key factors in evaluating overall service quality but also 

highlighted that tangibles, empathy and assurance should not be neglected when 

evaluating perceived service quality and customer satisfaction. This study was based on a 

specific service industry (mobile service) and it is very important to identify and evaluate 

those factors which contribute significantly to determination of customer-perceived 

service quality and overall satisfaction. 

Fen &Lian, (2005,) found that both service quality and customer satisfaction have a 

positive effect on customer‟s re-patronage intentions showing that both service quality 



 

and customer satisfaction have a crucial role to play in the success and survival of any 

business in the competitive market. This study proved a close link between service 

quality and customer satisfaction. 

Su et al., (2002,) carried a study to find out the link between service quality and customer 

satisfaction, from their study, they came up with the conclusion that, there exist a great 

dependency between both constructs and that an increase in one is likely to lead to an 

increase in another. Also, they  pointed out that service quality is more abstract than 

customer satisfaction because, customer satisfaction reflects the customer‟s feelings 

about many encounters and experiences with service firm while service quality may be 

affected by perceptions of value (benefit relative to cost) or by the experiences. 

2.3.2. Service Quality Dimensions 

In parasuraman et al. (1985, 1918) service quality gap model five dimensions and 22 

service attributes are identified these dimensions are: 

o Reliability –Ability to deliver the promised service. 

o Responsiveness –willingness to provide prompt service. 

o Assurance – Ability to inspire trust and confidence 

o Empathy - Individualized attention to customers, caring about the customers. 

o Tangibles – Appearance of physical facilities, personnel and materials. 

However, Rust et al, (1994) state that “SERVQUL is intended to describe the dimension 

of quality common to all service and is therefore unlikely to encompass the special 

properties of any particular service. 

The below findings are results of different research work regarding the effect of service 

quality dimensions on customer satisfaction. 

Munusamy et al. (2010) conducted a study to assess service quality delivery and its 

impact on customer satisfaction in the banking sector in Malaysia. The study uses the 

five dimensions of service quality (tangibles, reliability, responsiveness, assurance and 

empathy). The result of the study showed that the three service quality dimensions 

(assurance, empathy, and responsiveness) have positive and insignificant effect on 



 

customer satisfaction. Tangible has a positive and significant impact on customer 

satisfaction. However, reliability has a negative and insignificant effect on customer 

satisfaction. 

Mohammad and Alhamadani (2011) conducted a research on the service quality 

perspectives and customer satisfaction in commercial banks working in Jordan again by 

examining the five dimensions of Service quality (tangibles, reliability, responsiveness, 

assurance and empathy) and investigated that the five service quality dimensions 

(tangibles, reliability, responsiveness, assurance and empathy) have a positive and 

significant effect on customer satisfaction. 

Al-Hawary et al. (2011) in their study of banking service quality provided by 

commercial banks and customer satisfaction using the five dimensions of SERVQUAL 

(tangibles, reliability, responsiveness, assurance and empathy) examined that four 

service quality dimensions (tangibles, reliability, assurance, and responsiveness) have a 

positive and significant effect on customer satisfaction. Empathy has a negative and 

significant effect on customer satisfaction. 

Similarly, the study of Malik et al. (2011) tried to investigate an answer for how do 

service quality perceptions contribute in satisfying banking customers? By using the five 

dimensions of SERVQUAL (tangibles, reliability, responsiveness, assurance and 

empathy) and concluded the two dimensions of service quality (reliability, assurance) 

have a significant and positive effect on customer satisfaction. However, the rest three 

service quality dimensions (tangibles, responsiveness and empathy) have no contribution 

to customer satisfaction. 

The study of Kassa (2012) aimed at examined the effect of customer service quality on 

customer satisfaction in selected private banks in Addis Ababa. The results of this study 

indicate that, except responsiveness the four service quality dimensions (tangibles, 

assurance, empathy and reliability) have positive and significant relationship with 

customer satisfaction. The finding of this study also indicates that customers were most 

satisfied with the assurance dimensions of service quality. On the contrary, customers 

were less satisfied with reliability and empathy dimensions of service quality 



 

2.4 Conceptual Framework  

The conceptual framework is the blue print of the research work that conduct the 

researcher to conceptually understand the research and summarize and process the 

dependent and the independent variables so that the processing, measurement, ,analysis 

of the data and interpretation of the result been easy and significantly. Service quality 

maintain the customers‟ confidence in a service provider‟s service delivery, attract more 

new customers, increase business with existing clients, reduce dissatisfied customers 

with fewer mistakes, maximize a company‟s profits and increase customer satisfaction 

(Berry et al., 1994; Lee et al., 2000). In go round customer satisfaction is believed to 

affect post-purchase and perception and future decisions. 

According to Cronin and Taylor (1992) service to customers and quality service are a 

vital antecedent of customer's satisfaction. In their work, Parasuraman et al. (1988) 

discovered tools for measuring consumers‟ perception of service quality, later than that 

it develop into known as SERVQUAL. Parasuraman et al. (1985) conducted research on 

different service organization (Bank, Hotel, Electrical Corporation, Hospital, 

Transportation) by using ten service quality dimensions (tangibles, reliability, 

responsiveness, communication, access, competence, courtesy, credibility, security, and 

knowledge). Later, Parasuraman et al. (1985) conducted research and then the ten 

dimensions were further purified and developed into five dimensions (tangibles, 

reliability, responsiveness, assurance and empathy). The reason behind purified the ten 

dimensions into five dimensions was the appropriateness of each service quality 

dimensions to different service organizations. Therefore, Parasuraman et al. (1988) 

model is considered as it is appropriate to this research work.   

According to Parasuraman et al. the five SERVQUAL dimensions are a concise 

representation of the core criteria that customers employ in evaluating service quality. 

They argue that consumers would consider all five criteria to be quite important.  

In this conceptual model the five service quality dimensions have been selected form the 

study conducted by Parasuraman et al. (1988).  



 

i. Tangibility: It encompasses physical facilities, equipment, appearance of personnel 

and communication materials. In other words, the tangible dimension is about creating 

first hand impressions. A company should want all their customers to get a unique 

positive and unforgettable first hand impression; this would make them more likely to 

return in the future.  

ii. Reliability: It is the most important determinant of perceptions of service quality. It is 

the ability to perform the promised service dependably and accurately. The promise may 

include service delivery, problem resolution and pricing.   

iii. Empathy: caring individualized attention the firm provides to its customers. It is an 

employees' commitment to deliver quality and efficient services, skillfully handling of 

conflicts which eventually resulted in satisfied customers for long term benefit (Nelson 

and Chan, 2005). 

iv. Responsiveness: Is the willingness to help customers and provide prompt service. 

This dimension emphasizes attentiveness and promptness in dealing with customer 

request, questions, complaints and problems. It is all about length of time they have to 

wait for assistance, answers to questions or attention to problems. To truly distinguish 

themselves on responsiveness companies need well-staffed customer service department 

as well as responsive frontline people in all contact positions. 

 v. Assurance: knowledge and courtesy of employees and their ability to inspire trust 

and confidence. This dimension is likely to be particularly important for services that 

customers perceive as high risk or uncertain about their ability to evaluate outcomes. 

Trust and confidence are embodied in the contact employee and the company itself. 

The five dimensions of service quality are reliability, responsiveness, tangibles, assurance 

(communication, competence, credibility, courtesy, and security) and empathy which 

capture access and understanding/knowing the customers. These five dimensions 

explained in brief as of the following: (Zeithaml as cited in Seth and Deshmukh, 2005). 

 



 

Conceptual framework for the influence of service quality on customer satisfaction 

 

 

 

 

 

 

Source: Adopted from Parasuraman et al. (1988). 

Figure 2.2: Conceptual framework  

 

 

 

 

 

 

 

 

 

 

 

 

 

Reliability 

Assurance  

 

Responsiveness 

Empathy  

 

Tangibles 

 

 

 

 

 

Customer satisfaction 

 



 

CHAPTER III 

METHODS AND METHODOLOGY 

3.1 Introductions.  

In this chapter, the practical methodologies that are used in order to answer the research 

questions and meet the objectives of this research are presented. The research design, 

area of the study, source of data, population and sampling technique, data collection 

methods, research instruments, and methods of data processing and analysis, reliability 

and validity of the measuring instrument and ethical consideration are presented 

independently as follows. 

3.2. Research design 

A research design, as stated by Bryman& Bell (2011, p. 40), “provides a framework for 

the collection and analysis of data”. According to Malhotra (2010), it is a blueprint that 

includes details of all the procedures needed to solve research problems. The decision of 

which research design to choose, is determined by if the researcher wants to express 

connections between variables, generalize results to a population, understand behavior or 

compare current with old results (Bryman& Bell, 2011). There are three types of research 

designs according to Malhotra (2010): the exploratory research design, the descriptive 

research design and the causal research design. The descriptive research design is used to 

describe market characteristics of functions or make comparisons of variables and make 

predictions. This study was using a sequential mixed methods design, consisting of two 

distinct phases. In the first phase, the quantitative, numeric, data was collected using a 

questioner survey and the data were subjected to a descriptive analysis. In the second 

phase, a qualitative study was used to collect text data through document analysis, 

participant and non-participant of observation. The design followed in this study is the 

descriptive because the goals were to look in some characteristics of the equipment 

maintenance service and make assumptions and suggestion about them. To be more 

explicit, the approach was followed descriptive design. The reason why this method 

selected is that it describes the existing facts and practice of different administrations, in 

addition to, it is economically efficient (Abiy, et al., 2009).  

 



 

3.3. Research approach 

The two research approaches according to Bryman& Bell (2011) are the inductive and 

deductive: The approach this study follows is the deductive. The interest of the study 

initiated by looking at different dominating theories and aspects of service quality and 

customer satisfaction that can be applied in the Equipment maintenance and eventually 

reaching to our research question. The aim is to answer this question by undergoing an 

empirical investigation. To accomplish that, there are two ways, the quantitative or the 

qualitative approach (Bryman& Bell, 2011): a quantitative research has to do with 

collecting results which are measurable and presentable in the form of numbers and 

statistics, by testing variables in a large population. Its purpose is to make generalizations 

based on the processed results of the investigation; a qualitative research endeavors to 

gain a deeper and more complete understanding of the studied problem by testing several 

variables in a smaller population (Ibid.). For this study, the quantitative approach was 

chosen, as we want to test some aspects and dimensions of service quality on a large 

sample of the population. The dimensions tested were the ones most relevant to the 

Equipment maintenance service and the objective is to get a view about customer 

satisfaction dimensions from a relatively large number of consumers, in order to be able 

to generalize the results to the population as a whole. Also, the qualitative approach 

would be a more analysis from our part and aim is to gather tangible information to 

support our case. 

3.4. Area of the Study 

The actual research is conducted on the influence of service quality on customer 

satisfaction: a study on selected central equipment maintenance garage at Alemgena. 

3.5. Data Collection  

Data can be collected either from primary data sources or secondary: Malhotra (2010) 

refers to primary data simply as information collected for the research needs at hand. 

Bryman& Bell (2011) refer to them as information collected first-hand, up-to-date and 

tailor-made to answer specific research questions. Secondary data are information 

collected for reasons other than helping to solve the exact problem at hand and they are 



 

gathered more to provide some background or alternatives to the main research problem 

(Ibid.). For the needs of this research, primary data were found more appropriate, since 

the focus is to find current information about the preferences of consumers and which 

relate directly to our research questions. This choice was made because secondary data 

could prove insufficient or inaccurate and probably they couldn‟t be generalizable to 

answer the problem at hand. Accordingly, questionnaires were disseminated to 243 

customers came to visit central equipment maintenance garage Alemgena (source: 

Central equipment maintenance and administration directorate Department of Equipment 

maintenance team February 22, 2019). 

