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ABSTRACT

This research was conducted to measure the service quality level of ethiotelecom, Adama
points of sales. Moreover, the study tried to investigate the effect of service quality on
customers’ satisfaction. To this purpose, the researcher identified the five dimensions of
SERVPERF model consists of 22 different service features which are grouped in to 5 different
determinants. tangibility, reliability assurance, responsiveness, and empathy. Convenience
sampling technique was used to obtain 204 responses from telecom service subscribers
located in Adama city. And the data obtained through self-administrated questionnaires was
analyzed using statistical tools such as mean, correlation, and multiple regressions.
According to the mean scores, the perception level of customers reflects agreement towards
the service quality attributes which indicate that the customers are satisfied with the service
quality provided by the points of sales. From the correlation analysis made, all of the five
service quality dimensions have positive relationship with customer satisfaction. By
comparing the correlation results and the mean scores of the service quality dimensions, the
finding indicates a mismatch between the service quality the points of sales provides and
service quality customers’ preferred. The points of sales give more emphasis on
responsiveness of service, but what customers prefer most is reliable service. Furthermore,
the result of regresson analysis showed that reliability, assurance, empathy, and
responsiveness have a positive and significant effect on customers’ satisfaction. However,
tangibility has positive but insignificant influence on customers’ satisfaction. Therefore,
considering the beta value of the regression analysis, to better satisfy its customers, the
points of sales is recommended to give more emphasis on attributes of reliability, assurance,

empathy, responsiveness, and tangibility in their descending order.
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CHAPTER ONE: INTRODUCTION

1.1 Background of the Study

Telecommunication service sector is one of the most important sectors of an economy. All
socia, economic, political, cultural, trade and commercia activities of a country is
undertaken using telecommunication service. According to Agyapong (2011), high quality
service in the telecommunication industry can lead to growth and long-term development of
any country whereas failure of delivering quality telecom services will affects country’s pace
of commercial and domestic activities. Due to this, telecom firms are expected to deliver high
quality service. Ethio telecom, the sole telecom service provider in the country, is not
exception in this regard.

Service quality is the result of comparison that customers make between their expectations
about a service and their perception of the way the service has been performed (Parasuraman,
Zeithaml, & Berry, 1988).However, customers’ requirements and expectations is a dynamic
function, implying that the status of service quality is accepted in a certain time but it does
not mean it will be always accepted by customers in the future. So, always there is a need of
continual improvement of the service quality (Zeithamal and Bitner, 2003). Particularly in the
domain of telecommunication service new technological developments are creating new
corresponding services requirement. This means customer will have new expectations on new
services and new levels of satisfaction are created as aresult (Neguyen, 2014).

Customer satisfaction is influenced by many different factors such as service quality, product
quality, price, customers’ emotions, and perception of fairness. However, service quality had
a long term impact on the satisfaction of customers (Zeithaml, Bitner, & Gremler, 2009).
Studies revedled that as service quality improves the probability of customer satisfaction
increases (Kotler and Keller, 2012).Hence, delivering high quality services is a prerequisite
for achieving customer satisfaction and only through customer satisfaction can a company
gain loya customers (Gronroos, 1984). Similarly, according to Singh and Khanduja, (2010)
excellent service delivery will lead to an increase in customer satisfaction and in turn,
customer satisfaction leads to repeat purchase, brand loyalty, positive word of mouth and
profitable relationships. In support of this, Mesay (2012) stated that, nowadays, service
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quality has received much attention because of its obvious relationship with costs, financia
performance, customer satisfaction, and customer retention. On its part, this study

investigated the relationship between service quality and customers satisfaction.

Despite the criticality of service quality to customers’ satisfaction, due to its unique
characteristics of intangibility, heterogeneity, inseparability and perishability, measuring
service quality causes difficulties to service providers(Douglas and Connor, 2003).Because of
this, services need a distinctive framework for quality clarification and measurement. Among
a number of service quality models, SERVQUAL and SERVPERF are the widely used
models to measure service quality when it comes to service sector (Sindwani and Goel,
2012).According to SERVQUAL model developed by Parasuraman et al., (1988), customers
evaluate service quality and customer satisfaction by comparing provider’s actual
performance ‘perception’ with what they believe service performance would be
‘expectation’. The five constructs of this model are; tangibility, reliability, responsiveness,

assurance, and empathy.

SERVPERF model was later extracted from SERVQUAL by Cronin and Taylor, (1992) just
focusing only the perception aspect of the same constructs. SERVPERF argues that
customers evaluation of the perception aready considered the personal past expectation of
the service. In other words, expectation dimensions proposed by SERVQUAL become
double, (first, implicitly done by people in their mind, and second, explicitly done by
SERVQUAL model). Empirical findings also revealed that SERVPERF scale is superior to
SERVQUAL not only as the efficient scale but also more efficient in reducing the number of
items to be measured by 50% (Hartline and Ferrell, 1996; Babakus and Boller, 1992; Bolton
and Drew, 1991, al cited in Mesay, 2012). Bears on this conclusion, this study employed
SERVPERF model to measure service quality of ethio telecom, Adama points of sales.

The service sector plays an increasingly important role in Ethiopian economy and the
government has recognized the need for appropriate service delivery policy to encourage
public service organizations to improve their services by applying various civil service
reform programs. However, regardless of the service delivery reform being introduced in the
country, poor customer service delivery remains the feature of most public enterprises
(Zeritu, 2010). Similarly a study conducted by Potluri and Mangnale, (2011) indicates 49% of
the customers expressed overall dissatisfaction on the services provided by Ethiopian service
sectorsin general. Asfar as ethio telecom is concerned, according to Lishan (2010) Ethiopian
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telecom sector performance review report, ethio telecom is aso unable to satisfy its
customers and the company is losing 30% of its revenue per annum due to poor service
quality. Similarly, the study conducted by Potluri and Mangnale (2010) showed incompetent
employees and poor service delivery processes are among the reasons for poor service quality

of ethiotelecom.

The introduction of telecommunication services in Ethiopia dates back to 1884, seventeen
years after the invention of telephone technology in the world. Ethiotelecom is the oldest
public telecommunications operator in Africa. It is a state owned enterprise and the sole
telecom service provider in the country. The company received a monopoly license from the
regulator, the Ethiopian Telecommunications Agency (ETA); for that it must meet efficiency,

quality of service and infrastructure expansion targets (Lishan, 2010).

In telecommunication sector, even though, there are tangible physical product associated to
provide service such as customer premise equipment and cable, the maor product is
intangible in nature and the production and consumption of the final product take place
simultaneously (Potluri and Mangnale, 2010). The whole service provision and consumption
process requires an interaction between the service providing company and the consumer.
And the interaction starts from the point customers approach to the company in order to
purchase products and services for the first time. Therefore, ethio telecom point of sales acts
as retail outlets to the company and customers make their first contact to the company
through point of sales located in 202 locations across the country. The focus of this study is

on points of sales located in Adama city.

Majority of studies conducted on ethio telecom service quality and customer satisfaction level
aimed at the post purchase service performance of specific products of the company such as
mobile, fixed line and broad band internet. However, like the post purchase service
performance and customer satisfaction assessment, the quality of service provided at points
of sales and customers’ satisfaction level on the service they get at the service encounter
should get enough study attention. Besides, most of the researches conducted were
geographically restricted to customers found in Addis Ababa. Therefore, propelled by the
aforementioned facts, this study tried to examine service quality and customer satisfaction in

ethio telecom, in reference to Adama points of sales.
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1.2 Statement of the Problem

Ethio teleocm is facing huge challenge arising from its customers for the requirements of
modern and quality telecom services. Beside this, the demand of the civil service reform
program of the nation, the obligations from the regulator (ETA), and meeting international
standards are among the compulsions that need to be addressed by the company. In response
to these challenges, the company commissioned system overhaul (Potluri and Mangnale,
2010).

In this spirit, more recently, the company has undertaken Business Process Reengineering to
curb the traditional service delivery system of the points of sales (Frehiwet, 2012).Similarly,
according to ethio telecom’s 2013/14 annual report (2014), redesigning and rebranding the
physical features of points of sales, automating activities, working hour arrangements and
designing standard working processes and procedures for services provided in points of sales

are among the measures taken to improve the overall performance of the services.

Despite the aforementioned efforts undertaken by the company to improve the service quality
of points of sales, from the informal communication the researcher had with some of Adama
points of sales customers and the insights from the suggestion book feedbacks, it was learnt
that the service delivery is not satisfying the needs and wants of customers to their
expectations.

As Nguyen (2014) pointed out, while many factors are important in improving service
quality, customers’ perception of the quality of service is strongly influenced by the socid
interactions they experience with employees. The behaviors of frontline service employees
are critical to customer evaluation of the service encounter (Hartline, Maxham, & McKee,
2000). Similarly, Wong (2004) stated that customers are educated than ever before hence
contact employee plays an important role in the delivery of quality service as well as the
formation of customer satisfaction. In this regard, sales representatives and other employees
in ethio telecom points of sales have an important role in delivering quality service and
guarantying customer satisfaction. Therefore, investigation of service quality and customer

satisfaction at encounter level appears an interest.
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However, mgjority of studies conducted on ethiotelecom are highly focused on post purchase
satisfaction of customers towards a specific service of the company. For example Mussie
(2010) and Negi (2011) conducted a study on service quality and customer satisfaction in
mobile services. Firehiwet (2012), and Adam and Yibeltal, (2014) assessed service quality
and customer satisfaction in broad band internet services. So far, to the best knowledge of the
researcher, only one study (Potluri and Mangnale, 2010) has been conducted on service
quality and customers satisfaction across service encounters related to all kinds of telecom

services rendered by ethio telecom points of sales.

Potluri and Mangnale (2010)’s study was a descriptive report which didn’t demonstrate
causal links between service quality and customer satisfaction. Besides, the study used
different parameters (models) of measuring service quality namely; service interaction,
service delivery process and customer compliant handling procedure. Moreover, the study

was geographically restricted to customers served in selected Addis Ababa points of sales.

Satisfying customers is essential to the continuous existence of any service organization,
including ethio telecom. And one of the most determinants of customers’ satisfaction is
service quality (Zeithaml et a., 2009) Therefore, always there is a need of consistent review

of service quality and customers satisfaction.

Based on the above felt reasons, the researcher have tried to measure the service quality and
its subsequent effect on customer satisfaction in reference to ethio telecom, Adama points of
sales.

1.3 Resear ch Questions
The study seeks to answer the following specific research questions

> What is the perception level of customers towards service quality dimensions in
ethiotelecom, Adama points of sales?

» What is the perception level of customer satisfaction on ethiotelecom, Adama points of
sales service?

» What is the relationship between service quality dimensions and customer satisfaction in
ethiotelecom, Adama points of sales?

» Which service quality dimension(s) significantly influenced customer satisfaction in

ethio telecom, Adama points of sales?
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1.4 Objectives of the Study

The general objective of the study is to assess the level of service quality and investigate its
effect on customer satisfaction in ethio telecom, Adama points of sales.

The specific objectives are:

» To investigate the perception level of customers towards service quality dimensions in
ethiotelecom, Adama points of sales.

» To examine the perception level of customer satisfaction on ethiotelecom, Adama points
of sales service.

» Toinvestigate if there is arelationship between service quality dimensions and customer
satisfaction in ethiotelecom, Adama points of sales services.

» To identify the dimension(s) of service quality that significantly influenced customer

satisfaction in ethio telecom, Adama point of sales

1.5 Scope of the Study

The study focused on measuring service quality and investigating its effect on customer
satisfaction in reference to ethio telecom, Adama point of sales from customers’ perspective.
The independent variables of the study are service quality dimensions namely; reliability,
assurance, tangibility, empathy and responsiveness, and the dependent variable is overal
customer satisfaction. The study is geographically restricted to customers served in Adama
town points of sales thus the result will not be extended to other ethio telecom points of sales
found in the country. Customers/respondents in this study are limited to individuals who
visited ethio telecom, Adama points of sales to get different telecom services. The company
is sole telecom service provider in the country and it became impossible to look for

comparative analysis with other company.
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1.6 Limitations of the study

All researches have their limitation and it is no exception on this study. One possible
limitations of the study is inability to incorporate all ethio telecom point of sales customers
found in the other location of the country due to time constraint and other resource
limitations. Therefore, it is difficult to generalize the findings of the study to the whole ethio
telecom point of sales customers in Ethiopia. Besides, the sample size is not large enough but
shall be adequate for the type of anaysis undertaken. Moreover, despite the advantage of
convenience sampling used in the study, it has a limitation in that the study cannot be
generalized to the intended target population (ethio telecom, Adama point of sales

customers).