There are several methods for collecting the data required for a study. The most common 

of them are interviews, focus groups, content analysis, different types of surveys and 

observations (Bryman& Bell, 2011). Interviews and focus groups are a good way of 

getting an in-depth insight of the study object but they tend to be more subjective in the 

interpretation and examine a smaller part of a population (Ibid.) and our focus is firstly to 

get the most realistic view and secondly from a larger sample. Furthermore, since the 

study is quantitative, a survey is more suitable. The reason is that, since we examine the 

effect of specific dimensions of equipment maintenance service quality, the use of 

collected data from a rather big sample, to give organized statistics and results, complies 

perfectly with the purpose of this study. The different types of surveys include four 

different contact methods, which mean reaching a test-subject via mail, internet/email, 

telephone or personal approach (Bryman& Bell, 2011). For this study, the personal 

approach was chosen mainly because we wanted a face-to-face “communication” with 

our respondents. By personal or face-to-face, we mean a more direct approach than the 

other methods.  I wanted essentially to be able to clarify any problems/questions our 

subjects could not understand, which would be difficult especially in the case of mails or 

emails. Also, we achieved a better response rate with this approach, because of the 

personal involvement and chance we had to explain everything to our respondents. For 

these reasons, a personal contact method was used to serve the purpose of this research. 

Regarding sample size, Bryman and Bell (2007) recommends that the larger the sample 

size, the more the accuracy of the results. There are several methods to determining 

sample size. Yamane‟s (1967) formula is used to calculate a sample size which could 



 

accurately represent the total 620 customers registered in the central equipment 

maintenance garage but after using Yamane‟s (1967) formula were taking 243target 

customers include all occupation like director, Team leader, trainer and drivers. 

3.6. Sampling techniques and procedure  

Regarding sample size, Bryman and Bell (2007) recommend that the larger the sample 

size, the more the accuracy of the results. There are several methods to determining 

sample size. Yamane‟s (1967) formula is used to calculate a sample size which could 

accurately represent the total 620 customers registered by central equipment maintenance 

garage at Alemgena (source central equipment maintenance garage Equipment 

maintenance team at January19, 2019). The sample size to the study is determined by 

considering the total number of customers registered by central equipment maintenance 

garage Alemgena. The garages were selected by using stratified sampling technique this 

is a type of probability sampling that is was used to select the branches and proportionate 

stratified sampling technique had been used to select the customers from each grade 

assuming their potential representativeness in light of assessing the effect of service 

quality on customer satisfaction. Respondents were selected by using probability 

sampling method which means that every member of the target population has a known 

chance of being included in the sample. 

3.7. Sample size 

The populations under the study were being the customers of the central equipment 

maintenances directorate found 19 km from Addis Ababa at Alemgena. Regarding 

sample size, Bryman and Bell (2007) recommend that the larger the sample size, the 

more the accuracy of the results. There are several methods to determining sample size. 

Yamane‟s (1967) formula is used to calculate a sample size which can be accurately 

represent the total 620 customers registered by central equipment maintenance garage at 

Alemgena (source central equipment maintenance garage Equipment maintenance team 

at January 19, 2019).   

The sample size to the study is determined by considering the total number of customers 

registered by central equipment maintenance garage. According to Robert and Richard 



 

(2008) no survey can ever be deemed to be free from error that could provide complete 

accuracy. Bearing this in mind, the sample size is determined at a confidence level of 

95% and with the margin error of 0.5%.  

  
 

   ( ) 
 

Where,  

 

n= the sample size  

N=the population  

e=the acceptable sampling error  

p=.05 are assumed 

Figure 3.1: A simplified formula to calculate sample size (Yamane, 1967) 
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     (    ) 
=243 

Figure 3.2: A calculation of sample size 

From the formula, the sample size for this study is 243 customers. 

 

3.8. Data Sources 

Primary and secondary data are used to answer research questions. Primary data was 

collected through administering of questionnaires. The questionnaire has three parts. The 

first part contained five questions which focus on the general background of the 

respondents. These questions include for how long the customer is being delivered the 

outsourced employment services, what type of outsourced services it is delivered by 

central equipment maintenance and whether other employment service vendors are 

participating in the service delivery along with central equipment maintenance. The 

second part of the questionnaire is developed based on five dimensions of service quality 

dimensions of the SERVQUAL system i.e., tangibility, reliability, responsiveness, 



 

assurance, and empathy based on Parasuraman et al. (1988). The third part of the 

questionnaire requests respondents to rate their perception of overall service quality of 

central equipment maintenance service delivery and their level of satisfaction on a five 

point Likert scale during the delivery of outsourced service of employment. Secondary 

data sources are the other information and data source of the research which include 

literatures. These enable the researcher to have better understanding of customer 

satisfaction, service quality. The medium of these data are books, articles, journals and 

internet. 

3.9. Data collection instrument 

To know how customers perceive service quality, self-completion and questionnaires 

were used for this study. The reason was to collect nameless answers that could really get 

the data we were interested in. According to Bryman& Bell (2011), self-completion 

questionnaires are questionnaires that can be answered without the aid of an interviewer. 

The author gives a couple of reasons to support the use of self-completion questionnaires 

as well as some of their drawbacks. Advantages include that self-completion 

questionnaires are cost effective, meaning they are easy to distribute and without many 

expenses. Also, they don‟t take a long time to administer (compared to interviews), since 

they can be filled in at the same time by many respondents. Additionally, self-completion 

questionnaires give respondents convenience and independence to respond to questions 

when they want and at any speed they want. On the other hand, the main drawbacks of 

self-completion questionnaires include low response rate, questionnaires not being 

completely answered and biased responses (Ibid.). Despite the drawbacks mention above, 

we endeavored to overcome them by checking each questionnaire when respondents 

handed them in. Therefore, by doing so, our response rate was really high. We even tried 

to explain the questionnaire to the respondents in brief to avoid any confusion. The 

questions-statements were structured so as to get the respondents‟ expectations about the 

service quality in central equipment maintenance and their customer‟s satisfaction. The 

questionnaire contained structured questions with two parts such as: service quality 

questionnaire and customer satisfaction questionnaire using a method of Likert Scale 

ranging from 1- very low to 5- very high to measure the variables of service quality using 

SERVQUAL items developed by Zeithaml, Berry, and Parasuraman (1993) 



 

3.10. Research Validity and Reliability 

○ Validity 

Validity refers to the extent of accuracy of the results of the study. Validity of the results 

can either be internal or external. Internal validity refers to the analysis of the accuracy of 

the results obtained. External validity refers to the analysis of the findings with regards to 

whether they can be generalized (Ghauri & Grönhaug 2005). Where measurements are 

used, there exist different types of validity; face validity, which describes the extent to 

which the measure used is reasonably capable of what is due to measure, convergent 

validity, which describes the extent to which the measurement used can bring similar 

results if used elsewhere and divergent validity that describes the extent to which one 

construct is distinguished from another (Ghauri & Grönhaug 2005)For this study validity 

was taken in to consideration 30 questionnaires was prepared and distributed. 

○ Reliability  

This quality standard of the research refers to the reliability of a measure of a concept. 

This quality standards deals with the question whether the results of a study are 

repeatable (Bryman and Bell, 2007). Cronbach‟s alpha is used in this study to assess the 

internal consistency (reliability of the instrument (questionnaire)). Cronbach‟s alpha is a 

coefficient of reliability used to measure internal consistency of a test. The coefficient has 

to be between 0 and 1 to label as reliable. The internal consistency of the item is better, as 

the result approaches to 1, which means all the items measures the same variable i.e. over 

all service quality and customers‟ satisfaction. 

Table 3.1 Reliability Statistics 

Multidimensional items Number of Items Cronbach’s Alpha 

Reliability 5 .852 

Assurance 5 .710 

Responsiveness 4 .883 

Empathy 4 .702 

Tangibles 4 .931 

Customer satisfaction 8 .953 

All items 30 0.722 
 

  



 

3.11. Ethical consideration 

All the information was treated and kept secretly with high confidentiality without expose 

of the respondents‟ identity. No information is changed or modified, hence the 

information is presented as collected and the same with the literatures collected for the 

purpose of this study. The questionnaire was anonymous and high level of confidentiality 

is considered. The information gathered through questionnaire is used exclusively for this 

research whose objective is one of fulfilling requirement of my MBA study. 

3.12. Data Analysis and Presentation 

Statistical package for social sciences (SPSS) version 20 applied to analyze the data 

collected. Descriptive statistics (like percentage, frequencies, mean and correlation 

coefficient) and inferential statistics like multiple regressions and ANOVA table are 

applied. Percentage and frequency apart from helping to discuss the general information 

of the respondents, it has been also applied to assess the perception of customers on 

outsourced service quality and the customers satisfaction on service delivery. 

Comparison of mean scores of each service quality dimension is conducted to see on 

which service quality dimensions performs well based on the insight of respondents. 

Besides, this data is applied to evaluate the perception of the customers on over all 

service quality and their satisfaction level on outsourced employment service delivery. 

Correlation analysis is performed to analyze weather there is relation between each item 

of the five service quality dimension and service quality. Moreover, it is performed to see 

the relation between the five service quality dimension and customer satisfaction on 

service delivery. I also use correlation analysis technique to check whether or not service 

quality dimensions and customer‟s satisfaction has relation. ANOVA is conducted to 

analyze customer‟s satisfaction level and its level of significance as shown in the annexed 

table. Multiple regression analysis is also undertaken to evaluate the impact of service 

quality dimensions on customer‟s satisfaction. 

 

 



 

3.13 Regression Model Specification 

Multiple regression analysis is used to investigate the effect of service quality dimensions 

(tangibles, reliability, responsiveness, assurance, and empathy) on customer satisfaction. 

The equation of multiple regressions on this study is generally built around two sets of 

variable, namely dependent variables (customer satisfaction) and independent variables 

(tangibles, reliability, responsiveness, assurance, and empathy). The basic objective of 

using regression equation on this study is to make the researcher more effective at 

describing, understanding, predicting, and controlling the stated variables. Regress 

customer satisfaction on the service quality dimensions  

Yi = β1 + β2X2 + β3X3 + β4X4 + β5X5 + β6X6 

Where Y is the dependent variable- customer satisfaction X2, X3, X4, X5, and X6 are the 

explanatory variables (or the regressors) β1 is the intercept term- it gives the mean or 

average effect on Y of all the variables excluded from the equation, although its 

mechanical interpretation is the average value of Y when the stated independent variables 

are set equal to zero. 

β 2, β3, β4, β5, and β6 refer to the coefficient of their respective independent variable 

which measures the change in the mean value of Y, per unit change in their respective 

independent variables. 

 

 

 

 

 

 

 

 



 

CHAPTER FOUR 

DATA ANALYSIS AND DISCUSSION OF RESULTS 

4.1 Introduction  

This chapter deals with presentations, discussion and interpretation of the data collected 

through questionnaire. The discussion particularly focuses on respondents profile, service 

quality dimensions, customer satisfaction, correlation and regression analysis processed 

through SPSS version 20. 

4.2 General Information about the Respondents 

In order to fulfill the objectives of this survey, as clearly stated in the methodology part, 

for the researcher approached distributed total of 243 questionnaires and all of the 

questionnaires were filled correctly and returned to the researcher with the help of ERA 

staffs. The table below shows the details of background information of the respondents. 

As it can be seen in table 4.1 below, out of 243 customers 211 (86.1 percent) of the 

respondents are males and 32 (13.1 percent) of respondents are females. This shows that 

male customers are a considerable greater in number by visiting the Garage than females.  

The largest group of respondents which contains 31 % was aged between 26 and 35.The 

next largest group (28.2 %) aged between 36 and 45 while the rest   group is 24.1 %  aged 

between 46 and 55 and  Smaller groups are aged above 50 comprises 7 % of the 

respondents. 

With regard to education level the entire respondents were diploma holder 92(37.6 %) 

and certificate holders comprises 32(13.1%) of the customer. While high school graduate 

are comprises 24(9.8 %) and consists of having first degree 50(20.4) Masters &above 

45(18.4 %).This implies 32 that most of the clients were diploma holder whereas, the 

least primarily to 10/12 completed.  