Another limitation is on the scope of study. From a theoretical point of view, the framework
of this research is restricted to its own objectives. This study has pondered the relationship
between service quality dimensions (tangibility, reliability, responsiveness, assurance, and
empathy) and customer satisfaction. Other antecedents or consequences have not been

considered.

1.7 Significance of the study

Despite the huge investment the company is outlaying to enhance the service quality,
customers are not getting services to their expectations. Hence, the findings of the study
would be a relevant input to the management of ethio telecom, Adama points of sales in
identifying the existing strength or weakness of service quality and level of customers’
satisfaction. Besides, the study essentially uncovers dimensions of service quality that
customers consider important to their satisfaction. And this helps in efficient deployment of

resources and efforts.

Besides, the study will give insight and more reliable data about the levels of service delivery
quality and customers’ satisfaction in ethio telcom to the Ethiopian Telecommunication
Agency (the regulator), policy makers and other concerned bodies.

Moreover, the result of this research project can be used as a base point for further studiesin
the related issues.
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1.8 Organization of the Study

This study is divided in five chapters. The first chapter contains the introduction part that
consists of background of the study, statements of the problem, research questions, research
objectives, and scopes of the study, limitations of the study, significance of the study,
organization of the study, and definition of terms. The second chapter presents theories and
previous studies related to the topic (literature review). The third chapter deals with research
methodology that consists of study population, data sources, sampling technique, data
collection instruments, and data analysis techniques. The fourth chapter presents data
analysis, findings and discussion of the data gathered. The fifth chapter presented conclusion,

recommendation, and implication for further research.

1.9 Definition of terms

Customer Satisfaction; Customer satisfaction is an attitude or evaluation that is formed by
the customer comparing their pre-purchase expectations of what they would receive from the
product to their subjective perceptions of the performance they actually did receive(Sriyam,
2010).

Service Quality; Service quality is the discrepancy between consumers’ perceptions of
services offered by a particular firm and their expectations about firms offering such services
(Parasuraman, et al., 1988).

Service Encounter; Service encounter is an interpersonal association between the firm*s
staff and customers (Potluri and Mangnale, 2010).

Point of sales; Point of salesis aplace where sales are made.

SERVPERF; SERVPERF is a service quality model which measures service quality by
using the perceptions of customers (Cronin and Taylor, 1992).

Tangibility: Ethio telecom Point of sales overall appearance, employees’ appearance,

completeness and modernity of facilities & equipmentsin the shop.
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Reliability: Ability of the ethio telecom point of sales and its sales representatives and other

employees to perform the promised service accurately and dependably.

Responsiveness: The willingness of sales representatives and other employees in the ethio

telecom points of salesto provide prompt service and help customers.

Assurance: The knowledge and courtesy of sales representatives and other employeesin the
ethio telecom points of sales and their ability to convey trust and confidence on customers.

Empathy: The ability of the ethio telecom point of sales and its sales representatives and
other employees to provide a carrying and individualized attention to customers and

understand customers need.
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CHAPTER TWO: LITERATURE REVIEW

2.1 Introduction

This section reviews the literature written by different authors and researches conducted by
different scholars in relation to the study. It covers overview of service quality and customer
satisfaction, service quality measures and dimensions, importance of service quality and
customer satisfaction, the relationship between service quality and customer satisfaction,
previous studies regarding service quality and customer satisfaction in telecom sector, and

other issues related to the subject matter.

2.2 Service Quality

2.2.1 Definitions of Service Quality

Before defining the term service quality lets define each words separately. Services are
different from products because of its components. Services have some remarkable
characteristics in comparison with goods. They are intangible, inseparable, heterogeneous,
un-stored and difficult to measure (Al-Hakim, 2012). On their part, Kotler and Keller, (2012)
defined service as any activity or benefit that one party can offer to another which is
essentially intangible and does not result in the ownership of anything. Its production may or
may not betied to a physica product.

Different meaning could be attached to the word quality under different circumstances. It has
been defined in a different way by various scholars. Some of the prominent definitions
include quality conformance to specification or requirements and fitness for use (Al-Hakim,
2012). These initia efforts in defining quality originated largely from the manufacturing
sector. In service sector where production, delivery and consumption of service can occur

simultaneously, the concept of quality refers to the matching between what customers expect
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and what they experience (Elmayar, 2011).0On their part (Kotler and Keller, 2012) describe
quality as the totality of features and characteristics in a product or service that bear upon its
ability to satisfy needs.

Generdly, from different definitions of quality, customers are the judges of quality.
According to Kwortnik (2005) quality is not objectively measured but is subjectively felt by
customers and measured relative to customer determined standards. This clearly shows the
difficulty of measuring quality. In support of this, Zeithaml and Bitner, (2003) stated that the
meaning of quality can be referred to in many dimensions such as experience of the provider,
the evidence of service, image, price and so on.

From the reviewed literatures, majority of definition of service quality revolves around the
idea that service quality is the result of comparison that customers make between their

expectations about a service and their perception of the way the service has been performed.

For example, Parasuraman et a., (1988) described service quality as a measure of how well
the service level delivered matches customer expectations. According to this definition,
delivering quality service means conforming to customer expectations on a consistent basis.
Caruana (2002) have pointed out that service quality is the result of the comparison made by
customers about what they feel service firms should offer, and perceptions of the
performance of firms providing the services. Similarly, Gronroos (1984) defines service
quality as the outcome of the comparison that consumers make between their expectations
and perceptions.

Generally, Service quality is the consumer’s appraisal of overall quality of service delivery
(Parasuraman et al., 1988). It is the result of the comparison that consumers make between
their expectations about a service and their perception of the way the service has been
performed or delivered (Oliver, 1980; Parasuraman et a., 1988). This evaluation of service
quality is typicaly formed from disconfirmation of expectations of service performance
(Parasuraman et al., 1988) or through the assessment performance measures (Cronin &
Taylor, 1992). The contention between the two approaches centers on whether service quality
is the difference between customers’ perceptions and expectations of a service

(disconfirmation) or simply their perceptions (performance based).

Page |11



2.3 Importance of Service Quality

Service quality has an effect on customer satisfaction (Zeithaml and Bitner, 2003; Ahmed et
a., 2010). That means, as service quality improves the probability of customers satisfaction
also highly increased. Obviously, satisfied customers are the foundation of any service

organizations success.

Service quality has an effect on customer loyalty (Zeithaml and Bitner, 2003; Ahmed et al.,
2010). Customers become loyal when they perceived that the organization is providing
quality service better than services offered by the competitors (Ahmed et a., 2010).
Similarly, according to Al Bassam (2013), those customers who highly satisfied with the
company services or products are more likely to repurchase the same product or service more

often and in the same or greater quantity than customers who were only satisfied.

Service quality affects relationships and relationship marketing, as customers are willing to
build relationships with organizations that provide quality service (Zeithaml and Bitner,
2003).

Service quality has an effect on profitability and costs. As Zeithaml et a., (2009) pointed out,
service quality impacts on customer satisfaction, this also impacts on customer retention,
reduction of costs and increased profitability. In support of this, Al Bassam, (2013) stated that
based on empirical researches, service quality has a strong influence on profitability and

organizational financial performance.

Therefore, service organizations will recognize a number of potential benefits deriving from
implementing service quality programmes, including increasing customer satisfaction,
customer retention, customer loyalty and positive word-of-mouth, enhanced corporate image,

profit gains, and improved financial performance.

2.4 Service Quality Models

There are various service quality models that have been developed to explain the quality of
services. Two main conceptualizations of service quality mainly exist in the literature, of
which one is based on the disconfirmation approach (scal e to measure the difference between
Perception and Expectations), and the other is based on performance only approach (scale to
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measure only Perception). Both these scales have been used extensively for measuring
service quality (Sindwani & Goel, 2012).

2.4.1 SERVQUAL Mode (Disconfirmation Approach)

SERVQUAL model was first introduced by Parasuraman et al., (1985). This service quality
model is based on assessment of service quality from customers’ perspective. According to
this model perceived service quality is a result of a comparison between what consumers
consider the service should be and their perceptions about the actual performance offered by
the service provider. Therefore, the model conceptualizes service quality as a gap between
customer's expectations (E) and the perception of the service providers performance (P). i.e.
Q = (P - E). The greater the positive score mark means the greater the positive amount of
service quality or the greater the negative score mark, the greater the negative amount of the

service quality.

Parasuraman et a., (1985) originally identified ten dimensions of service quality: reliability,
responsiveness, competence, access, courtesy, communication, credibility, security,
understanding and tangibility. Those determinants were later in their 1988 work broken down
into five dimensions. reliability, assurance, tangibles, empathy, and responsiveness.
Reliability, tangibles and responsiveness remained distinct, but the remaining seven
components collapsed into two aggregate dimensions, assurance and empathy. Therefore the
SERVQUAL scale, Parasuraman et al., (1988) identified five determinants of “tangibles”,
“reliability”, “responsiveness”, *“assurance” and “empathy” as part of the 22-item
SERVQUAL scae for measuring service quality. The instrument (questioner) is managed
twice in different forms, first to measure expectations and second to measure perceptions.

Four or five numbered items are used to measure each dimension.

Generaly, the main focus of the gap analysis model is the customer gap which represents the
difference between customer expectations (the reference points customers have as they begin
the service experience), and perceptions (the service as actually received by these
customers).The idea of this model is that marketers should close this gap for the purpose of
boosting customer satisfaction and building long-term relationships with them (Elmayar,
2011).
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The SERVQUAL scale has been tested and/or adapted in a great number of studies conducted
in various service settings, cultural contexts and geographic locations. According to Zeithaml
et a., (2009) on the basis of exploratory and quantitative research, these five dimensions of
SERVQUAL model were found relevant to banking, insurance, appliance repair and

maintenance, security brokage, telecommunication, repair service and others.

2.4.1.1 SERVQUAL Dimensions

Parasuraman et al., (1988) refined the ten service quality dimensions and reduced them to the
SERVQUAL’s five generic dimensions of reliability, assurance, tangibles, empathy, and
responsiveness. And, in many marketing literatures, these generic five attributes of service
quality are considered to be the common service quality measures( Al Bassam,2013).Each of

these dimensions are explained as follows;
Tangibles

Tangibles include services which are physically observed by the customer. The physical
appearance of facilities, equipment, staff, and written materials are considered under this
dimension (Parasuraman et al., 1988).Similarly, Zeithaml et a., (2009) revealed issues such
as modern looking equipment, neat appearing of employee and physical facilities materials
associated with the service such as pamphlets and statements addressed under this dimension.
They further stated that these qualities evaluate the capability of service providers and they
are used by firms to convey image and signal quality. Khan (2010) in his part describes
tangibles dimension referring to the quality of physical infrastructure, the equipment
available to make the service a delightful experience, the externa show of people providing
the service. Loke et a., (2011) referred tangibility in their study of service quality in telecom
sector with constructs such as well-equipped and up-to-date facilities, comfort of physica
layout of equipment and furniture for customers, well-dressed and neat appearance of staffs,
and materia and information associated with the service (e.g. promotional brochure) are

visually appealing at the customer service counter.
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Responsiveness

Responsiveness means service provider’s willingness to help the customers and provide
prompt services (Parasuramanet al.,1988).This dimension is concerned with dealing with the
customer’s requests, questions and complaints promptly and attentively. Responsiveness of a
firm is identified when it communicates to its customers how long it would take to get
answers or have their problems dealt with and responsiveness should be measured from
customers view point rather than company’s perspective(Zeithaml et al., 2009). According to
Loke et a., (2011) constructs such as telling the exactly date of services delivery, promptness
of the service, and willingness employees to help the customers are addressed to measure
responsiveness of service in telecom company. Generally, according to AlBassam (2013) a
number of studies suggest five items fall within the responsiveness dimension:
confirmation(the requirement and obligation for service providers to inform their customers
about the timing of the delivery of the service) , prompt service (the speed of the service
providers in responding to customers’ requests ), help availability(the level of help employees
can offer to customers ), flexibility(the necessity for service providers to adjust the service
process in order to alow customers to make changes or modify their orders )and updated
information(the frequency which service providers offer the latest full information and how
often it isupdated ).

Reliability

Parasuraman et al., (1988) expressed reliability as the ability to perform the promised service
dependably and accurately. Reliability is aso refers to the ability to perform the service at
designated time. Similarly, reliability is to convey the trust to performing services and show
the sincerity to solve the problem of customers. It includes the performance of services right
at the first time and error free records (Parasuraman et a, .1988). In particular, the three main
elements of reliability are completing and carrying out the service at the assigned time,
correctly requisitioning payment of services provided, and maintaining accurate records of
invoices made and payments received (AlBassam, 2013).According to Zeithaml et a.,
(2009), reliability has been shown consistently to be the most important dimension in service
Quality. They further stated that when a firm makes frequent mistakes in delivery, when it
doesn't keep its promises, customers lose confidence in the firm's ability to do what it

promises dependably and accurately. Reliability in telecom sector is addressed on issues such
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as delivering the promised service dependently, accurate and timely billing, and accurately
kept and readily available records (Khan, 2010)

Assurance

Assurance is related to behavior of employee, the employee should have ability to inspire the
trust and confidence (Parasuraman et a., 1988). It include safe transaction, knowledge to
answer the customer’s questions and consistently courteous with customers. The trust and
confidence may be represented in the personnel who link the customer to the organization
(Zeithaml et al., 2006).constructs such trusting the service provider staff, feeling safe when
conducting business with the service provider staff, politeness of customer service staff and
adequate supports from the service provider were included in Loke et al. (2011) study to
measure assurance of service in telecom sector. Similarly, according to Khan (2010),
assurance focuses on the expertise of the employees about the multifaceted knowledge about
the service offering, courtesy, and their ability to instill faith and dependence in the service

providers’ competence.
Empathy

Empathy quality which is the last dimension on service quality model and it is about caring,
ability to be approachable, and giving individual attention to the customers (Parasuraman et
al., 1988).There are several ways that empathy can be provided: knowing the customer’s
name, his preferences and his needs. Many small companies use this ability to provide
customized services as a competitive advantage over the larger firms (Zeithaml et a.,
2009).For a service like telecom, the employees need to maintain good relationship with the
customers because much interaction is involved between the two. The employees need to
welcome the customer whenever they call for any query or complaint. In line with this,
constructs such as individual attention given by telecom service staffs, telecom service staffs
understanding what the customers need and convenience of the working hour were used to
measure empathy of servicein Loke et al., (2011) study. Khan (2010) on his part concluded
that empathy necessitates placing customers over and above everything else during the course

of staff interaction and this helpsin building long term relationship with customers.
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2.4.1.2 Criticisms of SERVQUAL mode

Many researchers used SERVQUAL model to measure service quality, but the model has
been criticized extensively. Magor arguments were about the dimensionality of the
SERVQUAL determinants, its validity and it has been also argued that the model lacks to
address other reasonable measures (Kumbhar, 2011). In support of this, Gronroos (2001)
pointed out that one of the obvious limitations of the SERVQUAL model is its dimensions
mainly focuses on the service delivery process. That is, the functional aspect (human and
tangibles) of service process. According to him, human aspects of service delivery (measured
by responsiveness, reliability, assurance, and empathy dimensions) and the tangibles of
service are the only focus of the SERVQUAL model without considering the technical
aspect. Similarly, Lenka et a., (2009) criticize the model for failure of recognizing the
technical aspect of service which is the most important part of service quality. All of them
ascertained that using only functional quality attributes to explain or predict consumers’
behavior might be a misjudgment of service quality as it does not represent all the service

quality attributes of a service encounter and therefore has low predictive validity.

The other criticism is about unstable dimensionality of the dimensions. In particular, the
tangibility proved unstable (Gronroos, 2001).Because of this, the number of dimensions and
their applicability differ from one context to another. Therefore, it can be concluded that a
simple adaptation of the SERVQUAL factors is not sufficient to capture service quality
across diverse settings (Al Bassam, 2013).Cronin and Taylor, (1992) aso criticize
SERVQUAL and develop SERVPERF model which is as discussed in the section below.

However, regardless of the criticism, Parasuraman et al., (1988) claim that diagnostic ability
isthe mgjor practical benefit of the SERVQUAL model, as the purpose of measuring service
quality is to diagnose the service shortfals which need attention or action. Similarly, Ahmed
et a., (2010) in their study conclude that using SERVQUAL organizations can at least assess
five dimensions of service quality to ascertain the level of services provided, and to

determine which dimensions need improvement.

Page |17



2.4.2 SERVPREF (Performance Only) M odel

The SERVPERF model of Cronin and Taylor (1992) was carved out of SERVQUAL model,
which was originaly developed by Parasuraman et al., (1988).Cronin and Taylor (1992)
investigated the conceptualization and measurement of service quality and its relationship
with consumer satisfaction and purchase intentions. Then after, they concluded that
perceptions only are better predictor of service quality and therefore expectations should not
be included as suggested by SERVQUAL (Elmayar, 2011).The only difference between
SERVQUAL and SERVPREF is that the SERVPREF does not take into account customer
expectations. It brings into play only customer perceptions of service performance (Zeithaml,
et al., 2009).

The main argument of Cronin and Taylor (1992)is when somebody is called to evaluate the
perception, she or hein their mind has already considered the personal past expectation of the
service, thus the evaluation of the perception already considered the personal past expectation
of the service. In other words, the perception proposed by SERVQUAL becomes double
(first, implicitly done by people in their mind, and second, explicitly done by SERVQUAL
model. Similarly according to Al Khattab and Aldehayyat, (2011),to find the performance of
a firm (i.e. its service quality) all that is required is to collect data by directly asking the
customer perception through asimple survey and a questionnaire.

Therefore, SERVPERF model does not have a gap analysis between perception and
expectation of service. It has only one part, which is the perceived performance of service. In
this instrument, customers rate their perceptions of performance of the same attributes that
are covered in the SERVQUAL mode (Cronin and Taylor, 1992).That means, the five
domains-tangibles, reliability, responsiveness, assurance and empathy—identified in the
SERVQUAL model are equally applicable to the SERVPREF model. Hence, 22 perception
items of the SERVQUAL are used by SERV PREF excluding the expectations scales.

An argument on SERVQUAL or SERVPERF is in favor of the later. This is because,
performance perceptions are already the result of customers’ comparison of the expected and
actual service (Babakus and Boller, 1992). They further ascertained that performance only
score showed better reliability and validity tests than expectation minus perception because

people always tend to give high expectation ratings while their perception scores rarely
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exceed their expectations. Therefore, only perception is sufficient for measuring service
quality and expectations should not be included as suggested by SERVQUAL

Generdly, empirical findings revealed SERVPERF scale is found to be superior not only as
the efficient scale but also more efficient in reducing the number of items to be measured by
50% (Hartline and Ferrell, 1996; Bolton and Drew, 1991, as cited in Mesay, 2012).Therefore,
bears on these conclusions and the study adopted the measurement of actual performance

(SERVPERF) to measure service quality of ethio telecom, Adama point of sales.

2.5 Customer Satisfaction

Definition of customer satisfaction has been widely discussed from the view of any
researchers and organizations who increasingly desire to measure it. However, satisfaction is
a complex concept and difficult to universaly define and precisely measure (Oliver,
1980).He further stated that everyone knows what satisfaction is until asked to give definition
.Then, it seems nobody knows. However, severa scholars and practitioners have defined
customer satisfaction in various ways. And most of them agree that satisfaction is an attitude
or evaluation that is formed by the customer comparing their pre-purchase expectations of
what they would receive from the product to their subjective perceptions of the performance
they actualy did receive (Sriyam, 2010). On their part, Kotler and Keller (2012) defined
satisfaction as “a person’s feeling of pleasure or disappointment resulting from comparing a
product’s performance (outcome) in relation to his or her expectation” (p. 128). Customer
satisfaction is aso defined as an attitude-like judgment following a purchase act or a series of
consumer product interactions; consumer’s post-purchase evaluation and affective response
to the overall product or service experience (Oliver, 1980). In the same way, Zeithaml, et al.,
(2009) define satisfaction as the after-purchase evaluation and emotional recognition of the
completed purchasing process.

The customer satisfaction can be conceptualization as transaction specific and/or a
cumulative consumption experience (Nimako & Azumah, 2009). Contrasting the two views
transaction specific conceptualization sees customer satisfaction as specific post-purchase
evauative judgment of a service encounter following a specific buying process in that it is
based on a one time (Oliver, 1980). On the other hand, in the cumulative customer
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satisfaction perspective, customer satisfaction is conceptualized as an overal customer
evaluation of a product or service based on purchase and consumption experiences over a
time period (Wang & Lo, 2002). It is argued that since cumulative satisfaction is based on a
series of purchase and consumption experiences, it is more useful and reliable as a diagnostic
and predictive tool than the transaction perspective that is based on a one-time purchase and

consumption experience (Nimako& Azumah, 2009).

Another area that has received considerable debate in customer satisfaction literature is
whether customer satisfaction should be defined as an outcome or a process (Nimako &
Azumah, 2009). It is however important to note that these two approaches are not mutually
exclusive but complementary, as one often depends on the other. According to Vavra, (1997,
as cited in Nguyen, 2014), satisfaction is just an outcome or end result during the process of
the consumption of a service. That means it is viewed as a post-purchase experience .In this
way satisfaction is perceived as the end-state satisfaction (outcome) resulting from the

experience of consumption without comparing expectations.

However, according to Khalifa & Liu (2002, as cited in Nguyen, 2014),the process
perspective argue that customer satisfaction is a feeling of satisfaction that results from the
process of comparing perceived performance and one or more predictive standards, such as
expectations or desires. This perspective is grounded in the expectancy disconfirmation
theory proposed by Oliver (1980). The customer is satisfied if the performance of
product/service is equal to his’her expectations (confirmation) and he/she is dissatisfied if the
product/service performance is perceived to be below hisher expectation (negative
disconfirmation). If perceived performance exceeds expectations, the customer is highly
satisfied (positive disconfirmation). By taking satisfaction as a process these definitions do
not focus on satisfaction itself but things that cause satisfaction, the antecedents to
satisfaction, which occur primarily during the service delivery process (Vavra, 1997, as cited
in Nguyen, 2014).

Recent studies have found that satisfaction as an outcome or end result during the process of
the consumption of a service; it is viewed as a post-purchase experience. This approach to
measuring customer satisfaction is the performance only (Cronin & Taylor, 1992) which
challenges the disconfirmation approach by proposing that evaluations of a product or service
are affected by the perceptions of the performance (experience) only. This approach ignores
the customers’ expectations in the customer satisfaction equation and leads to the creation of
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a performance only based measure of service quality caled SERVPERF model (Oliver,
1993).

2.5.1 Importance of Customer Satisfaction

Customer satisfaction has been a subject of great interest for organizations and numbers of
marketing researches, because customers are key stakeholders in organizations and their
satisfaction is a priority for sustainable growth.

Achieving customer satisfaction is aways a desirable goal of all enterprises because the ones
which can satisfy the higher level of customer satisfaction are more likely to retain more
customers, increase the loyalty and earn more profits (Nguyen, 2014). A study undertaken by
Mesay, (2012) found a positive relation between customer satisfaction and loyaty of
customer and this leads to commitment of customers to reuse the services. And Mesay’s
study concluded that customer satisfaction bridges between service quality the company
provides and loyalty of customer. On the same way, Kotler and Keller (2012)
acknowledge that satisfied customers will make repeated purchases and exercise high loyalty
towards the company’s products or service. On the reverse, dissatisfied customers have no
bond of loyalty with the organization (Ahmed et al., 2010).When customers are loyal to a
company’s product it indicates that their experiences exceed their expectations and therefore

no need for changing to a competitive product.

Satisfied customers make repeated purchases and tell others about their good experience
with the product (Mcdougall & Levesgue, 2000) and this shows a direct link between
customer satisfaction and customer retention. Similarly, Singh and Khanduja (2010) stated
that satisfied customers form the foundation of any successful business as customer
satisfaction leads to repeat purchase, brand loyalty, positive word of mouth and profitable
relationships.

Kotler and Keller (2012) pointed out that satisfied customers will maintain a positive attitude
towards the service providing company and they will have a confidence in the company and

are willing to cooperate with a company’s staff.

According to Hanif, et al., (2010) customer satisfaction makes the customers loyal to one

telecommunication service provider. Hence, customer satisfaction is very important in
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today’s business world and the profitability and survival of any organization depends on the
ability to create high degree of satisfaction.

2.6 Service Quality and Customer Satisfaction

2.6.1 Difference between Service Quality and Customer Satisfaction

According to Wilson et a., (2008), service quality and customer Satisfaction have certain
things in common, but satisfaction generaly is a broader concept, whereas service quality
focuses specifically on dimensions of service. Similarly, Zeithaml et al.,(2009)stated that the
two concepts are fundamentally different because service quality is a focused evaluation that
reflects the customer’s perception of reliability, assurance, responsiveness, empathy and
tangibility whereas, satisfaction is more inclusive and it is influenced by perceptions of
service quality, product quality and price, also situational factors and persona factors. In
support of this, Ling (2008) stated that satisfaction is a super ordinate construct because it can
result from a large variety of dimensions that may lie beyond those specified in service

quality dimensions.