 

  



 

Table 4.1General Information about the Respondents 

 

In the term of occupation of respondent customers, they come from different walks of 

life. As depicted in Table 4.4 above, for example 30 (12.2 percent), 70(28.6 percent), and 

120 (49 percent) respectively were in the position of Director, Team leader, trainer and 

  

Frequency 

 

Percent 

 

Valid Percent 

 

Cumulative Percent 

Respondents Demographics 

Meal 211 86.1 86.8 86.8 

Female 32 13.1 13.2 100.0 

Total 243 100.0 100.0  

Respondents age 

18-25 30 12.2 12.3 12.3 

26-35 76 31.0 31.3 43.6 

36-45 69 28.2 28.4 72.0 

46-55 59 24.1 24.1 96.3 

Above 55 7 2.9 2.9 99.2 

Total 243 100 100 100 

Educational level of respondents 

primary to 10/12 

completed 

24 9.8 9.9 9.9 

Certificate 32 13.1 13.2 23.0 

Diploma 92 37.6 37.9 60.9 

Degree 50 20.4 20.6 81.5 

Masters & above 45 18.4 18.5 100 

Total 243 100 100 100 

Occupation of respondents 

Director 30 12.2 12.3 12.3 

Team leader 70 28.6 28.8 41.2 

trainer 10 4.1 4.1 45.3 

Driver 120 49.0 49.4 94.7 

Others 13 5.3 5.3  

Total 243 100 100 100 

Frequency of using the CEMAD 

Daily 8 3.3 3.3 3.3 

weekly 57 23.3 23.5 26.7 

Twice a week 38 15.5 15.6 42.4 

monthly 140 57.1 57.6  



 

Drivers. From this it is possible to secure different views about quality service and 

customer satisfaction. 

In the table above, 57.1 percent of respondents visit within a range of monthly and 23.3 

percent of respondents visit within a week and also 15.5 percent of respondents visit 

within twice a week. This shows that, 23.3 and 15.5 percent of respondents were frequent 

customers and could share sample observations about the service delivery quality of the 

Garage and create good opportunity to express their satisfaction. 

 

4.3. Mean score and Standard Deviation for Service Quality Dimensions 

4.3.1 Tangibility  

Tangibility refers to the appearance of physical facilities; equipment, personnel and 

delivering the services are neat, disciplined, and professional. Accordingly the mean 

value of tangibility is 1.72935 which is the lowest from all the service quality dimensions 

and as it can be seen from the table from the 4 questions asked under tangibility the 

lowest mean score is obtained on the CEMAD equipment, personnel and technology 

which shows that majority of the respondent‟s disagree that the CEMAD has modern 

equipment and technology. The lowest mean score is obtained in the statement which 

asks whether the Materials associated with the service (brochures, sign posts etc.) are 

visually appealing. 

 

Statistics Tangibility 

 The service 

deliverer 

(CEMA) has 

modern 

equipment 

The service 

deliverer (CEMA) 

has attractive 

physical    

facilities 

The employees delivering the 

services are neat, disciplined,  

professional in their 

appearance 

Materials associated 

with the service 

(brochures, sign 

posts etc.) are 

visually appealing 

N  243 243 243 243 

Mean 1.3251 2.1193 2.1770 1.2963 

Std. Deviation .81138 .98656 1.22877 .86880 

Source: Own survey 2021 

 



 

4.3.2. Responsiveness  

Responsiveness refers to the prompt response to the service need of the customer and the 

employees make the information easily obtainable.  It is the speed and timeliness of 

service delivery. This includes the speed of throughput and the ability of the service to 

respond promptly to customer service requests, with minimal waiting and queuing time. 

When the customer is kept waiting for no apparent reason creates unnecessary negative 

perceptions of quality. Conversely, the ability for the CEMAD to recover quickly when 

service fails and exhibit professionalism was also create very positive perceptions of 

quality. This dimension touched on subjects as information about the request by 

customers being authorized promptly and handling of customer professionally.  

 As it can be noted from the below table the mean score of responsiveness is 2.38.  The 

lowest mean score is obtained on question number 2 and 1. Here majority of the 

respondents disagree that CEMAD of employees are gives prompt service. 

Statistics Responsiveness 

 The employees 

makes the 

information easily 

obtainable 

The employee gives  

prompt service , 

The employees are happy and 

willing to serve the customer, 

The employees are not 

too busy to respond to 

the customers‟ requests. 

N  243 243 243 243 

Mean 2.1770 2.0741 2.6420 2.6626 

Std. Deviation 1.22877 .93744 1.29502 1.21003 

Source: Own survey 2021 

4.3.3. Reliability 

Reliability is the ability to perform the promised service dependably, accurately and 

consistently. It also means that the firm honors its promises. Reliability of service 

designates the CEMAD capability to supply the promised output at the stated level. 

Accordingly the mean value of reliability is 2.34. The lowest mean score is obtained on 

questions no.1and which asks when CEMA promises to supply service within a specific 

time to you, it does so and also lowest mean score is obtained on question no.2 and no 3 

respectively which asks The service provider has sincere interest to solve the problem of 

the customer and Sufficient man power and material is kept to avoid the interruption of 

service provision. 

 



 

Source: Own survey 2021 

4.3.4 Empathy  

Empathy is providing helpful and individualized attention to customers to make them 

feel they are receiving caring services and individualized attention. Service empathy 

characterizes both the service provider‟s willingness and capability to respond to 

individual customer desires. This means putting one‟s self in the shoes of the customer.  

The mean score of Empathy is 2.28. The majority of the respondents disagree that the 

CEMAD service hour is convenient and hence the lowest mean score is obtained therein 

and also the lowest mean score is obtained on the question no 1 which asks whether the 

service provider employees usually give individual attention. 

Source: Own survey 2021 

 

Statistics Reliability 

 When CEMA  

promises to 

supply service  

within a specific 

time to you, it 

does so 

The service 

provider has 

sincere interest to 

solve the problem 

of the customer 

The service 

provider gives 

accurate 

information to the 

customer. 

The service is 

provided on time 

as promised. 

Sufficient man 

power and 

material is kept to 

avoid the 

interruption of 

service provision. 

N  243 243 243 243 243 

Mean 2.0700 2.0864 2.8354 2.3992 2.3416 

Std. Deviation 1.24948 1.10069 1.30069 1.22015 1.11831 

Statistics Empathy 

 

 The service provider 

employees usually 

give individual 

attention 

The employees do know 

promptly what your needs 

are. 

The service provider 

and its  employees 

have the customers 

best interest at heart , 

The service providers have operating 

hours convenient to the customers. 

N  243 242 243 243 

Mean 1.8313 2.4215 3.1399 1.7366 

Std. 

Deviation 
.82843 1.17549 1.41603 1.01465 

 



 

4.3.5 Assurance  

Assurance is the knowledge and courtesy of employees and their ability to convey trust 

and confidence so that the customer feels he or she is in courteous, able and competent 

hands. It relates to the capability of the service provider to deliver the output, specifically 

in terms of the knowledge, politeness and trustworthiness of the employees to the 

customer of the service firm. This dimension is about the behavior and ability of the 

employees to politeness and trustworthiness of the employees and the knowledge of the 

employees to answer questions from customers. Accordingly assurance has a mean score 

of 2.10. The majority of the respondents disagree that they feel safe in transacting with 

CEMAD.  The lowest mean score is obtained on question no.1. The table below depicts 

the results. 

Statistics Assurance 

 The employees have 

the required skill in 

providing services. 

The customers feel 

safe on the service 

provided by the 

employees, 

The employee trust 

worthy 

The  employees 

inspire confidence , 

The 

employees of 

the service 

provider polite 

to the 

customer, 

N  243 243 243 243 243 

Mean 1.5514 1.8765 1.9630 1.9465 2.0041 

Std. Deviation .57534 .94976 .89689 1.03314 .83070 

Source: Own survey 2021 

Statistics Customer Satisfaction 

Source: Own survey 2021 

 

 

I am 

satisfied 

with the 

CEMA 

complete 

range of 

services 

I am 

satisfied 

with the 

performan

ce of the 

employee

s of this 

CEMA 

I am 

satisfied of 

being a 

client of 

this CEMA 

I am satisfied 

with the 

CEMA 

employees 

professional 

competence 

I am satisfied 

with the quick 

service of this 

CEMA 

I am satisfied with 

the respectful 

behavior of 

employees 

I am satisfied with 

the overall  CEMA 

facilities and 

appearance 

I am satisfied 

with the 

convenient 

working hours 

and locations 

of the CEMA 

N  243 243 243 243 243 243 243 243 

Mean 2.3045 2.9300 2.6091 2.7284 2.2222 1.9177 2.0864 2.4691 

Std. 

Deviation 
.88948 1.15675 1.26272 1.09860 1.19572 .97140 1.12666 .98442 



 

 

Table 4.2 Average mean and standard deviation for service quality, its perspectives 

and customer satisfaction 

 

Descriptive Statistics 
 Mean Std. Deviation N 

Service quality 2.2091                             1.1035                      243 

Customers satisfaction 2.4084 1.0885 243 

Tangibility 1.7293 0.9738 243 

Reliability 2.3465 1.1978 243 

Responsiveness 2.3881 1.1678 243 

Assurance 2.1004 1.0857 243 

Empathy 2.2823 1.1078 243 

 

As it is shown in the above table illustrates the details about mean, and standard deviation 

scores of the variables of the study. These scores were found using the descriptive statistics in 

SPSS. The descriptive shown in the table indicate that mean of service quality is 2.2091 and 

standard deviation of 1.1035. The mean score of service quality is an average of overall 

service quality dimensions which shows that, customers are not at all agree that they are 

satisfied the services delivered by CEMAD. The mean score of service quality dimension i.e. 

tangibles is 1.7293 with standard deviation of 0.9738; which shows that, customers disagree 

with CEMAD The service deliverer (CEMA) has modern equipment and personal ,The 

service deliverer (CEMA) has attractive physical facilities and The employees delivering the 

services are neat, disciplined,  professional in their appearance. The mean score of the next 

service quality dimension i.e. reliability is 2.3465 with standard deviation of 1.1978. The 

mean score of reliability is less than 3. The mean score of reliability clearly indicates that 

customers almost disagree that CEMAD provide promised service accurately and dependably. 

The standard deviation of reliability is high which shows high inter response variability. The 

mean score of service quality dimension i.e. responsiveness is 2.3881 with a standard 

deviation of 1.1678 that shows, high variability in the responses. The mean score of 

responsiveness is it is not close to 3. This means, customers are high disagreed on the 

CEMAD employees willingness to help and provide prompt service to customers. The other 

dimension is Assurance a mean score of 2.1004 with standard deviation of 1.0857; which 

shows that there is variability of the responses and customers disagreed that CEMAD possess 



 

trustworthy behavior and reflect genuine commitments in providing services. It may also 

negatively influence their repurchase intensions. The mean score of empathy is 2.2823 with a 

standard deviation of 1.1078 which shows that there is variability of the responses and 

customers somewhat disagreed that CEMAD staff listen to the customers‟ problems carefully 

and provide individualized attention to their concerns and demands. The mean score of 

customer satisfaction is 2.4084 with standard deviation 1.0885. The mean score of customer 

satisfaction is somewhat how far from  3 which shows that customers  disagree that they are 

dissatisfied with the quality of services delivered by their respective equipment maintenance 

providers i.e. CEMAD. Moreover, variability in the responses is higher as indicated by the 

standard deviation of customer satisfaction. Overall, the results indicate reasonably not good 

scores on service quality, reliability, responsiveness, empathy, and customer satisfaction. And 

also, scores of tangibility and assurance is relatively too low as compared to other variables. 

4.4. Descriptive Statistics Analysis 

It explores and presents an overview of all variables used in the analysis. Descriptive statistics 

produced the frequency, percentages, mean and standard deviation for each variable for the 

study. 

4.4.1 Service Quality Dimensions 

 ○ Reliability 

Table 4.3 When CEMA promises to supply service within a specific time to you, it does 

so 

 Frequency Percent Valid Percent Cumulative Percent 

Strongly disagree 96 38.4 39.5 39.5 

Disagree 100 41.8 41.2 80.7 

Agree 28 11.2 11.5 92.2 

Strongly agree 19 8.6 7.8 100 

Total 243 100 100  

 

Table 4.3 Shows the result of customer‟s response towards the question does When 

CEMAD promises to supply service within a specific time to you, it does so? From the 

result it can be obtained that, 38.4 percent and 41.8 percent are strongly disagree and 

Disagree respectively and 11.2 percent of customers are Agree, 8.6 percent of customers 

are strongly agree. Even if the above table implies that majorities (80.2) percent of 



 

respondents are dissatisfied by the CEMAD in terms of its fulfillment of promise, it also 

indicates that the CEMAD has a gap to not keep its promise as promised. 

Table 4.4 The service provider has sincere interest to solve the problem of the 

customer 

 Frequency Percent Valid Percent Cumulative Percent 

Strongly disagree 88 35.2 36.2 36.2 

Disagree 87 34.8 35.8 72.0 

Neutral 35 14.0 14.4 86.4 

Agree 25 10.0 10.3 96.7 

Strongly agree 25 10.0 10.3 100 

Total 243 100 100  

 

As it is shown in the above table 4.4 Customers of 35.2 percent are Strongly disagree 

with the CEMAD sincere interest to solve the problem of the customer, 34.8 percent of 

customers are Disagree, 14 percent of customers have no comment on it, 10 percent of 

customers are Agree and 10 percent of customers are Strongly agree. The above table 

also shows that, the majorities (70 percent) of customers are dissatisfied with the issue 

and in addition it also pinpoint that the CEMAD has left a number of distances to fully 

address its strong interests to solve customers‟ „problem. 

 

Table 4.5 The service provider gives accurate information to the customer. 

As it is shown in the above table 4.5 Customers of 30.4 percent are Disagree with the 

gives accurate information to the customer 16.8 percent of customers are Strongly 

disagree, 12.4 percent of customers have no comment on it, 27.2 percent of customers are 

Agree and 10.4 percent of customers are Strongly agree. The above table also shows that, 

the majorities (47.2 percent) of customers are dissatisfied with the issue and in addition it 

 Frequency Percent Valid Percent Cumulative Percent 

Strongly disagree 42 16.8 17.3 17.3 

Disagree 76 30.4 31.3 48.6 

Neutral 31 12.4 12.8 61.3 

Agree 68 27.2 28.0 89.3 

Strongly agree 26 10.4 10.7 100 

Total 243 100 100  



 

also pinpoint that the CEMAD has left a number of distances to fully address gives 

accurate information to the customer. 

Table 4.6 The service is provided on time as promised. 

 

Table 4.6shows the result of customer‟s response towards the question the service is 

provided on time as promised. From the result it can be obtained that,23.6 percent and 41 

percent are Strongly disagree and Disagree respectively and 8.0 percent of customers are 

neutral, 17.6 percent of customers are agree and 6.4 percent of customers are Strongly 

agree. The above table implies that, majorities (64.6 percent) of respondents are Disagree 

with the CEMAD service is provided on time as promised. 

Table 4.7 Sufficient man power and material is kept to avoid the interruption of 

service provision. 

 

The above table depicts that 21.2 percent of customers are strongly disagree with the 

CEMAD man power and material kept to avoid the interruption of service provision. 48 

percent customers are Disagree, 3.6 percent are neutral, 22.4 percent customers Agree and 

2 percent customer are strongly agree. As it can be seen, from the total of respondents 69.2 

Percent of the customers were not agree. Only 24.4 percent of customers are satisfied. 

 Frequency Percent Valid Percent Cumulative Percent 

Strongly disagree 59 23.6 24.3 24.3 

Disagree 104 41 42.8 67.1 

Neutral 20 8.0 8.2 75.3 

Agree 44 17.6 18.1 93.4 

Strongly agree 16 6.4 6.6 100 

Total 243 100 100  

 Frequency Percent Valid Percent Cumulative Percent 

Strongly disagree 53 21.2 21.8 21.8 

Disagree 120 48.0 49.4 71.2 

Neutral 9 3.6 3.7 74.9 

Agree 56 22.4 23.0 97.9 

Strongly agree 5 2.0 2.1 100 

Total 243 100 100  



 

This indicates that the CEMAD should go extra mile to fulfill its man power and material 

kept to avoid the interruption of service provision. 

○Assurance 

 

Table 4.8 The employees have the required skill in providing services. 

 

The above table shows respondents 47.6 percent are strongly disagree, 45.6 percent are 

Disagree, 4.0 percent are neutral, and zero respondents are Agree and strongly agree. 

Therefore, majorities (93.2 percent) of customers are strongly disagreeing and disagree. 

The CEMAD should exert effort to improve employee‟s skill. 

Table 4.9 The customers feel safe on the service provided by the employees, 

 

As per the above table 4.9 information, 38.0percent of customers are strongly disagree, 

strongly disagree 45.6 percent of customers are Disagree, 1.2 percent of the customers are 

Neutral, 12.4 percent of customers are Agree, and no respondent strongly agree. The 

CEMAD provided service performance in making customers to feel safe in their 

transaction is not respectable. 

 

 Frequency Percent Valid Percent Cumulative Percent 

Strongly disagree 119 47.6 49.0 49.0 

Disagree 114 45.6 46.9 95.9 

Neutral 10 4.0 4.1 100 

Agree 0 0 100  

Strongly agree 0 0 2.1  

Total 243 100 100  

 Frequency Percent Valid Percent Cumulative Percent 

Strongly disagree 95 38.0 39.1 39.1 

Disagree 114 45.6 46.9 86.0 

Neutral 3 1.2 1.2 87.2 

Agree 31 12.4 12.8 100 

Strongly agree 0 0 0  

Total 243 100 100  



 

Table 4.10 The employee trust worthy 

 

Table 4.10 depicts that 30.4percent of the respondents are Strongly disagree with staff 

employee trust worthiness of  customers, 50.4percent of the respondents are Disagree, 6.0 

percent of the respondents are neutral, 10.4 percent of the respondents are Agree and  

zero respondents are Strongly agree. Even if the majorities are Disagree with employee 

trust worthiness. Therefore the CEMAD should invest more on its employees about 

approaching customers in well trust worthiness. 

Table 4.11 The employees inspire confidence, 

The above table 4.11 shows the result of CEMAD staff behavior towards not inspiring 

confidence on customers. From the respondents 38.0 percent are strongly disagreeing, 

41.2 percent are Disagree, 4.8 percent are neutral, 11.6 percent are Agree and 2.8 percent 

are strongly agreed. Therefore, majorities (79.2 percent) of customers are strongly 

disagreeing and Disagree with the employees inspire confidence. The CEMAD should 

exert effort to inspire confidence by employees. 

 

 

 

 Frequency Percent Valid Percent Cumulative Percent 

Strongly disagree 76 30.4 31.3 31.3 

Disagree 126 50.4 51.9 83.1 

Neutral 15 6.0 6.2 89.3 

Agree 26 10.4 10.7 100 

Strongly agree 0 0 0  

Total 243 100 100  

 Frequency Percent Valid Percent Cumulative Percent 

Strongly disagree 95 38.0 39.1 39.1 

Disagree 103 41.2 42.4 81.5 

Neutral 12 4.8 4.9 86.4 

Agree 29 11.6 11.9 98.4 

Strongly agree 4 1.6 1.6 100 

Total 243 100 100  



 

Table 4.12 The employees of the service provider polite to the customer, 

 

The above table shows the result of CEMAD employee‟s behavior towards not polite on 

customers. From the respondents 21.6 percent are strongly disagreeing, 64.0 percent are 

Disagree, 2.4 percent are neutral, 8 and 12 percent are agreeing and strongly agree 

respectively. Therefore, majorities (85.6 percent) of customers are strongly disagreeing 

and disagree with the employees of the service provider polite to the customer. The 

CEMAD should exert effort to employees of the service provider polite to the customer. 

○Responsiveness 

Table 4.13The employees makes the information easily obtainable 

 Frequency Percent Valid Percent Cumulative Percent 

Strongly disagree 54 21.6 22.2 22.2 

Disagree 160 64.0 65.8 88.1 

Neutral 6 2.4 2.5 90.5 

Agree 20 8.0 8.2 98.80 

Strongly agree 3 12 1.2 100 

Total 243 100 100  

 Frequency Percent Valid Percent Cumulative Percent 

Strongly disagree 84 33.6 34.6 34.6 

Disagree 100 40.0 41.2 75.7 

Neutral 4 1.6 1.6 77.4 

Agree 42 16.8 17.3 94.7 

Strongly agree 13 5.2 5.3 100 

Total 243 100 100  

As it is shown in the above table 4.13, Customers of 33.6 percent are  Strongly disagree, 

40.0 percent of customers are  Disagree, 1.6 percent of customers have no comment on it, 

16.8 percent of customers are Agree  and 5.2 percent of customers are  Strongly agree. It 

illustrates that, 73.6 percent of customers are Strongly disagreeing and Disagree but, the 

rests are Agree and have no comment on it. Therefore, the CEMAD should strive on 

motivating the employees to forward the desired information related to the time when the 

service will be performed in order to keep those Disagree and neutral customers to be 

satisfied. 

 



 

Table 4.14 The employee gives prompt service 

The second question for responsiveness is about the CEMAD staffs prompt services 

giving for the customers. Among the respondents 21.2 percent and 62.0 percent of them 

are Strongly disagree and Disagree respectively, 3.2 percent are neutral, 7.2 percent are 

Agree and 3.6 percent are Strongly agree. The majority (83.2 percent) Strongly disagrees 

and Disagree to the CEMAD staffs prompt services giving. So, the CEMAD should give 

more attention to prompt services giving. 

Table 4.15 The employees are happy and willing to serve the customer 
 

 Frequency Percent Valid Percent Cumulative Percent 

Strongly disagree 52 20.8 21.4 21.4 

Disagree 92 36.8 37.9 59.3 

Neutral 4 1.6 1.6 60.9 

Agree 81 32.4 33.3 94.2 

Strongly agree 14 5.6 5.8 100 

Total 243 100 100  

 

Table 4.15 shows that, 20.8 percent of the respondents are Strongly disagree, 36.8 percent 

of the respondents are Disagree, 1.6 percent of the respondents are neutral, 32.4 percent of 

the respondents are Agree and 5.6 percent of the respondents are Strongly agree with The 

employees are happy and willing to serve the customer, Among the respondents only 57.6 

percent of customers are Disagree. Therefore, the CEMAD should develop the attitude of 

its employees are happy and willing to serve the customer.  

 

 

 

 

 Frequency Percent Valid Percent Cumulative Percent 

Strongly disagree 53 21.2 21.8 21.8 

Disagree 155 62.0 63.8 85.6 

Neutral 8 3.2 3.3 88.9 

Agree 18 7.2 7.4 96.3 

Strongly agree 9 3.6 3.7 100 

Total 243 100 100  



 

         Table 4.16 The employees are not too busy to respond to the customers’ requests. 

 

Table 4.16 Shows that 18.4 percent of customers are Strongly disagree, 35.6 percent of 

the respondents are Disagree, 5.6 percent of the respondents are neutral, 35.6 percent and 

2.0 percent of the respondents are Agree and are Strongly agree respectively with respect 

to CEMAD staff  not being too busy to respond to their question. This table illustrates 

that, majorities (54 percent) of respondents are not Agree and have no comment on the 

issue. Since communication plays a vital role in identifying and delivering what is 

required by the customer, the CEMAD should identify and take a corrective action on the 

cause what makes the employees busy and not to respond to customers‟ question. 

     ○ Empathy 

      Table 4.17 The service provider employees usually give individual attention 

The opening question for empathy dimension is that, whether the CEMAD gives 

individual attention to customers or not. From the total respondent, 35.6 percent of the 

customers are Strongly disagree, 49.6 percent of the customers are Disagree, 4.8 percent 

of the customers are neural, 7.2 percent of the customers are Agree and zero percent of 

the respondents are Strongly agree. Though 85.2 percent of customers are Disagree. 

Therefore, the CEMAD should keep and enhance its customer handling in respecting 

 Frequency Percent Valid Percent Cumulative Percent 

Strongly disagree 46 18.4 18.9 18.9 

Disagree 89 35.6 36.6 55.6 

Neutral 14 5.6 5.8 61.3 

Agree 89 35.6 36.6 97.9 

Strongly agree 5 2.0 2.1 100 

Total 243 100 100  

 Frequency Percent Valid Percent Cumulative Percent 

Strongly disagree 89 35.6 36.6 36.6 

Disagree 124 49.6 51.0 87.7 

Neutral 12 4.8 4.9 92.6 

Agree 18 7.2 7.4 100 

Strongly agree 0 0 0  

Total 243 100 100  



 

customers need and providing the solution to make those dissatisfied and neutral 

customers satisfied. 