2.6.2 Relationship between Service Quality and Customer Satisfaction

From the definitions service quality and customer satisfaction there is a relationship between
the two. However, there was no clear agreement between researchers over the antecedents of
service quality and satisfaction. A study carried out by Bitner (1990, as cited in Siddiqi,
2011) on 145 tourists in an international airport, which suggested satisfaction as an
antecedent to service quality (Satisfaction — service quality)since to reach an overall
attitude(service quality) implies an accumulation of satisfactory encounters. However, studies
made by Cronin & Taylor, (1992) and Ahmed et a., (2010)provided empirical support that
quality judgments cause satisfaction—that is, service quality is the antecedent to satisfaction
(service quality — satisfaction). In support of this, Wang (2004) ascertained that service
quality affects customers’ satisfaction, and customers’ behaviora intention is affected by
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customers’ satisfaction. That means customers satisfaction is an intervening variable that

mediate between service quality and customers behaviora intentions.

Generadly, according to Jayasundara (2011), most researchers have now concurred that
quality judgments cause satisfaction—that is, service quality is the antecedent to satisfaction
Thus, there is a current consensus among researchers with regard to the causal order of these
two constructs. This study also found service quality leads to customer satisfaction more
logical. This is because, satisfaction is an important goal to be achieved by ethio telecom
point of sales customers and if the point of sales want to increase customers’ satisfaction,
they can do it through service quality.

2.7 Empirical Studies Conducted on Service Quality and Customer Satisfaction in
Telecommunication Sector

The following section summarizes empirical studies made on the service quality and
customer satisfaction in telecommunication industry in different countries. All the studies
were published in various reputable journals. And maority of these studies adopted the
perception dimensions of service quality measures developed by Parasuraman et a.,
(1988).This is based on Cronin and Taylor (1992) finding that confirmed perception
dimension (SERVPERF) aone is sufficient for measuring service quality. The studies are

under listed chronologically as follows;

Wang and Lo (2002) employed perception dimension of Parasuraman et al. (1988)’s model to
measure service quality of mobile phone operators in China. To match the sector context,
they added network quality dimension to the model. According to their findings, the most
important service quality dimensions in predicting customers overall satisfaction was found
to be assurance, followed by reliability and network quality. But they found no evidence to
support the influence of responsiveness and empathy on customer satisfaction. Generaly, the
study revealed a positive relationship between service quality and customer satisfaction.

Ahmed et a., (2010) on their study that measures the impact of service quality on customers
Satisfaction: Empirical evidence from telecom sector of Pakistan. The data was collected
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from 331 youngsters who use the SMS service of any company. The study adopted
Parasuraman et al., (1988)’s model and from the correlation analysis of the study, perception
dimension empathy is negatively related with satisfaction. Whereas, the other four perception
dimensions; tangibles, assurance, responsiveness and reliability are positively related with the
satisfaction. The multiple regression analysis conducted disclosed that the entire service

quality dimensions have a significant predicts customers satisfaction.

In the same year, another study was undertaken by Khan to measure service quality of
cellular mobile telephone operators in Pakistan. Perception dimension of Parasuraman et al.
(1988)’s model (tangible, reliability, assurance, empathy and responsiveness) and
additionally, network quality and convenience dimensions were used to measure the quality
of the service. To collect the primary data, the study conveniently selected a sample of 800
mobile phone users. The finding of the study disclosed dimensions tangible, assurance,
responsiveness, empathy, convenience, and network quality had a positive and statistically
significant relationship with mobile phone users’ overal perceived service quality.
Convenience and network quality dimensions found to be relatively most important
dimensions affecting users’ perception. Dimension reliability did not reflect significant effect
on customers’ perception of quality (Khan, 2010).

In addition to what the other researchers have found, Ojo (2010) investigated the relationship
between service quality and customer satisfaction in the Nigerian telecommunication
industry. A total of 230 respondents were participated in the study. The finding revealed a
positive relationship between service quality and customer satisfaction. Besides, large
percentages of the respondents were satisfied with the overal service delivery of the
company.

Loke et al., (2011) made a study that measured service quality and customer satisfaction in
reference to telecommunication service providers in Malaysia.A total of 200 customers were
participated in the survey. The study employed perception dimensions of Parasuraman et a.,
(1988) model and according to the findings, dimension reliability, responsiveness, assurance
and empathy of service quality have a significant and positive influence on customer attitudes
which is expressed in terms of satisfaction and loyalty. However, dimension tangibility

showed no significant effect on customers’ satisfaction.

Agyapong(2011), in his study that measured the effect of service quality on customer
satisfaction in the utility industry of Ghana, employed Parasuraman et a., (1988)’s model and
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additionally three dimensions (courtesy, competence and communication) were included to
measure the service quality. According to regression analysis of the study, service quality
dimensions that significantly affected customer satisfaction were found to be competence,
courtesy, tangibility, reliability and communication. Others dimensions (Empathy, Assurance
and Responsiveness) have a positive relation with customer satisfaction but do have a
significant effect.

In the year 2013, a study was conducted by employing SERVQUAL model with GAP
anaysis, regression, and t-test. The am of the study was to measure service quality and
customer satisfaction in the celular telecommunication service provider in Maaysia
Samples of 225 respondents were selected on the survey process. The correlation analysis of
the study revealed that all dimensions (empathy, responsiveness, assurance, tangibles and
reliability) have a positive and significant relationship with customers’ satisfaction
(Arokiasamy& Abdullah, 2013).

Sandhu, et a., (2013) also conducted a study under title; Service Quality Dimensions Impact
on Customer Satisfaction in Telecom Sector of Pakistan. The study was intended to find out
the relationship between service quality dimensions and customer satisfaction by taking a
sample of 300 respondents. The constructs identified to measure service quality were;
tangibility, assurance, empathy, responsiveness, reliable, price fairness, technical quality, and
image. According to the correlation analysis outcome, dimension assurance, responsiveness,
reliability, technical quality, & image have a positive and significant relationship with
customer satisfaction. However, physical aspects, empathy, & price fairness have positive but
insignificant relationship with customer satisfaction. Furthermore, according to customers’
preferences, the mean score shows dimension reliability, empathy and technical quality

respectively are the most important to customer satisfaction.

A research was conducted most recently in 2015 G.C. to measure customers’ perception of
service quality in the Nigerian telecommunication sector. The study took a sample of
250customers and a single scale questioner was used to measure service quality, customer
satisfaction and loyalty. The finding of the study indicates a positive and significant
relationship between service quality and both, customer satisfaction and customer loyalty
(Osotimehin et a., 2015).
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2.8 Service Quality and Customer Satisfaction Studies Related to Ethio telecom

A study was conducted by Negi (2009) with the purpose of exploring the causal relationship
between service quality dimensions and overall service quality, and identifying service
quality gaps as experienced by the subscribers of the mobile services of ETC. The result of
the study indicated overall service quality of mobile communications was perceived to be as
below average by over half (52.7 percent) of the respondents, followed by less than one-third
(28 percent) who mentioned it as average, and about one-fifth (19.3 percent) as above
average. Similarly other studies were also conducted by (Mussie, 2010; Firehiwet, 2012;
Adam and Yibeltal, 2014) on service quality and customer satisfaction in mobile and internet
services. Although the above listed studies made a significant contribution for service quality
and customer satisfaction documentation in ethio telecom, the studies focused on post
purchase customers satisfaction on specific service of ethio telecom.

In the year 2010, Potluri and Mangnale conducted an empirical study to find out the
satisfaction level of ETC customers using the following parameters: service interaction,
service delivery process, customer compliant handling procedure and its outcome and the
overall customer satisfaction level. The findings of their analysis showed that 41% customers
of ETC were dissatisfied with employees” interaction skills. Furthermore another 47% of the
customers were aso disappointed with customer service delivery system and 70% customers
were not pleased with the Complaint Handling Procedure and its outcome. And 57% of the
customers expressed overall dissatisfaction on the services provided by ETC. This study isa
descriptive research which lacks investigation of the relationship between customer
satisfaction and service quality dimensions. Besides, the parameters used in this study to
measure service quality are not well proven constructs like Parasuraman et al., (1988)’s
model which is used in the current study. Furthermore, like the other studies, this study is
also geographically restricted to customers served in Addis Ababa. Above al, since customer
satisfaction changes and varies with situations, there is a need of continuous research on
consumers’ expectations of service quality. Therefore, up-to-date empirical studies are avery

needed on the subject. And this research will fill the aforementioned gaps.
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2.9 Conceptual Framework

The conceptua framework of the study proposes a model of the relationship between service
quality and customer satisfaction. The two concepts of the framework are service quality
dimensions (independent variable) and customer satisfaction (dependent variable). These
concepts, as indicated in the literature review, are related to each other; service quality as an
antecedent construct and customer satisfaction as an outcome variable. Service quality has a
direct effect on customer satisfaction (Cronin & Taylor, 1992).

Among a number of service quality models, SERVQUAL and SERVPERF are the widely
used models to measure service quality in service sectors (Sindwani and Goel, 2012). Both
SERVQUAL and SERVPERF models are grounded on the fact that service quality is an
attitude towards the service delivered, resulting from customers comparison of expectations
and perceptions of service. However their main difference lies on; SERVQUAL measures
service quality as the calculated difference between expectations and perceptions of service
while in the SERVPERF model service quality is measures by directly capturing customers’
perceptions of the service delivered (Culiberg and Rojsek, 2010).SERVPERF argues that
customers evaluation of the perception aready considered the personal past expectation of
the service. In other words, expectation dimensions proposed by SERVQUAL become
double, (first, implicitly done by people in their mind, and second, explicitly done by
SERVQUAL model).Cronin and Taylor (1992)’s argument on the superiority of SERVPERF
over SERVQUAL is built by empirical findings that disclosed SERVPERF as a better
predictor of overall service quality than SERVQUAL (Ling, 2008).1n support of Cronin and
Taylor, other empirical findings also confirmed that SERV PERF scale is superior not only as
the efficient scale but also more efficient in reducing the number of items to be measured by
50% (Hartline and Ferrell, 1996; Babakus and Boller, 1992; Bolton and Drew, 1991, al cited
in Mesay,2012).

Consequently, the performance only scales (SERVPERF) namely; Tangibility, Reliability,
Responsiveness, Assurance and Empathy have been widely used to measure service quality
in telecommunication industries in different cultural context with high reliability and validity
tests( Zeithaml et al., 2009;Agyapong, 2011; Ling,(2008); Ahimed et al.,2010).Therefore,
bears on these conclusions, this study focused on performance only scale to investigate the
effect of service quality on customers satisfaction in ethiotelecom, Adama points of sales.
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Fig 1.Conceptual framework (Ahimed et al., 2010)
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2.10 Resear ch hypothesis

Based on the research frame work, the following five research hypotheses have been

developed to test the significant relationship between service quality dimensions and

customers satisfaction in the context of ethio telecom, Adama points of sales service.

Hol: Tangibility doesn’t have a positive and significant effect on satisfaction of customers of

Hal:

Ho2:

Ha2:

Ho3:

Ha3:

Ho4:

Ha4:

Ho5:

Ha5:

ethiotecom, Adama points of sales
Tangibility has a positive and significant effect on satisfaction of customers of
ethiotecom, Adama points of sales
Reliability doesn’t have a positive and significant effect on satisfaction of customers of
ethiotecom, Adama points of sales
Reliability has a positive and significant effect on satisfaction of customers of
ethiotecom, Adama points of sales
Responsiveness doesn’t have a positive and significant effect on satisfaction of customers
of ethiotecom, Adama points of sales
Responsiveness has a positive and significant effect on satisfaction of customers of
ethiotecom, Adama points of sales
Assurance doesn’t have a positive and significant effect on satisfaction of customers of
ethiotecom, Adama points of sales
Assurance has a positive and significant effect on satisfaction of customers of
ethiotecom, Adama points of sales
Empathy doesn’t have a positive and significant effect on satisfaction of customers of
ethiotecom, Adama points of sales
Empathy has a positive and significant effect on satisfaction of customers of ethiotecom,

Adama points of sales
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CHAPTER THREE: RESERACH METHODOLOGY

3.1 Introduction
This section focused on the approach of the study. And, it covered research design,
population of the study, sample and sampling techniques, research data and collection

instruments .Finally, methods of data processing and analysis were described.