Table 4.18 The employees do know promptly what your needs are. 

 

Table 4.18 Shows that 18  percent of the respondents are Strongly disagree, 50  percent of 

the respondents are Disagree, 5.6 percent of the respondents Neutral and 16.4  and 6.8 

percent of the respondents are Agree and Strongly agree respectively. However 68 

percent of customers are Disagree and strongly disagree respectively, 23.2 percent of 

customers are Agree and strongly agree. Therefore the CEMAD should work on its 

employees to enhance their customer handling with respect to understanding customers 

need and providing the solution to make satisfied those that are not satisfied. 

Table 4.19 The service provider and its employees have the customers best interest 

at heart 

Table 4.19 shows the result of whether the CEMAD carries customers‟ interests at heart 

or not. Accordingly 19.2 percent of the respondents are Strongly disagree, 38.8 percent of 

the respondents are Disagree, 5.6 percent of the respondents are neither Agree nor 

disagree, 18.0 percent of the respondents are Agree and 15.6  percent of the respondents 

are Strongly agree. As shown above, 58 percent of customers Disagree customers. It 

needs the CEMAD strong attention in addressing customers‟ interest sincerely since it is 

 Frequency Percent Valid Percent Cumulative Percent 

Strongly disagree 45 18.0 18.6 18.6 

Disagree 125 50.0 51.7 70.2 

Neutral 14 5.6 5.8 76.0 

Agree 41 16.4 16.9 93.0 

Strongly agree 17 6.8 7.0 100 

Total 243 100 100  

 Frequency Percent Valid Percent Cumulative Percent 

Strongly disagree 48 19.2 19.8 19.8 

Disagree 97 38.8 18.5 38.3 

Neutral 14 5.6 5.8 44.0 

Agree 45 18.0 39.9 84.0 

Strongly agree 39 15.6 16.0 100.0 

Total 243 100 100  



 

major gap. Because, without addressing customers interest it could be difficult to retain 

those satisfied customers and also who are not satisfied. 

Table 4.20 The service providers have operating hours convenient to the customers. 

 

Table 4.20 is about the convenience of CEMAD garage operating hours and garage 

location for customers. 54.4 percent of the respondents are strongly disagreeing, 25.6 

percent of customers are Disagree, 5.6 percent are neutral, and 11.6 percent of the 

respondents are Agree. The majority (80 percent) customers are strongly disagreeing and 

disagree. 

○Tangibility 

Table 4.21The service deliverer (CEMA) has modern equipment and man power 

 

Table 4.21 Shows that, 80.0 percent of customers are Strongly disagree, 8.4 percent of 

the respondents are Disagree, 4.4 percent of the respondents are neutral, 3.2 percent 

and1.2 percent of the respondents are Agree and are Strongly agree respectively with The 

service deliverer (CEMA) has modern equipment. This table illustrates that, majorities 

(88.4 percent) of respondents are Strongly disagree and the CEMAD should be take more 

 Frequency Percent Valid Percent Cumulative Percent 

Strongly disagree 136 54.4 56.0 56.0 

Disagree 64 25.6 26.3 82.3 

Neutra 14 5.6 5.8 88.1 

Agree 29 11.6 11.9 100 

Strongly agree 0 0 0  

Total 243 100 100  

 Frequency Percent Valid Percent Cumulative Percent 

Strongly disagree 200 80.0 82.3 82.3 

Disagree 21 8.4 8.6 90.9 

Neutral 11 4.4 4.5 95.5 

Agree 8 3.2 3.3 98.8 

Strongly agree 3 1.2 1.2 100 

Total 243 100 100  



 

responsibility to  improvement the equipment, tools and man power in order to satisfy 

those 88.4 percent of customers that are not satisfied. 

Table 4.22 The service deliverer (CEMA) has attractive physical facilities 

Table 4.22 illustrates that, 25.6 percent of customers are Strongly disagree, 49.6  percent 

of the respondents are Disagree, 8.0 percent of the respondents are neutral, 12.8 percent 

and 1.2 percent of the respondents are Agree and are Strongly agree respectively with 

service deliverer (CEMA) has attractive physical facilities. This table illustrates that, 

majorities (75.2 percent) of respondents are Disagree and the CEMAD should work more 

to improve its physical facilities 

Table 4.23 The employees delivering the services are neat, disciplined, and 

professional in their appearance 

Table 4.23 Shows that, 33.6 percent of customers are Strongly disagree, 40.2 percent of 

the respondents are Disagree, 1.6 percent of the respondents are neutral, 17.3 percent and 

5.3 percent of the respondents are Agree and are Strongly agree respectively with respect 

to The employees delivering the services are neat, disciplined, professional in their 

appearance. This table illustrates that, majorities (73.62 percent) of respondents are 

Disagree and the CEMAD should keep the existing situation and focus on the gap to fill. 

 

 Frequency Percent Valid Percent Cumulative Percent 

Strongly disagree 64 25.6 26.3 26.3 

Disagree 124 49.6 51.0 77.4 

Neutral 20 8.0 8.2 85.6 

Agree 32 12.8 13.2 98.8 

Strongly agree 3 1.2 1.2 100 

Total 243 100 100  

 Frequency Percent Valid Percent Cumulative Percent 

Strongly disagree 84 33.6 34.6 34.6 

Disagree 100 40.2 41.2 75.7 

Neutral 4 1.6 1.6 77.4 

Agree 42 17.3 17.3 94.7 

Strongly agree 13 5.3 5.3 100 

Total 243 100 100  



 

 

Table 4.24 Materials associated with the service (brochures, sign posts etc.) are 

visually appealing 

 

 

 

 

 

Table 4.24 Shows that, 84 percent and 6.4 percent of customers are strongly disagree 

and Disagree respectively with the, Materials associated with the service (brochures, 

sign posts etc.) are visually appealing, 4.8 percent and 2.0 percent of the respondents are 

Agree and Strongly agree respectively. Even though 90.4 percent of customers are 

strongly disagree with Materials associated with the service it is need to further 

improvement. 

4.4.2 Customer Satisfaction 

Table 4.25 I am satisfied with the CEMA complete range of services 

 

Table 4.25 shows the level of customers‟ satisfaction to the complete range of services. 

The result indicates that, 8.8 percent of the respondents strongly disagree, 69.2 percent of 

the respondents Disagree, 19.2 percent of the respondents disagree and Zero percent of 

the respondents strongly agree with the CEMAD complete range of services. This table 

illustrates that, majorities (77 percent) of respondents are Disagree and the CEMAD 

 Frequency Percent Valid Percent Cumulative Percent 

Strongly disagree 210 84 86.4 86.4 

Disagree 16 6.4 6.6 93.0 

Neutral 0 0 0 97.9 

Agree 12 4.8 4.9 100 

Strongly agree 5 2.0 2.1  

Total 243 100 100  

 Frequency Percent Valid Percent Cumulative Percent 

Strongly disagree 22 8.8 9.1 9.1 

Disagree 173 69.2 71.2 80.2 

Neutral 0 0 0 0 

Agree 48 19.2 19.8 100 

Strongly agree 0 0 0  

Total  100 100  

     



 

should work more on its range of services to be more complete and satisfy those 

customers that are not satisfied and generally the entire customers. 

Table 4.26 I am satisfied with the performance of the employees of this CEMA 

 

Table 4.26 shows the level of satisfied with the performance of the employees of this 

CEMAD. The result implies that 3.6 percent of the respondents strongly disagree, 48.8 

percent of the respondents Disagree, 4.4 percent of the respondents are neutral, 31.6 

percent of the respondents Agree and 8.8 percent of the respondents strongly agree with 

the performance of the employees of the CEMA. Surely, 56 percent of customers are 

Disagreeing employee performance; although the CEMAD should deal more in 

enhancing the performance of employees in general. 

Table 4.27 I am satisfied of being a client of this CEMA 

 

Table 4.27 shows that, 15.6 percent of the respondents are strongly disagree, 46.8 percent 

of the respondents are disagree, 4.8 percent of the respondents are neither agree nor 

disagree, 20.0 percent of the respondents are agree and 10.0 percent of the respondents 

 Frequency Percent Valid Percent Cumulative Percent 

Strongly disagree 9 3.6 3.7 3.7 

Disagree 122 48.8 5.2 53.9 

Neutral 11 4.4 4.5 58.4 

Agree 79 31.6 32.5 9..9 

Strongly agree 22 8.8 9.1 100 

Total 243 100 100  

 

 Frequency Percent Valid Percent Cumulative Percent 

Strongly disagree 39 15.6 16.0 16.0 

Disagree 117 46.8 48.1 64.2 

Neutral 12 4.8 4.9 69.1 

Agree 50 20.0 20.6 89.7 

Strongly agree 25 10.0 10.3 100 

Total 243 100 100  



 

are strongly agree of being a client of the CEMAD. From the above analysis 62.4 percent 

of customers are strongly disagree and Disagree by being a client of the CEMAD. 

Accordingly, the CEMAD should make an attempt to create a sense of belonging in the 

minds of customers 

Table 4.28I am satisfied with the CEMAD employee’s professional competence 

 

With value to the CEMAD employees professional competence Table 4.28 Shows 5.2 

percent of the respondents are Strongly disagree, 54.4 percent of the respondents are 

Disagree, 4.4 percent of the respondents are neither agree nor disagree, 28.0 percent of 

the respondents are Agree and 5.2 percent of the respondents are Strongly agree with the 

CEMAD employees‟ professional competence. Still 59.6 percent of the CEMAD 

customers are strongly disagree and disagree with professional competence of employee, 

the CEMAD should further focus on professional competence of its employees in order 

to better satisfy especially those customers that are not satisfied. 

Table 4.29I am satisfied with the quick service of this CEMAD 

Table 4.29 shows that, 30 percent of the respondents are Strongly disagree, 42.0 percent 

of the respondents are Disagree, 3.2 percent of the respondents are neither agree nor 

disagree ,17.6 percent of the respondents are Agree and 4.4  percent of the respondents 

 Frequency Percent Valid Percent Cumulative Percent 

Strongly disagree 13 5.2 5.3 5.3 

Disagree 136 54.4 56.0 61.3 

Neutral 11 4.4 4.5 65.8 

Agree 70 28.0 28.8 94.7 

Strongly agree 13 5.2 5.3 100 

Total 243 100 100  

 Frequency Percent Valid Percent Cumulative Percent 

Strongly disagree 75 30.0 30.9 30.9 

Disagree 105 42.0 43.2 74.1 

Neutral 8 3.2 3.3 77.4 

Agree 44 17.6 18.1 95.5 

Strongly agree 11 4.4 4.5 100 

Total 243 100 100  



 

are strongly agree with the quick service of the CEMAD. From the above analysis 72 

percent of the respondents are not satisfied. So that, the CEMAD should make an effort 

to deliver quick service through identifying what the challenges are and making a 

corrective action in order to maximize the positive impact of it. 

Table 4.30I am satisfied with the respectful behavior of employees 

 

With respect to the respectful behavior of employees, Table 4.30 Shows 36.0 percent of 

the respondents are strongly disagree, 47.2 percent of the respondents are disagree, 14.0 

percent of the respondents are Agree and no respondents are strongly disagree. Even 

though 83.2 percent of the CEMAD customers are strongly disagree and disagree with 

the respectful behavior of employees. So that, the CEMAD should further focus on its 

human resource since customers are the king and needs to be served respectfully. 

Table 4.31I am satisfied with the overall CEMA facilities and appearance 

 

Table 4.31 gives the information about the overall CEMAD facilities and appearance. 

Among the total respondents35.6percent of the respondents are strongly disagree, 

39.6percent of the respondents are Disagree, 22.0 percent of the respondents are Agree. 