3.2 Resear ch Design

To attain the research objectives, both descriptive and explanatory research design were used.
That means, the first two objectives of the study were intended to assess the level of service
quality and customer satisfaction. Therefore, to describe a reality regarding the level of
service quality and customer satisfaction, a descriptive research design was employed. The
third research objective of the study was focused on anayzing the relationship between
service quality and customer satisfaction. To analyze this objective, again, descriptive
research design was selected because it is particularly appropriate when the research
objective include the determination of the degree to which certain variables are related to
actual phenomena (Kothari, 2004).The last research objective of the study was intended to
investigate the influence of service quality dimension(s) on customers’ satisfaction. To meet
this objective, the researcher identified explanatory research design. Explanatory research
helps establish the causal relationship between independent and dependents variables
(Kothari, 2004).In addition, the study is cross-sectional in the sense that relevant data was

collected at one point in time.

3.3 Data Type and Sources

This study is based on both primary and secondary sources for collecting facts relating to
topic under research. The primary data was collected through questionnaire from customers

of the points of sales and the secondary data was collected from the records of the company.

3.4 Target Population

The target population for the study comprises of ethiotelecom service subscribers or
customers who use Adama points of sales for different telecom services. According to the
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data obtained from the points of sales, the total number of subscribers (customers) in Adama
city is about 458,102 (i.e. Fixed line service customers, 25266, Mobile service customers,
410172, CDMA and EVDO service customers, 20182, and Broad band internet service
customers, 2482).

3.5 Sample Size and Sampling Techniques

The sample size was determined by Isragl (1992) published table for finite population. And it
was determined using a confidence level of 95% and acceptable error unit of 7 % that is
acceptable in social science research.

Table 1: Sample Size for £3%, £5%, +7%, and +10% Precision Levels where Confidence Level is
95% and P=0.5.

Size of Sample Size (n) for Precision (€)

Population

3% | £5% 7% | £10%
500 a 222 145 83
600 a 240 152 86
700 a 255 158 88
800 a 267 163 89
900 a 277 166 90
1,000 a 286 169 91
2,000 714 333 185 95
3,000 811 353 191 97
4,000 870 364 194 98
5,000 909 370 196 98
6,000 938 375 197 98
7,000 959 378 198 99
8,000 976 381 199 99
9,000 989 383 200 99
10,000 1,000 385 200 99
15,000 1,034 390 201 99
20,000 1,053 392 204 100
25,000 1,064 394 204 100
50,000 1,087 397 204 100
100,000 1,099 398 204 100
>100,000 | 1,111 400 204 100

Source: Israel (1992, p. 2)
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As aready described, the total population of the study was about 458, 102. Since the study’s
population fall in the category of the population size more than 100,000 as shown in Table 1,
the total sample size of the study becomes 204.

To select the respondents, the researcher employed convenience sampling. By convenience
sampling technique we refer to a technique that goes for the sample that is available in the
light of easy access (Kothari, 2004).Difficulty of getting the list of specific ethiotelecom
customers’ in Adama city and inability of contacting everyone who can be sampled were the
problems. Therefore, considering the time, accessibility and effort it will be needed to put in
place to do a probability sample, it was not possible for the researcher to use a probability

sampling technique

Ethio telecom has two points of salesin Adama city, namely Adama 1 and Adama 2 points of
sales. Adama 1 is located at the region office building of ethio telecom, and Adama 2 point of
sales resides on TETAS international hotel building, which is around the main square in
Adama. Accordingly, from both of the points of sales, the researcher selected equal number

of respondents, 102 from each, to fill the questioners.

3.6 Data Collection I nstruments

Standardize and self-administrative questionnaires were employed for this study because
according to Neguyen (2014), this survey approach is the most common method of primary
data collection in marketing research and the advantages are simple manageable and data
consistency. In addition, questionnaires can be used to cover alarge number of respondents.
Using the questionnaire the researcher can easily measure the degree of service quality
according to each dimension that might have an impact on customer satisfaction. The
guestionnaires were developed in search of the study objectives with close-ended questions,

designed from literature review.

The guestionnaire has three sections consisting of 33 questions. The first section was to
solicit data on characteristics of the respondents. It included the age, gender, occupation, type
of service used, frequency of visit and purpose of the current visit to ethio telecom points of
sales. The second part focused on perception level of customers towards ethio telecom points
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of sales service quality. The research instrument designed to measure the perception level of
customers on ethio telecom points of sales service quality is based on the five dimensions of
service quality with 22 service items of the SERVPERF model (performance only scales).
The developed questionnaire includes four items correspond to the tangibles dimension, five
items correspond to the reliability dimension, four items correspond to the responsiveness
dimensions, four items to the assurance and five items to empathy. The third part of the
guestionnaire contained 5 items to measure the overal customer satisfaction towards the
point of sales service adopted from Wang, et al., (2004) and Ling (2008).

Service quality and customer satisfaction instruments were measured using scale question to
which respondents were asked to rate their agreement using a five -point Likert response
scales; strongly disagree, disagree, neutral, agree and strongly agree. Their numeric value
range from one (1) strongly disagree to five (5) strongly agree. This scale has been verified
for its reliability and widely adopted in many social science researchers in their surveys
(Nguyen, 2014).The research questionnaire developed in English language was trandlated to
Amharic and Afan Oromo language in order to entertain respondents to give answer to

guestions with understanding. The translation was subjected to peer review.

3.7 Data Collection Procedure

A self-administered, structured questionnaire was used to gather data from respondents to the
study. The researcher first sought permission from the concerned officials of the two points

of sales asto alow their premises to be used for this study.

To avoid bias and errors, the researcher and/or the research assistants collected the data on
three days of a week in a period of three weeks from April 1, 2015 to April 22, 2015. The
working days were chosen as in the first, middle, and last days of a week, namely, Monday,
Wednesday, and Saturday.

Respondents’ were requested to fill the questionnaire on their way out from the point of sales.
Each respondent was made to fill a questionnaire after a brief introduction and objective of
the study has been explained. The researcher and/or the research assistant approaches as
many customers as possible on each visit until the required number of sample size were
filled.
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3.8 Validity and Reliability

Reliability refers to the degree to which data collection method or methods will yield
consistent findings if similar observation would be repeatedly made by the same respondents
(Hair, et a., 2000).The internal reliability tested with Cronbach’s Alpha (a), which measures
the correlation between the variables that attempt to determine a concept. Cronbach’s Alpha
test shows a value between 0 and 1, where 1 means a perfect correlation and O means no
correlation at al an ideally, the Cronbach apha coefficient of a scale should be above
0.7(Pallant, 2005).

The result of reliability test for the questionnaire in the current study is shown in the
following table. As it is indicated in the table below, the test result is between 0.723 and

0.841.

Table 2: Reliability test

Constructs No. of Items Cronbach’s Alpha
Tangibility 4 .760
Reliability 5 770
Responsiveness 4 T71
Assurance 4 723
Empathy 5 144
Customer satisfaction 5 841

Source: Own Survey (2015)

The Cronbach's Alpha coefficient of the tangibility, reliability, responsiveness, assurance,
and empathy dimensions as shown on the Table 2 were 0.760, 0.770, 0.771, 0.723, and
0.745respectively. The result of the analysis shows that the values were found in the
acceptable level, which is above 0.7. This indicates that all the items in each dimension are
internally consistent. In addition, the overall alpha coefficient of the five service quality
dimensions is 0.869, which reveals that the dimensions were considered as reliable
measurements for the points of sales service quality. Furthermore, the apha coefficient of the

dependent variable customer satisfaction is 0.841. The value of this variable is aso in the
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acceptable area, which indicates that al the five items measuring customer satisfaction are
internally consistent.

In general, the Cronbach apha result demonstrates that the measurement items are reliable
and adequate to measure the effect of points of sales service quality towards customer
satisfaction.

Validity is concerned with the degree to which an instrument measures what it is supposed to
measure. Number of steps were undertaken to ensure the validity of the study;

> Data was collected from the reliable source, from respondents who are more
representative for the point of sales service.

» Survey question were made based on literature review and frame of reference to ensure
the validity of the result.

» The questionnaire has been pre-tested by marketing instructors, who are expert on the
issue under investigation. Then a modified draft questionnaire was translated to a local
language with the help of peers.

» Questionnaire has also been pilot-tested by the respondents before starting the survey.

And so, the researcher made a pilot test on 20 customers.

3.9 Data Processing and Analysis

To ensure the accuracy and completeness of the data given by the respondents, the collected
data was organized, sorted and coded at the end of the data collection period and then the data
was captured and analyzed using descriptive and inferential statistics(correlation and multiple
regressions) with the help of Ms excel and SPSS version 20.

The descriptive statistical results were presented by tables. To analyze the patterns of
respondent’s characteristics, frequencies and percentages were employed. Mean and standard
deviations values were computed to assess the level of each service quality dimensions and
customers satisfaction variables. In this regard, the mean score shows perceptions of
customers’ towards the service quality dimensions and the overall satisfaction on 5 points of
Likert scales. The mean scores are interpreted based on the criteria used by Motwani, et d.,
(2014) and Pongsena, (2014) which helped in categorizing customers’ level of agreement. On
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the analysis, high standard deviation indicates the data is wide spread and this shows that
customer gave a variety of opinion, whereas, low standard deviation means the respondents

expressed close opinions.

Pearson’s correlation coefficient was used to determine the relationships between service
guality dimensions (tangibility, reliability, responsiveness, assurance and empathy) and
customer satisfaction. Correlation coefficients run from -1 to +1. Correlation coefficients
close to -1 show a strong inverse relation and a coefficient close to +1 denotes a strong direct
relation.

Finally, the conceptual framework of the study indicates more than one independent variable.
As a result the multiple regressions analysis was used to determine the effect of each
independent variable (tangibility, reliability, responsiveness, assurance, and empathy) on the

dependent variable (customer satisfaction).

The equation of multiple regression on this study is built around the dependent variable and

independent variables.

Regress customer satisfaction on the service quality dimensions
Yi=B1+B2X2 + B3 X3 + B 4X4 + B 5X5 + B6X6

Where Yi isthe dependent variable (customer satisfaction)
X2, X3, X4, X5, and X6 are the independent variables (service quality dimensions)
B1 istheintercept term- it gives the mean or average effect on Yi if all the variables excluded

from the equation
B2, 33, B4, B5, and 36 refersto the coefficient of their respective independent variable which
measures the change in the mean value of Y, per unit change in their respective independent

variable.

In addition to the regression model stated above, the constructed hypothesis can only be
accepted if the p-valueisless than 0.05.
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CHAPTER FOUR: DATA ANALYSIS AND INTERPRETATION

4.1 I ntroduction

This chapter presents the statistical result and discussion of the data gathered through
guestionnaires. The chapter consists of two major sections where the first section presents
only the result of the descriptive and inferential statistics tools while second section presents
the discussion of the dtatistical result in comparison with the previous empirical findings

made on the subject matter.

4.2 Presentation of Results of Descriptive Statistics

Based on to the objectives of the study, the following sections describe a redlity regarding the
level of service quality and customer satisfaction. To make some general observations about

the data gathered, characteristics of respondentsis also analyzed.

4.2.1 Respondents Characteristics

The frequency and the percentage of the characteristics of sampled 204 customers of ethio
telecom, Adama points of sales is summarized and depicted in the table 3 below. The
demographics factors used in this research include variables like the age, gender, occupation,
educational background, and service type. And, some general questions like type of service
the customers is using, the number of times the customer visited the points of sales,
frequency of visits (if the no visit is > 2) ,and reason for the current visit are al'so addressed in
this section.
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Table 3: Frequency and Percentage of Respondents’ Characteristics

e Frequency(
Factors Classification N=204) Percentage
Gender Mae 141 69.1
Female 63 30.9
Age Under 18 14 6.9
Between 18-30 126 61.8
Between 31-45 47 23
Above 45 17 8.3
Occupation Student 58 28.4
Self-employed 42 20.6
Public — employee 47 23
Private — employee 36 17.6
Unemployed 21 10.3
Servicetype Mobile Service 99 48.6
Fixed line service 59 28.9
CDMA Wireless service 16 7.8
Internet Service 30 14.7
No of times the customer
visited the points of sales Once 15 4
Twice 35 171
More than two times 154 75.5
Frequency of visits (if the 00 2 month 95 46.6
no visit is> 2)
Once in amonth 48 235
Morethan twicein a 61 299
month
\F;i?[son for the current Service purchase 48 235
SIM card replacement 97 47.5
Mobile Apparatus Purchase 12 59
To register complaint 19 9.3
To settle monthly bill 23 11.3
For other service 5 2.5

Source: Own survey (2015)
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From the result of the study as shown in Table 3, male respondents had the higher frequency
level representing 69.1% of the survey population while the female respondents represented
30.9 %. The age statistics indicated that the highest age group from the study was those
between 18 to 30 years comprising 61.8% of the respondents sampled for the study followed
by the age group between 31 to 45 years, representing 23 % of the respondents. The least age
group was above 45, representing 8.3% of the respondents and below 18, representing 6.9%.
Hence we can notice that there were large numbers of young people using ethio telecom,
Adama points of sales services. With respect to sex of respondents, 69.1% of the customers
are mae and the rest 30.9% are female customers. Considering the occupation of the
respondents, higher frequency level representing 28.4% of customers are students followed
by public employee (23%), self-employed (20.6%), and private-employee (17.6%)
respectively. The least frequency (10.3%) goes for unemployed customers.