 Frequency Percent Valid Percent Cumulative Percent 

Strongly disagree 90 36.0 37.0 37.0 

Disagree 118 47.2 48.6 85.6 

Neutral 0 0 0 0 

Agree 35 14.0 14.4 100 

Strongly agree 0 0 0 0 

Total 243 100 100  

 Frequency Percent Valid Percent 

Strongly disagree 89 35.6 36.6 

Disagree 99 39.6 40.7 

Neutral 0 0 0 

Agree 55 22.0 22.6 

Strongly agree 0 0 0 

Total 243 100 100 



 

From the above analysis 75.2 percent of customers are strongly disagree and disagree 

with the overall CEMAD facilities and appearance. So, the CEMAD should work more to 

improve its physical facilities and maintenance shop appearance in order to satisfy and 

make fell happy those unsatisfied and the overall customers. 

Table 4.32I am satisfied with the convenient working hours and locations of the 

CEMAD garage. 

Table 4.32 gives the information about the convenient working hours and locations of the 

CEMAD garage. Among the total respondents 12.4 percent of the respondents are Strongly 

disagree, 49.2  percent of the respondents are Disagree, 13.2  percent of the respondents are 

indifferent and 22.4  percent of the respondents are strongly Agree. From the above analysis 

61.6 percent of customers are strongly disagree and Disagree with the convenient working 

hours and locations of the CEMAD garage. Therefore in order to satisfy respondents who are 

not satisfied with it and keep satisfying the entire customers the CEMAD garage should 

identify the need of customers and apply it with respect to its working hours and office 

locations. 

4.5 Correlation  

Analysis The primary objective of correlation analysis is to measure the strength or degree 

of linear association between two variables. The correlation coefficient measures this 

strength of (linear) association. It measures the degree to which two sets of data are 

related. Higher correlation value indicates stronger relationship between both sets of data 

(Coetzee, 2003). To determine the relationship between service quality dimensions 

(tangibles, reliability, responsiveness, assurance, and empathy) and customer satisfaction, 

Pearson correlation was computed. The following table shows the correlation between the 

variables for the study. 

 Frequency Percent Valid Percent Cumulative Percent 

Strongly disagree 31 12.4 12.8 12.8 

Disagree 123 49.2 50.6 63.4 

Neutral 33 13.2 13.6 77.0 

Agree 56 22.4 23.0 100 

Strongly agree 0 0 100  

Total 243 100   



 

Table 4.33 Pearson Correlation between Variables and the relationship between 

Service Quality Dimensions and Customer Satisfaction 

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

Source: SPSS 2021 Output 

4.6. Regression analysis 

Overall Regression analysis 

From the regression analysis we can see that there is a positive and statistically 

significant relationship between Overall Regression analysis (the independent variable) 

and customer satisfaction (the dependent variable). Thus 74.2 %( R
2
 =.737) variation 

level of customer satisfaction is explained by the independent variable. 

Correlations 

 Tangibility Reliability Responsiveness Assurance Empathy Customer satisfaction 

Tangibility  1      

Reliability   .624** 1     

Responsive

ness 
  .329** .661** 1    

Assurance  .474** .405** .333 1   

Empathy  .544** .610** .621** .354** 1  

Customer 

satisfaction 
 .912** .831** .926** .756** .757** 1 

As it shown in the correlation matrix in the above table, each variables are positively 

correlated with each other and perfectly correlated with itself with value r = 1. The results 

indicate that, there is strong positive and significant relationship between Reliability and 

customer satisfaction  (r = .831
** 

p < 0.01), Tangibility and customer satisfaction with 

strong positive and significant relationship (r =  0.912
** 

P < 0.01), Responsiveness and 

customer satisfaction with strong positive and significant relationship (r = .926
**

, P < 

0.01), empathy and customer satisfaction with strong positive and significant relationship 

(r =0 .757
**

, P < 0.01) and Assurance and customer satisfaction with moderate positive 

and significant relationship (r = 0.756
**

, P < 0.01). The finding on table 4.37 above 

further indicates that, the highest and strong relationship is found between 

Responsiveness and customer satisfaction (r = 0.926
** p

< 0.01) and the least but positive 

relationship between Assurance and customer satisfaction (r=0.756
**

, P < 0.01).  



 

Table 4.34Model Summary of Overall Regression analysis 

Model Summary 

Model R R Square Adjusted R 

Square 

Std. Error of the Estimate 

1 .844a .742 .737 1.72757 

a. Predictors: (Constant), Empathy, Assurance, Responsiveness, Tangibility, Reliability 

4.6.1 Tests for the Multiple Linear Regression Model Assumptions 

 In order to make the data ready for analysis and to get reliable results from the research, 

the model stated previously was tested for multiple linear regression model assumptions. 

Among them the major ones are: test for linearity, multicollinearity, normality and 

homoscedasticity. Accordingly, the following sub-section presents the tests made. In this 

study, multiple regression analysis was carried out to get the predictive values of the 

constructs considered. Since the model is developed in such a way that each construct is 

being affected by other constructs, it is necessary to carry out a separate regression 

analysis against each variable which are considered to be affected by other variables. This 

was basically made to determine the linear combination of the constructs. 

I. Test of Linearity  

Linearity test aims to determine the relationship between independent variables and the 

dependent variables is linear or not. The linear test is a requirement in the correlation and 

regression analysis. If the relationship between independent variables and the dependent 

variable is not linear, the results of the regression analysis will under-estimate the true 

relationship. A preferable method of detection is examination of residual plots (plots of 

the standardized residuals as a function of standardized predicted values). Figure 4.2 

shows the plots (P-P plots) are on straight line that indicate the existence of linear 

relationship and figure 4.3 also shows the 47 scatter plots of standardized residual that are 

constantly located above and below the line which depicts the linear relationship of 

independent and dependent variables. 

 

 



 

II.Test of Multicollinearity 

Multicolinearity is the situation in which the independent variables are highly correlated. 

According to Ho, et al. (2006), if tolerance values are above 0.1 and variance inflation 

factor, which is 1/tolerance is less than 10, thus it‟s possible to construct a regression 

model. The below tables from table 4.38 - 4.42 shows that the tolerance value for all 

service quality dimensions are above 0.1 and the VIF is less than 10. Thus, this implies 

the absence of multicolinearity problem between independent variables. 

 

Coefficients
a
 

 

Table 4.36 Test of MulticollinearityCoefficientsa 

Coefficients
a
 

Model Collinearity Statistics 

Tolerance VIF 

1 

Responsiveness .195 5.121 

Assurance .533 1.876 

Empathy .405 2.472 

Tangibility .174 5.733 

 

 

Source: SPSS 20 Output 

 

 

 

 

 

 

Table 4.35 Test of MulticollinearityCoefficientsa 

Model  Collinearity Statistics 

Tolerance VIF 

1 

Reliability  .157 6.351 

Responsiveness .192 5.202 

Assurance .636 1.572 

Empathy .377 2.653 

a. Dependent Variable: Tangibility 

        Source: SPSS 20 Output 

a. Dependent Variable: Tangibility 



 

Table 4.37 Test of MulticollinearityCoefficientsa 

Coefficients
a
 

Model Collinearity Statistics 

Tolerance VIF 

1 

Tangibility .134 7.468 

Reliability .123 8.144 

Assurance .765 1.307 

Empathy .396 2.523 

 

Table 4.38 Test of MulticollinearityCoefficientsa 

Coefficients
a
 

Model Collinearity Statistics 

Tolerance VIF 

1 

Empathy .387 2.581 

Tangibility .142 7.065 

Reliability .107 9.344 

Responsiveness .244 4.092 

a. Dependent Variable: Assurance 

Source: SPSS 20 Output 

Table 4.39 Test of MulticollinearityCoefficientsa 

Source: SPSS 20 Output 

i.Test of Normality  

A normality test is used to determine whether sample data has been drawn from a 

normally distributed population (with some tolerance). Histogram is one of the graphical 

plots used to test normal distribution of data. The frequency distribution in which the 

Coefficients
a
 

Model Collinearity Statistics 

Tolerance VIF 

1 

Tangibility  .117 8.554 

Reliability  .113 8.829 

Responsiveness .176 5.667 

Assurance .540 1.851 

a. Dependent Variable: Empathy 



 

observed values are plotted against their frequency, states a visual estimation whether the 

distribution is bell shaped or not. At the same time, it provides indication about insights 

gap in the data and outliers. Also it gives idea about skewness or symmetry. The other 

one is a P–P plot (probability–probability plot or percent–percent plot) that is used for 

testing the normality assumption. If it looks like straight line or there is no curve then it 

contains no outliers and the assumption thought to be fulfilled and if it shows another 

outlook than straight line (e. g. curve), the assumption surmised to be failed. So, the 

below figure 4.1 shows bell shaped and symmetry distribution and figure 4.2 shows that, 

the plots are on straight line which means the sample data has been drawn from a 

normally distributed population. 

Figure 4.1: Normality Test (Histogram) 

 

 



 

Figure 4.2: Normality Test (p-p plot) 

 

ii.Homoscedasticity 

Homoscedasticity relates to the assumptions that dependent variable explaining equal 

levels of variance across the range of independent variables (Alexander et.al, 1998). This 

study tested the homoscedasticity for metric variables using scatter plot. 

Heteroscedasticity is a systematic pattern in the errors where the variances of the errors 

are not constant. When the variance of the residuals is constant it is referred as 

homoscedasticity, which is desirable. As shown below the scatter plots of standardized 

residual are constantly located above and below the line that indicate homoscedasticity. 

 



 

Figure4.3: Test of Homoscedasticity 

4.6.2 Regression Analysis Result  

Table 4.40 Model Summary 

Model Summary 

Model R R Square Adjusted R Square Std. Error of the Estimate 

1 .844a .742 .737 1.72757 

a. Predictors: (Constant), Tangibility, Assurance, Empathy, Responsiveness, Reliability 

The results of multiple regressions, as presented in table 4.6, above, revealed that the 

service quality dimensions (tangibility, reliability, responsiveness, and assurance) 

combined significantly influence the satisfaction of customers. The adjusted R
2
 of 

.742indicates 74.2 % of the variance in customer satisfaction can be predicted by the 

service quality offered by the CEMAD. Therefore, service quality has a positive and 

significant effect on customer satisfaction. 

 

Table 4.41 ANOVA
a
 

Model Sum of Squares df Mean Square F Sig. 

1 

Regression 13041.016 5 2608.203 738.162 .000b 

Residual 833.877 238 3.533   

Total 13874.893 243    

a. Dependent Variable: Customer satisfaction 

b. Predictors: (Constant), Tangibility, Assurance, Empathy, Responsiveness, Reliability 

 

Table 4.44 above provides the AVOVA test of the model which specifies customer 

satisfaction as a function of service quality. ANOVA tells overall goodness of fit of the 

model. F-statistic of the model is quite good and entails that model is a good fit at 738.162, 

p < 0.01 level of significance. 

Table 4.42 Regression Coefficients 

 

Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Tolerance Sig. 

B Std. Error Beta 

 

(Constant) 4.336 1.085  3.995  .000 

Reliability .447 .078 .281 5.707 .105 .000 

Responsiveness .891 .073 .535 3.716 .167 .000 



 

 

Table 4.42 provides the results of the model predicting customer satisfaction through the 

variables of service quality; reliability, assurance, responsiveness, empathy and tangibles. 

All the variables have a positive and significant relationship with customer satisfaction.   

The unstandardized beta coefficients showed on table 4.45 indicates that a unit change in 

the independent variables (service quality dimensions), would produce an effect on the 

dependent variable (customer satisfaction). The regression coefficients of significant 

variables are; reliability (β = 0.447, p < 0.01), assurance (β = 0.237, p < 0.01), 

responsiveness (β = 0.891, p < 0.01), empathy (β = 0.421, p < 0.01) and tangibles (β = 

0.344, p < 0.01). The findings of this study also indicates that responsiveness is the most 

important factor to have positive and significant effect on customer satisfaction, followed 

by reliability ,tangibles, assurance and empathy and it implies also the presence of liner 

relationship between independent variables (service quality dimensions) and dependent 

variable (customer satisfaction). 