Most of the respondents are mobile service subscribers, which are about 48.6 % of the
respondents, followed by fixed line service subscribers (28.9%), internet service subscribers
(14.7%) and only 7.8 % of respondents are CDMA Wireless service subscribers. With regard
to the number of times the respondents visited the point of sales, mgjority of them (75.5% of
the total respondents) confirmed that they visited the service encounter more than twice,
17.1% of respondents visited the point of sales exactly twice and the least percentage (7.4%)
of respondents visited the point of sales only once. Therefore, it can be inferred that, magjority
of the customer have an experience with the point of sales service. So they can judge the level
of service quality they are receiving from the points of saes. From those customers who
visited the point of sales more than twice, 46.6 % of them have a frequency of visiting twice a
month, 29.9% of the respondents visited the points of sales more than twice a month and the
rest 23.5 % of the respondents visited once in a month. Finally, regarding the reason for the
current visit at the time of survey, 47.5 % of the respondents were seeking for ssim card
replacement followed by service purchase (23.5%), monthly bill settling (11.3%), and
registering complaint (9.3%). The least number of respondents (5.9 %) and (2.5%) were at

the point of sales to purchase mobile apparatus and other types services respectively.
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4.2.2 Perception Level of Customers on Points of Sales Service Quality
Dimensions

The following section is intended to assess the level of service quality and customers
satisfaction. For this purpose, descriptive statistics (mean and standard deviation) were
employed to assess the perception level of customers, which was measured using Five-Point
Likert Scale.

Table 4: Mean Score Range for Five-Scale Likert’s Response

Mean Level of agreement
From 1.00 to 1.80 Strongly Disagree
From 1.81to 2.60 Disagree

From 2.61to 3.40 Neutral

From 3.41t0 4.20 Agree

From 4.21 t0 5.00 Strongly Agree

Source — (Motwani, et a., 2014; Pongsena, 2014)

According to Motwani, et a., (2014) and Pongsena, (2014) the resulted mean scores were
classified in ranges to fit the five-scaled Likert’s level of agreement (strongly disagree,
disagree, neutral, agree, and strongly agree) as shown in Table 4. Therefore, based on the
above criteria, customers’ level of agreement on each item for all variables under study were

determined as follows;
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4.2.2.1Customers’ Per ception on Tangibility Dimension

The tangibility dimension was assessed by four constructs. As it can be seen from Table 5,

the results obtained from the analysisis presented in mean and standard deviation as follows

Table 5: Mean and Sandard Deviation Results of Tangibility Dimension

Level of
Std. Agreement

Item Mean Deviation (in Mean)

The point of sales has modern looking

. 3.72 965 Agree
equipments

T_he point of gales physical features are 364 928 Agree
visually appealing

Employees of the point of sales are well 376 886 Agree

dressed and neat appearing

Materials associated with the service (such
as pamphlets, brochures etc) are visualy 3.58 847 Agree
appealing in the point of sales

Source: Own Survey (2015)

From table 5, the mean score results show customers agreement in all of the four constructs
describing tangibility dimension. The highest mean score was shown by the item that assesses
well dressing and neat appearing of employees in the points of sales(mean = 3.76, SD = .886)
while the least mean was scored by visually appealing of materials associated with the service
in the point of sales(mean = 3.58, SD =.847).
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4.2.2.2 Customers’ Perception on Reliability Dimension

Table 6: Mean and Sandard Deviation Results of Reliability Dimension

Levd of
Std. Agreement

Item Mean Deviation (in Mean)

The Point of sales provide services as

promised 3.36 975 Neutral
When yoy havg problem, thg Po'lnt of sales 3.60 902 Agree
shows asincereinterest in solving it

The .p0| n_t of sales performs the service right 3,56 807 Agree
thefirst time

The POI nt of sales provides its service at the 351 879 Agree
timeit promisesto do so

The point of salesinsists on error free records 3.40 .860 Neutral

Source: Own Survey (2015)

As shown in table 6, reliability dimension was measured by five constructs. From these
constructs, customers were in agreement with items; the point of sales shows a sincere
interest in solving customers problem (mean=3.60, SD=.902), the point of sales performs
services right the first time (mean=3.56, SD=.807) and the point of sales provides its service
at the time it promises to do so (mean=3.51, SD=.879). Whereas, the customers responses on
items: the points of salesinsists on error free records (mean= 3.40, SD=.860) and the point of
sales provide services as promised (mean=3.36, SD=.975) is neutral. That means, no clear
view is received on these items so it can’t be said certainly that the points of sales maintain

error free of records or not, and serviceis delivered as promised or not.
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4.2.2.3 Customers’ Perception on Responsiveness Dimension

Table 7: Mean and Sandard Deviation Results of Responsiveness Dimension

Level of
Std. Agreement

Item Mean Deviation (in Mean)

Employees in the point of sales tell you

exactly when the services will be performed 300 78 Aaree
Employees I|n the point of saes give you 381 748 Agree
prompt service

Employees in the point of sales are aways 3.80 821 Agree
willing to help you

Employees in the point of sales are never too 3.94 840 Agree

busy to respond to your request

Source: Own Survey (2015)

Regarding the responsiveness of service which is measured by four constructs, as shown in
table 7, the respondents agreed on all of the four constructs that determines responsiveness of
the points of sales service. The highest mean score was on the points of sales employees
readiness to respond on customer request (mean=3.94, SD=.840) while the least mean is
scored by item that addresses employees performance towards informing exactly when the
service will be performed (mean=3.66, SD=.768).
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4.2.2.4 Customers’ Perception on Assurance Dimension

Table 8: Mean and Sandard Deviation Results of Assurance Dimension

Level of
Std. Agreement

It M . .
em ean Deviation (in Mean)

The behavior of employees in the point of

salesingtills confidence in you 378 728 Agres
Y(?u feel safe in your transactions with the 370 821 Agree
point of sales

Emplloyees in the pqlnt of sdes are 3.62 795 Agree
consistently courteous with you

Employees in the point of sales have the 375 784 Agree

knowledge to answer your questions

Source: Own Survey (2015)

Table 8 shows customers’ perception level towards the assurance dimensions which is
measure by four items. The customers are in agreement with al of the four constructs
describing assurance. The highest level of customers agreement was revealed on the behavior
of employees installing confidence in customer (mean=3.78, SD=.728).Whereas, the least
level of agreement was given to an item that addresses customers feeling safe in transaction
with the points of sales (mean=3.70, SD=.821).
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4.2.2.5 Customers’ Perception on Empathy Dimension

Table 9: Mean and Sandard Deviation Results of Empathy Dimension

Level of
Item Mean  Std. Deviation A.greement
(in Mean)
The pomt of sales gives you individual 3.40 798 Neutral
attention
The po_mt of sales has operating hours 370 803 Agree
convenient to customers
The point of sdes has employees who 857 Agree
give you personal attention
The point of sales has your best interest at 367 857 Agree
heart
The employees of the point of sdles .., 820 Agree

understand your specific needs

Source: Own Survey (2015)

With regard to empathy of service in ethio telecom, Adama points of sales which is measured
with five items, as shown in table 9, customers response was in agreement with items such as
understanding the specific needs of customers(mean=3.71, SD=.820), convenient operating
hours of the point of sales (mean=3.70, SD=.803), personal attention given to customers by
employees of the points of sales (mean=3.70, SD=.857) and the point of sales always has
customers interest at heart (mean=3.71, SD=.820). On the other hand, customers were asked
to share their view on whether the points of sales give individual attention to its customers or

not. No clear view isreceived on this opinion (mean = 3.40, standard deviation = .798).
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4.2.2.6 Customers’ Perception towards Satisfaction of Point of Sales Service

Table 10: Mean and Sandard Deviation of Customer Satisfaction

Level of

Std. Agreement
ltem Mean o )
Deviation (in Mean)

The point of sales completely meets my

_ 3.61 922 Agree
expectations
In my view, the point of sales is customer-
. 3.58 .853 Agree
oriented
| feel absolutely delighted with the point of
_ 3.59 .846 Agree
sales services
My experience with ethio telecom point of
. 3.60 .833 Agree
salesis excellent
| am completely satisfied with the services
3.52 .845 Agree

delivered by the point of sales

Source: Own Survey (2015)

As the statistical results on Table 10 depicts, the mean result of the five items indicates that
customers are in agreement with all of the constructs reveling their satisfaction. The
customers’ highest agreement level was shown on the item stating the points of sales
completely meets customers expectations (mean=3.61, SD=.922). However, the lowest
agreement was revealed on the item measuring the complete satisfaction of customers on the

point of sales service (mean=3.52, SD=.845).
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4.2.2.7 Summary of Customers’ Perception on Variables /Dimensions of the Study

Table 11: Summary of Mean and Standard Deviations of Study’s Variables/dimensions

Level of
Variables/dimensions Mean Std. Deviation Agreement(in Mean)
Tangibility 3.68 .692 Agree
Reliability 3.49 .639 Agree
Responsiveness 3.80 611 Agree
Assurance 3.71 578 Agree
Empathy 3.63 579 Agree
Overal Customers Satisfaction 3.58 672 Agree

Source: Own Survey (2015)

Table 11 shows the summery of perception level of customers on the variables or dimensions
of the study. The customers’ perception level on the variables/ dimensions of the points of
sales service quality and customer satisfaction reflected agreement. The highest level of
agreement was scored by responsiveness (mean= 3.80, SD=.611) followed by assurance
(mean=3.71, SD=0.578), tangibility (mean=3.68, SD=0.692), and empathy (mean=3.63,
SD=0.579).Whereas the least level of agreement was scored by reliability dimension (mean =
3.49, SD = .639).The standard deviation of the variables is ranged between 0.578 and 0.692

which indicates customers expressed close opinions.

4.3 Presentation of Inferential Statistics Results

The relationship between independent variables (service quality dimensions) and dependent
variables (customer satisfaction) of the study were investigated using Pearson correlation
coefficient. According to Ling (2008), among a number of different coefficients used to
measure correlations variables, the best known is the Person product-moment correlation

coefficient.
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Multiple regression on the other hand is used when the researcher wants to explore the
predictive ability of a set of independent variables on one dependent variable. It shows the
degree by which the independent variables explain the variance in the dependent variable, at
the same time it indicates the respective contribution of each of these independent variables,
and helps to determine whether the results are statistically significant or not. As an inferential
statistics tool, multiple regression was used for hypotheses testing (Pallant, 2005).Regression
anaysis is used when independent variables are correlated with one another and with the
dependent variable (Ling, 2008).

4.3.1 Correlations of Points of Sales Service Quality and Customer Satisfaction

Table 12: Correlations Results of Service Quality Dimensions and Customer Satisfaction

Tangibility  Reliability Responsiveness  Assurance  Empathy

Tangibility

Reliability 597"

Responsiveness 455" .608™

Assurance 546" 826" 645"

Empathy 486" 555" 500" 5227

Customer satisfaction 581" 852" 674" 833" 616

** Correlation is significant at the 0.01 level (2-tailed).
Source: Own Survey (2015)

Table 12 revealed a significant and positive relationship between the independent variables
(tangibility, reliability, responsiveness, assurance, and empathy) and the dependent variable
(customer satisfaction). The highest significant and positive relationship was between
reliability and customer satisfaction (r = 0.852, p <.01), followed by assurance and customer
satisfaction (r =0.833, p <.01), responsiveness and customer satisfaction (r =0.674, p <.001),
empathy and customer satisfaction (r = 0.616, p <.01). The least correlation was between
tangibility and customer satisfaction (r = 0.581, p <.01).Because the correlation was positive,
service quality and customer satisfaction is positively related, which means the better service
quality was the higher customer satisfaction.

Once it is known that the service quality dimensions are correlated with customers’
satisfaction, the next step will be the analysis of significant influence of each service quality
dimensions on customers ‘satisfaction which is investigated through multiple regressions as

follows.
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4.3.2 Regression Analysis and Hypothesis Testing Results

In multiple regression anaysis, multicollinearity refers to the correlation among the
independent variables and to have good results, the independent variables should not be
highly correlated with each other (Pallant, 2005).

To make sure there is low multicollinearity, the values of Tolerance and VIF (Variance
Inflation Factor) should be checked. Tolerance value indicates to what extent the independent
variables do not explain much of the variability of a specified independent variable and the
value should not be very small (should be more than 0.10) to indicate the absence of
multicollinearity. In addition to that, VIF, the inverse of tolerance value, should have a value

of lessthan 10 to avoid any concerns of multicollinearity (Pallant, 2005).

Table 13: Multicollinearity Test

Model Collinearity Statistics
Tolerance VIF
Tangibility 0.601 1.664
Reliability 0.275 3.641
Responsiveness 0.537 1.861
Assurance 0.283 3.539
Empathy 0.621 161

Dependent Variable: Overall customer satisfaction
Source, Own survey (2015)

Therefore, as shown in table 13, the result of multicollinearity test indicates variance inflation
factor (VIF) values were less than 10, and the tolerance values were more than 0.1 meaning
that no problem of multicollineaarity or the independent variables of the study were not
highly correlated. Besides, Kurtosis and Skewness values were used to check the normality of
each variable used in the research. Skewness values within the range of (-1) to (+1) and
Kurtosis values within the range of (-3) to (+3) indicate an acceptable range (Martey,
2014).This assumption of normality tests has not been violated in this study (see the
attachment in the appendix- C)
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Table 14: Model summery

R R Square Adjusted R Square Std. Error of the Estimate

.900% .809 .804 297
Predictors. (Constant), Empathy, Tangibility, Responsiveness, Assurance, Reliability

Source, Own survey (2015)

From the results of model summery presented in table 14 above, R = 0.900 which shows
strong relationship between the five service quality dimensions and customer satisfaction.
The adjusted R-Square shows that tangibility, reliability, responsiveness, assurance, and
empathy jointly determine (explain) 80.4% of the variance in customer satisfaction .The other
unexplored variables may explain the variation in customer satisfaction which accounts for
19.6 %.

Table 15: ANOVA of Predictor Variablesin the Test

ANOVA?

Model Sumof Squares Df  Mean Square F Sig.
Regression 74.234 5 14.847  168.024  .000°
Residual 17.495 198 .088

Total 91.729 203

a. Dependent Variable: Overall customer satisfaction
b. Predictors. (Constant), Empathy, Tangibility, Responsiveness, Assurance,
Reliability

Source, Own survey (2015)

From the model summery (table, 14), service quality dimensions jointly determine 80.4%
variation in customer satisfaction. And to assess the statistical significance of this result, the
anaysis-of-variance (ANOVA) test was performed as shown in Table 15. Consequently, the
regression result was found to be statistically significant (F (5, 203) = 168.024, P vaue less
than .05).Therefore, there was a statistically significant association between service quality
dimension and customer satisfaction.
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Table 16: Results of Regression Coefficient

Coefficients®
Model Unstandardized Standardized T Sig.(P)
Coefficients Coefficients
B Std. Error Beta

(Constant) -.555 162 -3.434 .001
Tangibility 034 .039 .035 0.867 387
Reliability 435 .062 414 6.988 .000
Responsiveness 150 .047 136 3.216 .002
Assurance .362 .068 311 5334 .000
Empathy 161 .046 139 3.525 .001

Dependent Variable: Overal customer satisfaction
Source, Own survey (2015)

According to Pallant (2005), the values of the Standardized Beta Coefficients () indicate the
effects of each independent variable on dependent variable when the variance explained by
al other service quality dimensions in the model is controlled. The t value and the sig (p)
value indicate whether the independent variable is significantly contributing to the prediction
of the dependent variable. If the Sig (p) value is less than .05 then the variable is making a
significant unique contribution to the prediction of the dependent variable. However, if Sig
(p) value is greater than .05, and then we can conclude that that variable is not making a
significant unique contribution to the prediction of the dependent Variable (Pallant, 2005).

Therefore, the study hypothesis was tasted based on the 8 and Sig (p) values generated from
the Tablel6 and the following results are obtained;

> Hol: Tangibility doesn’t have a positive and significant effect on satisfaction of
customers of ethiotecom, Adama points of sales
> Hal: Tangibility has a positive and significant effect on satisfaction of customers of

ethiotecom, Adama points of sales

As shown in the table of coefficients summary, the t-statistics for the tangibility is 0.867 (p-
value > 0.05) and betais 0.035. Therefore, there is sufficient evidence to conclude that
tangibility has a positive but insignificant effect on customers’ satisfaction in ethiotelecom,

Adama points of sale. Therefore, null hypothesisis accepted.
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» Ho2: Reliability doesn’t have a positive and significant effect on satisfaction of
customers of ethiotecom, Adama points of sales
» Ha2: Reliability has a positive and significant effect on satisfaction of customers of
ethiotecom, Adama points of sales
As shown in the table of coefficients summary, the t-statistics for the reliability is 6.988 (p-
value <0.05) and beta is 0.414. Therefore, there is sufficient evidence to conclude that
reliability has a positive and significant effect on customers’ satisfaction, in ethiotelecom,
Adama points of sale. Therefore, the null hypothesisis rejected.

> Ho3: Responsiveness doesn’t have a positive and significant effect on satisfaction of
customers of ethiotecom, Adama points of sales
» Ha3: Responsiveness has a positive and significant effect on satisfaction of customers
of ethiotecom, Adama points of sales
As shown in the table of coefficients summary, the t-statistics for the responsivenessis 3.216
(p-value <0.05) and beta is 0.136. Therefore, there is sufficient evidence to conclude that
responsiveness has a positive and significant effect on customers’ satisfaction, in
ethiotelecom, Adama points of sale. Therefore, the null hypothesisis rejected.

» Ho4: Assurance doesn’t have a positive and significant effect on satisfaction of
customers of ethiotecom, Adama points of sales
» Had: Assurance has a positive and significant effect on satisfaction of customers of
ethiotecom, Adama points of sales
As shown in the table of coefficients summary, the t-statistics for the assurance is 5.334(p-
value <0.05) and beta is 0.311. Therefore, there is sufficient evidence to conclude that
assurance has a positive and significant effect on customers’ satisfaction, in ethiotelecom,
Adama points of sale. Therefore, the null hypothesisiis rejected.
» Hob5: Empathy doesn’t have a positive and significant effect on satisfaction of customers
of ethiotecom, Adama points of sales
» Hab: Empathy has a positive and significant effect on satisfaction of customers of
ethiotecom, Adama points of sales
As shown in the table of coefficients summary, the t-statistics for the empathy is 3.525 (p-
value <0.05) and beta is 0.139. Therefore, there is sufficient evidence to conclude that
empathy has a positive and significant effect on customers’ satisfaction, in ethiotelecom,

Adama points of sale. Therefore, the null hypothesisiis rejected.
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Considering the relative contribution each service quality dimensions in explaining customers
satisfaction, reliability dimension having the largest beta value (=0.414) was the strongest
contributor followed by assurance ($=0.311), empathy ($=0.139), and responsiveness
(B=0.136) respectively. However, tangibility ($=0.035) is the least contributor to explaining

customers satisfaction.

4.4 Discussion of the Study Findings

The general objective of the research was to measure service quality and its subsequent effect
on customers’ satisfaction in reference to ethiotelecom, Adama points of sales. In line with
this, the study assessed the perception level of customers towards the points of sales service
quality dimensions, and the overall satisfaction of customers on the points of sales service
was aso examined. Moreover, the relationship between each services quality dimensions
(independent variables) and customer satisfaction (dependent variables) was explored.
Furthermore, the hypotheses constructed have been tested to obtain the significant influence
of the service quality dimensions (tangibility, reliability, responsiveness, assurance, and
empathy) on customer satisfaction. The reliability and validity test in the study revealed that
both the independent and dependent variables constructs were appropriate for measuring
service quality and customer satisfaction. Therefore, this section tries to discuss the findings

of the statistical analysisin relation to the previous researches and literatures.

4.4.1 Perception Level of Customers’ on Points of Sales Service Quality

Descriptive statistics, mean and standard deviation, were used to examine customers
perception level towards the points of sales service quality dimensions and overall customer
satisfaction. The perception level of customers’ according to the mean score results reflect
agreement to all the points of service quality dimensions and the dependent variable,
customer satisfaction. The highest level of agreement was observed in responsiveness
dimension followed by assurance, tangibility, empathy, and reliability respectively. These
findings don’t concur with Khan, (2010) study in which tangibility has the highest mean
scores followed by reliability, empathy, responsiveness, and assurance respectively. On the

other hand, according to Sandhu, et a., (2013) study, the highest customers’ perception is
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scored on empathy followed by assurance, reliability, responsiveness, and tangibility. These
findings clearly indicate that the quality of service provided in each dimensions differs from
one organization context to the other. Considering the mean scores of each dimension as per
the perception of the customers the following findings are obtained:

» Tangibility of service addressed issues such as the points of sales overall physical
appearance, employees’ appearance, completeness and modernity of facilities &
equipments in the service area. In this regard, Customers agreed that ethio telecom
Adama points of sales have visually appealing and modern looking equipments. Besides,
majority of customers believed that employees of the points of sales are well dressed and
neat appearing. According to Zeithaml et a., (2009) these qualities evaluate the
capability of service providers and they are used by firms to convey image and signal
quality. In thisregard, ethiotelecom, Adama points of sales are doing well.

> Réliability of service deals with the ability of ethio telecom point of sales and its contact
employees to perform the promised service accurately and dependably. Khan, (2010)
ascertained that for telecom users, the consistency and dependable service is extremely
important. With respect to this dimension, customers confirmed that the points of sales
provide the service right the first time and it is delivered within the time promised.
Besides, customers agreed that the points of sales have an interest in solving their
problems. However, customers didn’t provide clear view on whether the points of sales
delivers service as promised, and maintain error free records or not. In overal, athough
reliability scored the least mean compared to the other service quality dimensions,
majority of the customers agreed that the points of sales provide reliable service to its

customers.

> Responsiveness of service relates to the willingness of front line employees in ethio
telecom points of sales to provide prompt service and help customers. In this regard,
customers agreed that employees of the points of sales are willing to help customers and
they tell exactly when the service is going to be delivered. Furthermore, customers feel
that employees of the points of sales are never too busy to respond to customers’ request,

and they provide prompt services.
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» Assurance focuses on the knowledge and courtesy of front line employees in the points
of sales and their ability to convey trust and confidence on customers. In this regard,
customers believed that employees of the points of have the knowledge to answer their
guestions. Besides, customers agreed that the employees are consistently courteous with
them. Moreover, customers declared that they fedl safe in transaction with the points of
sales.

» Anempathy dimension is all about the ability of the point of sales and its staffs to provide
a carrying and individualized attention to customers and understand customers need. In
this regard, customers are in agreement that the points of sales have convenient working
hours for its customers, and caring and ability to be approachable of employees are good.
However, customers are not certain about whether the points of sales give individual
attention to its customers or not. Therefore, personnel in the points of sales service should

strive to improve the customized or individualized service requirements of the customers.

» Customers’ perception on their overall satisfaction towards ethio telecom, Adama points
of sales service indicates they are satisfied with the service since from the mean scores
they agreed that the points of sales service meets their expectations, the points of sales
are customer oriented, and the experience they encountered with ethio telecom, Adama

points of salesis good.

4.4.2 Relationship between Points of Sales Service Quality and Customer Satisfaction

From the correlation analysis made, it is evident that al the five service quality dimensions
namely tangibles, reliability, responsiveness, assurance, and empathy have positive and
significant relationship with overall customer satisfaction. The highest significant and
positive relationship was between reliability and customer satisfaction, followed by assurance
and customer satisfaction, responsiveness and customer satisfaction, empathy and customer
satisfaction, the least correlation was between tangibility and customer satisfaction. This
finding is consistent with the findings of Loke et al., (2011); Arokiasamy & Abdullah, (2013)
in which all the five service quality dimensions positively and significantly related with
customer satisfaction. Because the correlation was positive, service quality and customer
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satisfaction is positively related, which means the better service quality was the higher
customer satisfaction.

Comparing the correlation results and the mean scores of service quality dimensions, thereis
a mismatch between service quality the points of sales provides and service quality the
customers’ preferred. The points of sales gives more emphasis on responsiveness of service,
which is well in mean score but what customers prefer most in the quality of service to
enhance their satisfaction isreliability. Similarly, customers give less attention for tangibility
whereas the points of sales give relatively good emphasis on tangibility. This finding is
concurred with Zethema and Bitner (2003) opinion who stated that one of the most
managers’ mistakes in trying to improve service quality and customers’ satisfaction is

spending resources on wrong initiatives.