4.7. Discussion and Interpretations 

4.7.1 The Effect of Service Quality Dimensions on Customer Satisfaction 

Among the service quality dimensions, responsiveness score high frequency and mean 

value. This indicates that most customers of the CEMAD were not satisfied with these 

attributes.  

Reliability dimension items in keep customer with highest frequency and means score 

followed by least scorer‟s items like provide service at promised time and the CEMAD 

inform any failure ahead of time. This indicates that customers were not satisfied with 

most of the items under reliability dimension.  

Most of the empathy items score high mean and frequency value which reveals that 

customers are not satisfied with the Employees provider usually give individual attention, 

The employees do know promptly what your needs are, The service provider and its 

employees have the customers best interest at heart and Regarding to assurance and 

Assurance .237 .056 .093 -4.229 .525 .000 

Empathy .421 .061 .042 -.071 .376 .004 

Tangibility .344 .098 .163 3.494 .117 .001 



 

tangibility services items score least mean and frequency value which indicates that most 

customers did not satisfied with this dimension. 

 Among Customer satisfaction items security of the services got high percentage and 

mean value .On the other hand, CEMA complete range of services, performance of the 

employees of this CEMA, respectful behavior of employees and quick service of this 

CEMA. This specifies clients were not satisfied with these attribute.  

In overall, the results revealed that all independent variables accounted for 74.2% of the 

variance in customer satisfaction (R
2
 = 0.742). Thus, 74.2% of the variation in customer 

satisfaction can be explained by the five service quality dimensions. The rest 25.8 % 

could be other factors that are not considered in this research.  

In addition, from the findings of this study, researcher found out that all of the service 

quality dimensions have positive effects on customer satisfaction. On the other hand; 

tangible has a moderate significant effect on customer satisfaction. The results of this 

study further indicate that responsiveness is the most important factor to have a positive 

and significant effect on customer satisfaction followed by reliability, empathy, assurance 

and tangibility. 

 In general, customers were not satisfied with the tangibility, assurance, empathy and 

reliability dimension of service quality. However, customers were less satisfied with 

responsiveness. 

 

 

 

 

 

 

 

 

 



 

CHAPTER FIVE 

Summary of Findings, Conclusion and Recommendation  

 5.1 Summary of Findings 
The basic interest of this study is to find out the impact of service quality on customer 

satisfaction in the case of Ethiopian road authority. The 5 service model is used to 

investigate the relationship between the service quality dimensions and customer 

satisfaction. 

The study adopted a survey research design targeting customers of CEMAD from which 

a sample size of 243 respondents was selected. Convenience sampling was used to select 

the sample size. Primary data was collected using a questionnaire where 243 of the 

questionnaires were returned.   

The result of the background information of respondents indicated that the majority of the 

respondents are male (86.1%) aged in the range of 25 to 45(59%). Regarding the 

education background, 37.6%, 20.4%, 18.4% of the respondents are Diploma, degree and 

Masters respectively.  

The study revealed that there is a positive relationship between reliability and customer 

satisfaction with beta value of 0.447 and p < 0.01. Additionally it is shown that 79.8 

percent of the respondents strongly disagree and disagreed that CEMA promises to 

supply service within a specific time to you, it does so, 70percent strongly disagree and 

disagreed that the service provider has sincere interest to solve the problem of the 

customer, also47.2 percent of the respondents strongly disagree and disagreed that The 

service provider gives accurate information to the customer. Moreover64.6 percent of the 

respondents strongly disagree and disagreed that the service is provided on time as 

promised and finally 69 percent agreed that sufficient man power and material is kept to 

avoid the interruption of service provision.  .  

Secondly the study revealed that there is a positive significant relationship between 

assurance and customer satisfaction with a beta value of 0.237 and p < 0.01.  

Respondents who strongly disagree and disagreed that The employees have the required 

skill in providing services 93.2 percent, The customers feel safe on the service provided 



 

by the employees 83.6 percent strongly disagree and disagreed, The employee trust 

worthy 80.8 percent strongly disagree and disagreed ,The respondents strongly disagree 

and disagreed employees inspire confidence by79 percent and also by 85 percent 

respondents   strongly disagree and disagreed The employees of the service provider 

polite to the customer. The study for the third service dimension revealed that there is a 

positive significant relationship between responsiveness to customers and customer 

satisfaction with a beta of 0.891 and p < 0.01. Similarly descriptive results revealed that 

73.6 percent of the respondents strongly disagree and disagreed that the employees makes 

the information easily obtainable. Additionally 83.2 percent of the respondents strongly 

disagree and disagreed that the employee gives prompt service. The other one is 57.6 

percent of the respondents strongly disagree and disagreed that the employees are happy 

and willing to serve the customer. On the other hand 54 percent of the respondents 

strongly disagree and disagreed that the employees are not too busy to respond to the 

customers‟ requests.  

The study for the fourth service dimension revealed that there is a positive significant 

relationship between empathy and customer satisfaction with a beta value of 0.421 and p 

< 0.01. As well, it was revealed that majority of the respondents 85.2percentstrongly 

disagree and disagreed that The service provider employees usually give individual 

attention, The employees do know promptly what your needs are 68 percent, The service 

provider and its employees have the customers best interest at heart 58 percent, and 

finally the result for The service providers have operating hours convenient to the 

customers by 80 percent strongly disagree and disagreed.   

Finally the study revealed that there is a positive significant relationship between 

tangibles and customer satisfaction with a beta of 0.279 and p < 0.01. Similarly 

descriptive results revealed that 88.4 percent of the respondents strongly disagree and 

disagreed that the service deliverer (CEMA) has modern equipment. Additionally 75.3 

percent of the respondents strongly disagree and disagreed that the service deliverer 

(CEMA) has attractive physical    facilities. The other one is 73.8 percent of the 

respondents that strongly disagree and disagreed on the employees delivering the services 

are neat, disciplined, professional in their appearance. On the other hand 90.6 percent of 



 

the respondents strongly disagree and disagreed that Materials associated with the service 

(brochures, sign posts etc.) are visually appealing. 

Thus the findings are important to enable CEMAD to have a better understanding of 

customers awareness of service quality of CEMAD and accordingly of how to improve 

their satisfaction with respect to aspects of service quality. Due to the increasing 

customer satisfaction because customer is an important part and CEMAD should do 

rethinking on how to improve customer satisfaction with respect to service quality. 

In general, the following specific empirical findings emerged from the investigation: The 

five service quality dimensions (tangibility, reliability, responsiveness, assurance and 

empathy) Service has positive and significant effect on customer satisfaction.  Majority 

(74.39%) of CEMAD customer are not   satisfied with the maintenance service of 

CEMAD. 

5.2 Conclusion  

This study is conducted to find out the impact of service quality on customer satisfaction 

in the case of Ethiopian road authority. 

Based on the data analysis and discussion of the results the following conclusions are 

drawn:  

 The mean score of service quality that is an average of overall service quality 

dimensions indicate that customers almost disagree that the services delivered by 

CEMAD. The standard deviation of service quality is also high which means 

variability of the responses on service quality is more. 

 As per the mean score value respondents are highly dissatisfied with tangibles and 

assurance. Customers are relatively less dissatisfied with, empathy, reliability and 

responsiveness. This shows the existence of performance gap in each service 

quality dimensions which needs a remedial actions of the CEMAD that will 

magnify its service quality and better satisfy the unsatisfied customers. 

 The findings of the study express that there is a positive and significant 

relationship between overall service quality dimensions (reliability, assurance, 



 

responsiveness, empathy and tangibles) and customer satisfaction. Among the 

service quality dimensions, Responsiveness has the highest correlation value with 

customers satisfaction followed by tangibles, reliability, empathy and assurance. 

In conclusion this means that, delivering a service with low quality and show the 

higher customer dissatisfaction.   

 Based on the results of the analysis the five service quality dimensions have 

positive and significant effect on customer satisfaction. Responsiveness has the 

highest effect (unstandardized beta coefficient) on customer satisfaction followed 

by reliability, empathy, tangibles and assurance. 

In general, CEMAD have to improve performance on all the dimensions of service 

quality in order to increase customer satisfaction and bringing the customers to higher 

level of satisfaction. 

5.3 Recommendations 

This research has revealed the impact of service quality on customer satisfaction in 

Ethiopian road authority central equipment maintenance and administration directorate. 

The results obtained confirm that all the service quality dimensions have a positive 

impact on customer satisfaction. Based on the findings and conclusions of the study, the 

following recommendations are forwarded to the management of the Ethiopian road 

authority.  

 

 In this study responsiveness is the dominant service quality dimension which has 

a highest positive correlation with customer satisfaction therefore the CEMAD 

should work on the indicators of this dimension i.e. the CEMAD should invest on 

trainings to enhance The employees makes the information easily obtainable, The 

employee gives prompt service and The employees are happy and willing to serve 

the customer,. The CEMAD should also understand that the improvement of this 

dimension would enhance customer satisfaction which in turn results in better 

performance of the CEMAD.  

 



 

 Assurance dimension was considered as one of the most important factors 

influencing customer satisfaction. However, the customers of CEMAD of were 

found less satisfied in terms of the Assurance dimensions. One way of addressing 

this could be by the customers feel safe on the service provided by the employees, 

the employee trust worthy; the employees inspire confidence and the employees 

of the service provider polite to the customer. 

 

 It is necessary to give attention to The service deliverer (CEMA) has modern 

equipment and enough personal, The service deliverer (CEMA) has attractive 

physical facilities and The CEMAD employees delivering the services are neat, 

disciplined,  professional in their appearance, requirement rather than apply „‟one 

fits all‟ approach. As clearly indicated in quality dimension of tangibles, CEMAD 

has to know the best interest of its customer and attempt to address it.  

 

 In our current environment services preference of customers and their demands 

keeps on changing at a rapid speed and the garage should operate proactively in 

meeting its customers‟ needs and preferences. Accordingly the garage should be 

customer centric and management‟s focus area should emanate from the 

customer‟s need.  

 

 The satisfaction level result showed that 74.29% of the respondents are 

dissatisfied with the service provided by CEMAD garage. Therefore the CEMAD 

should exert its maximum effort to change this result for customers are key divers 

of its performance.  

 

 As the service quality dimensions represent 25.7% of the variation in customer 

satisfaction the CEMAD should work on all the service quality dimensions to 

improve and maintain its customer satisfaction. 
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APPENDICES 

Appendix 1: Questionnaire 

Addis Ababa Science and Technology University School of Graduate Studies MBA 

Program 

Questionnaire to be filled by customers 

Name of Student: - kefelegnNega 

Mobile number: - +251-978-69-60-13 

E-mail address: kenega25@gmail.com 

Dear Respondent,  

The purpose of this questionnaire is to collect primary data for conducting a study on the 

topic, “The Assessment of equipment maintenance service quality and its impact on 

internal customer satisfaction: A Study on Selected Ethiopian road authority central 

equipment maintenance and administration (CEMA) Ethiopia-Alemegena” as partial 

fulfillment to the completion of the Masters of Business Administration (MBA) in 

Industrial Management Program at Addis Ababa Science and Technology University. In 

this regard I kindly request you to provide me reliable information that is to the best of 

your knowledge so that the findings from the study would meet the intended purpose. I 

strongly assure you of confidential treatment of your answers and would like to extend 

my deep-heart thanks in advance for being a volunteer to devote your valuable time in 

filling this questionnaire. Directions√ No need to write your name √ Answer by making 

a √ mark. √ In case you have ambiguities on any of the questions, please does not 

hesitate to contact me through my mobile number shown above.  

 

 

 



 

PART I. PERSONAL PROFILE 

 1. Sex:         Male                        Female  

2. Age:     18 –25                       26 – 35                   36– 45               46 – 55                 

Above 55  

3. Educational level:    Primary to 10th /12th complete        Certificate              Diploma 

First degree                  Masters and above  

4. Occupation: Director            Team leader            Trainer             Driver              other 

5. Frequency for maintenance:   Daily              Twice a week                     weekly 

Monthly 

PART II.QUESTIONS ON CUSTOMER SATISFACTION IN RELATION TO 

SERVICE QUALITY DIMENTIONS. 

Using the following Rating Scales stated below answer by making a √ mark in the box 

after reading the items on the left hand to provide your view on which the service 

provider operates.  

Where, 1 = “Strongly Disagree”;   2= “Disagree”; 3= “Neutral”; 4= “Agree” and 5= 

“Strongly Agree 

SN Service Quality 

Dimensions 

Strongly 

disagree 

Disagree    

Neutral 

Agree Strongly 

agree 

1 2 3 4 5 

1 Tangibility      

1.1  The service deliverer 

(CEMA) has modern 

equipment 

     

1.2 The service deliverer 

(CEMA) has attractive 

physical    facilities 

     



 

1.3 The CEMAD employees 

delivering the services 

are neat, disciplined,  

professional in their 

appearance, 

     

1.4 Materials associated 

with the service 

(brochures, sign posts 

etc.) are visually 

appealing 

     

2 Reliability      

2.1 When CEMA  promises 

to supply service  within 

a specific time to you, it 

does so    

     

2.2 The service provider has 

sincere interest to solve 

the problem of the 

customer. 

     

2.3 The service provider 

gives CEMAD accurate 

information to the 

customer. 

     

2.4 The service is provided 

on time as promised.   

     

2.5 Sufficient man power 

and material is kept to 

avoid the interruption of 

service provision.   

     

3 Responsiveness      

3.1 The employees makes      



 

the information easily 

obtainable 

3.2 The employee gives  

prompt service , 

     

3.3 The employees are 

happy and willing to 

serve the customer, 

     

3.4 The employees are not 

too busy to respond to 

the customers‟ requests. 

     

4 Assurance      

4.1 The employees have the 

required skill in 

providing services. 

     

4.2 The customers feel safe 

on the service provided 

by the employees, 

     

4.3 The employee trust 

worthy 

     

4.4 The  employees inspire 

confidence , 

     

4.5 The employees of the 

service provider polite to 

the customer, 

     

5 Empathy      

5.1 The service provider 

employees usually give 

individual attention 

     

5.2 The employees do know 

promptly what your 

     



 

needs are. 

5.3 The service provider and 

its  employees have the 

customers best interest 

at heart , 

     

5.4 The service providers 

have operating hours 

convenient to the 

customers. 

     

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

Part III:  CUSTOMER SATISFACTION QUESTIONNAIRE 

In this part of the questionnaire, your valuable information on the overall level of service 

quality and your overall level of satisfaction on the delivery of service will be sought. 

Please circle a number that shows your overall service quality perception and your level 

of satisfaction with respect to the following statements 

 CUSTOMER SATISFACTION 

QUESTIONNAIRE 

Strongly 

dissatisfied 

Dissatisfied Neutra

l 

Satisfie

d 

Strongly 

Satisfied 

1 2 3 4 5 

1 I am satisfied with the CEMA 

complete range of services 

     

2 I am satisfied with the 

performance of the employees 

of this CEMA 

     

3 I am satisfied of being a client 

of this CEMA 

     

4 I am satisfied with the CEMA 

employees‟ professional 

competence  

 

     

5 I am satisfied with the quick 

service of this CEMA 

     

6 I am satisfied with the 

respectful behavior of 

employees 

     

7 I am satisfied with the overall  

CEMA facilities and 

appearance 

     

8 I am satisfied with the 

convenient working hours and 

locations of the CEMA 

     



 

አዱስአበባሳይንስእናቴክኖሎጂዩኒቨርስቲ 

የሁሇተኛዱግሪየንግዴአስተዲዯርትምህርትክፍል 

በዯንበኞችየሚሞላመጠይቅ 

የተማሪውስም፡-  ከፇሇኝነጋ 

ስልክቁጥር፡-   +251-978-69-60-13  

ኢሜልአዴራሻ፡-  kenega25@gmail.com 

ውዴመላሾች 

የዚህመጠይቅዓላማበጋራጁእየተሰጠያሇውየመሳሪያዎችጥገናየአገልግሎትጥራትዯረጃበኢት

ዮጵያመንገድችባሇሥልጣንበአሇምገናየማዕከላዊመሳሪያዎችጥገናእናአስተዲዯርዯንበኞችእር

ካታላይያሇውንተፅዕኖሇመተንተንናሇመገምገምታስቦየተዘጋጀነው፡፡

ሇጥናቱዓላማመሳካትመሰረታዊመረጃዎችንከዯንበኞችመሰብሰቡተገቢሆኖየተገኘበመሆኑመ

ጠይቁንበመሙላትጠቃሚየሆነውንመረጃበመስጠትትብብርበማዳረግውዴየሆነጊዜዎንበመ

ስጠትፇቃዯኛበመሆንዎበቅዴሚያየከበረምስጋናዬንአቀርባሇሁ:: 

በመጠይቁየሚሰጡትምላሽሇትምህርትአገልግሎትብቻየሚውልናመረጃውምበሚስጥርየሚ

ጠበቅመሆኑንበትህትናእገልፃሇሁ::  

መመሪያ፡ 

 ስምመፃፍአስፇላጊአይዯሇም፡፡ 

 የ √ ምልክትንበመጠቀምመልስዎንይስጡ፡፡ 

 በጥያቄዎቹውስጥግልፅያልሆነሐሳብቢገጥምዎከላይየተጠቀሰውንየስልክቁጥርበመ

ጠቀምሃሳብዎንማቅረብይችላለ፡፡ 

 

 

 



 

ክፍልአንዴ፡- የግልመረጃ 

1. ፆታ፡-      ወንዴ      ሴት 

2. እዴሜ፡-   ከ 18-25                  ከ 26-35          ከ 36-45           

ከ 46-55             ከ 55 በላይ 

3. የትምህርትዯረጃ፡-   ከመጀመሪያዯረጃእስከ 10ኛ/12ኛያጠናቀቀ     ሰርተፈኬት 

ዱፕሎማየ    መጀመሪያዱግሪ      ሁሇተኛዱግሪእናከዚያበላይ 

4. የሥራማዕረግ፡-ዲይሬክተር    ቡዴንመሪ        አሠልጣኝ       ሹፌር     ሌላ 

5. የጥገናዴግግሞሽጊዜ፡-በየቀኑ    በሳምንትሁሇቴ     በሳምንትአንዳ        በየወሩ 

 

 

 

 

 

 

 

 

 

 

 

 



 

         ክፍልሁሇት፡- የዯንበኞች እርካታ ከአገልግሎት ጥራት አኳያ 

ከታችበግራበኩልበተራየተዘረዘሩትንበማንበብእናበተመሇከቱትንየዯረጃዴልዴልበመጠቀምበ

መረጡትየዯረጃዴልዴልላይየ√ምልክትበማዴረግአገልግሎትሰጪውየትቦታእንዲሇያመላክቱ:

:    

ይኸውም፡- 1 = “በጣምአልስማማም”  2= “አልስማማም”  3= “አስተያየትየሇኝም”  

4= “እስማማሇሁ”  እና       5= “በጣምእስማማሇሁ” 

ተ.ቁ የአገልግሎትጥራትክፍሎች በጣምአልስ

ማማም 

አልስማማ

ም 

አስተያየትየ

ሇኝም 

እስማማሇ

ሁ 

በጣምእ

ስማማሇ

ሁ 

1 2 3 4 5 

1 በተጨባጭየሚታይ      

1.1 አገልግሎትሰጪው(ማዕከላዊጋ

ራጁ) ዘመናዊመሳሪዎችአለት 

     

1.2 አገልግሎትሰጪው(ማዕከላዊጋ

ራጁ) 

በሚስብቁስአካላዊቁመናየተዯራ

ጀነው 

     

1.3 የአገልግሎትሰጪሰራተኞቹንፁ

ህናመልካምሙያዊስነምግባርየተ

ላበሱናቸው 

     

1.4 ሇጥገናአገልግሎቱየሚረደየማስ

ታወቂያፅሁፎችእናምልክቶችየ

መሳሰለትሇዓይንየሚስቡናቸው 

 

     

2 ተዏማኒነት      

2.1 ማዕከላዊጋራጁቃልበገባውመሰረ

ትበሰዓቱአገልግሎቱንይሰጣል 

 

     

2.2 አገልግሎትሰጪዎቹበልባዊፍላጎ

ትየዯንበኞችንችግርይፇታለ 

     



 

2.3 አገልግሎትሰጪዎቹትክክሇኛመ

ረጃሇዯንበኞችየሰጣለ 

 

     

2.4 የጥገናአገልግሎቱበታቀዯሇትሰዓ

ትይፇፀማል 

     

2.5 ሇአገልግሎቱቀጣይነትበማሰብበ

ቂየሰውኃይልእናየቁስግብዓቶችአ

ለ 

 

     

3 ቀናምላሽ      

3.1 ሠራተኞቹመረጃበቀላለእንዱገኝ

የዯርጋለ 

 

     

3.2 ሠራተኞቹፇጣንአገልግሎትይሰ

ጣለ 

 

     

3.3 አገልግሎትሰጪሠራተኞቹዯንበ

ኞችንበዯስታናበፇቃዯኝነትያገሇግ

ላለ 

 

     

3.4 አገልግሎትሰጪሠራተኞቹሇዯን

በኞችጥያቄምላሽሇመስጠትበቂጊ

ዜይሰጣለ 

 

     

4 እምነትስሇማሳዯርወይምማረጋገ

ጫስሇመስጠት 

     

4.1 አገልግሎትሰጪሠራተኞቹሇጥገ

ናአገልግሎቱአስፇላጊየሆነችሎ

ታአላቸው 

     

4.2 ዯንበኞችበሚሰጣቸውአገልግሎ

ትይተማመናለ 

     

4.3 አገልግሎትሰጪሠራተኞቹየሚ

ታመኑናቸው 

 

     



 

 

 

 

 

 

 

 

 

 

 

4.4 አገልግሎትሰጪሠራተኞቹበራስ

የመተማመንስሜትንይቀሰቅሳለ 

 

     

4.5 አገልግሎትሰጪሠራተኞቹሇዯን

በኞችትሁትናቸው 

     

5 ሇዯንበኛትኩረትመስጠት      

5.1 የአገልግሎትሰጪውሠራተኞች

እንዯአንዴዯንበኛሇእርሶትኩረትየ

ሰጣለ 

     

5.2 አገልግሎትሰጪዎቹየእርሶንፍላ

ጎትበፍትነትይረዲለ 

 

     

5.3 አገልግሎትሰጪውእናሠራተኞ

ቹየዯንበኞችፍላጎትዕርካታንበል

ባቸውይይዛለ 

 

     

5.4 የአገልግሎትሰጪዎቹየስራሰዓት

ሇዯንበኞችምቹነው 

 

     



 

ክፍልሦስት፡- የዯንበኞችእርካታመጠይቆች 

የዯረጃዴልዴልእናመሇኪያ 

1= በጣምአልረካሁም    2= አልረካሁም3= አስተያየትየሇኝም4= ረክቻሇሁእና        

5=በጣምረክቻሇሁ 

 የዯንበኞችእርካታመጠይቆች በጣምአልረካ

ሁም 

አልረካሁ

ም 

አስተያየትየ

ሇኝም 

ረክቻሇሁ በጣምረክቻሇሁ 

1 2 3 4 5 

1 በማዕከላዊጋራጁሙለአገልግሎ

ትረክቻሇሁ 

 

     

2 በማዕከላዊጋራጁሰራተኞችየስራ

አፇፃፀምረክቻሇሁ 

     

3 የማዕከላዊጋራጁዯንበኛበመሆኔእ

ርካታይሰማኛል 

 

     

4 በማዕከላዊጋራጁሰራተኞችሙያ

ዊብቃትረክቻሇሁ 

 

     

5 በማዕከላዊጋራጁፇጣንአገልግሎ

ትረክቻሇሁ 

 

     

6 በሰራተኞቹየአክብሮትባህሪረክቻ

ሇሁ 

 

     

7 በማዕከላዊጋራጁሁሇንተናዊገፅ

ታእናአቅራቦትረክቻሃሇሁ 

 

     

8 በማዕከላዊጋራጁምቹየስራሰዓት

እናቦታረክቻሇሁ 

 

     

 

 

 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

 

 

 

 

 

 

 

xii 