From the regression analysis made, reliability had a positive and significant effect (influence)
on customer satisfaction in ethio telecom, Adama points of sales. This means that customer
satisfaction is dependent on reliability of the points of sales service. This finding is
consistence with the findings of Loke et al., (2011) and Agyapong (2011) who reported that
reliability has a positive and significant effect on customer satisfaction in telecom service.
Moreover, this finding proved Zeithaml et al., (2009), suggestion of reliability as the most

important dimension in service sector for customers’ satisfaction.

The finding of this study further indicates that assurance has a positive and significant effect

on customer satisfaction. This finding is supported by Loke et a., (2011), and Wang and Lo
(2002) who found that assurance has a significant and positive effect on telecom customer
satisfaction.

Besides, the regression result of the study showed that empathy has a positive and significant
effect on customer satisfaction. Similarly Loke et al., (2011) study found empathy of service
as a significant contributor to customers’ satisfaction. However, Wang and Lo (2002) found
that responsiveness do not have a significant effect on customer satisfaction. The
dissmilarity of findings between the studies could be due to context difference and research
methodology applied.
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Moreover, the finding of this study indicates that responsiveness has a positive and
significant effect on customer satisfaction. This finding is consistence with Agypong (2011)
& Loke et d., (2011) study who reported that responsiveness has a significant effect on
customer satisfaction. However, Wang and Lo (2002) found that responsiveness do not have

asignificant effect on customer satisfaction.

However, the result of the regression analysis indicates tangibility has a positive relation but
insignificant influence on customer satisfaction. This shows tangibles like having up-to-date
equipment and materials, having visual appealed physical facilities, well dressed and neat
appearing employees have no significant effect on the satisfaction of ethiotelecom, Adama
points of sales customers. This finding concur with the outcome of Loke et a., (2011) study
who reported that tangibility is positively correlated with customer satisfaction but the
influence is insignificant. Similarly, Sandhu, et a., (2013) study confirmed that physical
aspects have a positive but insignificant effect on satisfaction of telecom customers.
However, study conducted by Agypong (2010) revealed that tangibility has a positive as well
as significance influence on customer satisfaction.

Furthermore, considering the relative contribution each service quality dimensions in
explaining customers’ satisfaction, reliability dimension having the largest beta value was the
strongest contributor followed by assurance, empathy, and responsiveness respectively.
However, tangibility is the least contributor to explaining customers’ satisfaction.

In overall, the results revedled that all the independent variables (service quality dimensions)
accounted for 80.4 percent of the variance in customer satisfaction. Thus, 80.4 percent of the
variation in customer satisfaction can be explained by the five service quality dimensions and
other unexplored variables may explain the variation in customer satisfaction which accounts
for about 19.6 percent. This finding clearly shows that service quality is the most important
factor for customers’ satisfaction. Put it in other way, a small increase in service quality will
boost customer satisfaction dramatically. However, not al of the service quality dimensions
have significant effect on customer satisfaction. Out of the five service quality dimensions,
four dimensions (reliability, responsiveness, assurance, and empathy) have positive and
significant effect on customer satisfaction. On the other hand, tangibility has a positive but

insignificant effect on customers’ satisfaction in ethio telecom, Adama points of sales.
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CHAPTER FIVE: CONCLUSION AND RECOMMENDATION

5.1 Introduction
This final chapter includes the conclusion drawn and recommendations made by the
researcher

5.2 Conclusions

The study was conducted to assess service quality and its subsequent effect on customers’
satisfaction in reference to ethiotelecom, Adama points of sales. To achieve the stipulated
objectives, the study majorly used primary data collected through self-administered
guestionnaire from 204 respondents. The study employed SERVPERF model consists of 22
different service features which are grouped into 5 different determinants. tangibility,

reliability assurance, responsiveness and empathy.

The mean scores were used to identify customers’ perception level on the points of sales
service quality dimensions and their overall satisfaction. The findings revealed that customers
of the points of sales show their agreement towards al service quality dimensions
(tangibility, reliability, responsiveness, assurance, and empathy) and the overall satisfaction.
This indicates ethiotelecom Adama points of sales customers’ are satisfied with the points of
sales service quality. The highest response of agreement was scored by responsiveness
followed by assurance, tangibility and empathy respectively. However, majority of customers
showed least level of agreement on reliability dimensions. Specifically, providing the
promised service, individual attention given to customers and error free of records are rated
asthe least provided service quality attributes in ethio telecom, Adama points of sales.

The correlation analysis of the study indicates that all service quality dimensions (tangibility,
reliability, responsiveness, assurance, and empathy) have positive and significant relationship
with customer satisfaction. This means that an excellent service delivery will lead to an
increase in customer satisfaction. The finding further indicates that the highest relationship
was found between reliability and customer satisfaction and the least relationship was

between tangibility and customer satisfaction.
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Comparing the correlation results and the mean scores of service quality dimensions, thereis
a mismatch between service quality the points of sales provides and service quality the
customers’ preferred. The points of sales gives more emphasis on responsiveness of service,
which is well in mean score but what customers prefer most in the quality of service to
enhance their satisfaction is reliability. Similarly, customers give less attention for tangibility

whereas the points of sales give good emphasis for this dimension.

The result of the regression analysis indicates service quality dimensions namely; reliability,
responsiveness, assurance, and empathy have a positive and significant influence on customer
satisfaction. However, tangibility dimension has a positive but insignificant effect on
customer satisfaction.

Generdly, al service quality dimensions jointly determine (explain) 80.4% of the variance in
customer satisfaction. That means, a small increase in service quality will boost customer
satisfaction dramatically.

5.3 Recommendation

In light of the findings and conclusions made above, the following possible recommendations
are suggested as being valuable to the management of ethio telecom, Adama points of sales

for maintaining and improving service quality activities to assure customer satisfaction.

» Improvement in the current service delivery has to be emphasized by the points of sales
management since customers’ level of agreement towards the service quality, as per the
mean score, is between 3.49 and 3.80 for al service quality dimensions. This indicates
customers’ agreement, not strong agreement.

» From the regression analysis undertaken, reliability is a major contributor to customers
satisfaction followed by assurance, empathy, responsiveness, and tangibility respectively.
Therefore, the points of sales to better satisfy its customers should give more emphasis on
atributes of reliability, assurance, empathy, responsiveness, and tangibility in their
descending order. Note that, tangibility is not as serious as reliability in affecting
customers’ satisfaction that doesn’t mean it should be ignored because it still has a

positive association with satisfaction.

Page |59



> In generd, it sounds that customers are valuing more to the human element and task
efficiency. Hence, to better maintain and improve the service quality, the points of sales
employees should be imparted with a knowledge and skill that would enable them to
accomplish their activities in the desired way. Besides, the behaviors of employees have
to be shaped in a way that can satisfy the customers of the points of sales. This could be
ensured through both training programs and pursuing appropriate motivational
techniques. But, when designing the training programs care must be taken to address the
dimensions according to their order asthey are prioritized in the findings.

> Particularly reliability is one of the most important factors influencing customer
satisfaction but less attention is given to this dimension than the others. Hence, the points
of sales must make every effort to provide reliable service which is expressed through
providing service as promised, performing the service exactly at the first time, showing a
keen interest in solving customers’ problems, providing service at the promised time and
insisting error free transactions. Specifically, the points of sales should give specidl
attention on providing service as promised and avoiding errors on transactions which are
rated as the least practiced in the points of sales. Additionally, from my own experience,
the one constraint that hinders front line employees to fully keep their promise to provide
aservice is the work and process in the back office. Therefore, the points of sales should
improve the integration and coordination between the works of the front line employees

and the back office.

» Empathy of service is aso the important factors to influence customer satisfaction in the
points of sales. However, next to reliability, relatively less attention is given for this
service quality dimension. One way of addressing this could be by treating customer with
great respect, giving individual attention to customers, serving customers based on their
specific needs and treating them in afriendly manner. Thisisto say, in order to maximize
customers’ satisfaction, the points of sales management should focus on these factors in
general and particularly individual attention given to each customer’s needs more
emphasis because it is rated as the least practiced in the points of sales. Hence, more
individual attention should be given to customers in order to better understand their needs
and better satisfy them.

Page |60



» Management of ethio telecom needs to conduct a research of this kind periodically to
study the perception of customers towards points of sales service quality to identify
shortcomings in its service quality so that it can improve and provide its service in

accordance with customers’ needs and wants.

5.4 Recommendations for Further Research

» Finding in this study reveal that one of the dimensions examined in this study (tangibility)
related positively but insignificant on prediction of the variance in customers’ satisfaction
which is opposite to other previous studies. Therefore, further studies should be conducted

to discover the consistency of the finding.

» Since the study did not investigated the association between demographic feature of
customers using the points of sales service and satisfaction, future research may explore
the association between gender, age, income, and customers’ satisfaction

» The scope of this study is confined to the level of service delivery quality of points sales
found in Adama city. Other research work should be conducted on service quality and
customers’ satisfaction in Adama town with respect to specific ethio telecom products
such as mobile, internet and fixed line .This helps to get insight about the overall service

quality of ethioteleom in Adama town.
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Appendix A: English Questionnaire

Questionnaire for Service Quality and Customer Satisfaction Survey on
ethio telecom

First 1 would like to thank you for your time. My name is Mesay Alebachew and | am a
graduate student at Adama Science and Technology University Department of Business and
Economics. | am conducting this study for the completion of my Masters Degree in Business

Administration.

The purpose of the study is to measure service quality and the level of customer satisfaction
in ethiotelecom. Your kind cooperation will help me to find reliable data and will be used
only for this study. Please try to answer all stated questions and | would like to thank you for

your time again.

Please mark your response with “v”
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Part one: Demographic information of respondents.

Age

[oelow 18 [l18-30 [131-45 [Iabove 45
Gender

[male [Female

Occupation

[Istudent DSeIf-empI oyed [public - employee

[private - employee DUnempI oyed
From services provided by ethio telecom which service do you currently use?

[ IMobile Service [Fixed line tel ephone service

[] cDMA Wireless Tl ephone service [linternet Service

If other please state

How many times did you visit ethiotelecom, point of sales?
DOnce DTwi ce D More than two times

If you visited ethio telecom point of sales more than two times, how frequently do you visit

ethio telecom points of sales?

D Once amonth D Twice amonth D More than twice a month times

What is the purpose of your current visit to ethio telecom’s point of sales

[IService Purchase [IsiM card Replacement [ IMobile Apparatus Purchase [ o

register complaint [ ITo settle monthly bill

If other please state
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Part two: Per ception towar ds service quality dimensions.

Please show the extent to which you believe the ethio telecom point of sales, you visited, has
the feature described in the statement. (1 represent = Strongly Disagree, 2 represent =
Disagree, 3 represent =Neutral, 4 represent =Agree, 5 represent = Strongly Agree).

Please mark your response with “v™

Service quality dimensions Your level of agreement

Tangibles 1,123 |4]5

Ethio telecom point of sales has modern looking equipment

The Ethio telecom point of sales physical features are visually
appealing

Employeesin the ethio telecom point of sales are well dressed and
neat appearing

Materials associated with the service (such as pamphlets, brochures

etc) are visually appealing in the point of sales

Reliability 1121 31|45

The Point of sales provide services as promised

When you have problem, the Point of sales shows a sincere interest
in solving it

The point of sales performs the serviceright the first time

The point of sales providesits service at thetime it promisesto do

SO

The point of salesinsists on error free records

Responsiveness 1121 31| 4|5

Employeesin the point of salestell you exactly when the services
will be performed

Employeesin the point of sales give you prompt service

Employeesin the point of sales are always willing to help you

Employeesin the point of sales are never too busy to respond to

your request
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Assurance 1 2 3 4

The behavior of employeesin the point of salesinstills confidence

inyou

You fedl safe in your transactions with the point of sales

Employeesin the point of sales are consistently courteous with you

Employeesin the point of sales have the knowledge to answer your
guestions

Empathy 12| 3| 4

The point of sales gives you individual attention

The point of sales has operating hours convenient to customers

The point of sales has employees who give you personal attention

The point of sales has your best interest at heart

The employees of the point of sales understand your specific needs

Part Three: Level of Customer Satisfaction

Please indicate your level of agreement on the below statements. (1= Strongly Disagree,
2=Disagree, 3=Neutral, 4=Agree, 5= Strongly Agree)

Statement 1 2 3 4

The point of sales completely meets my expectations

In my view, the point of salesis customer-oriented

| feel absolutely delighted with the point of sales services

My experience with ethio telecom point of salesis excellent

Overadl, | am completely satisfied with the services delivered by
the point of sales

Comment or additional information

Please use the space below for additional comment.

Thank you!
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Appendix B: Amharic Version Questionnaire

CATeEANI? CAa7a° 1T TeT WS CLINGT wlh) 9°HS oomed

Noo€oud @ THPY ANAMTS AooA1TP  amlal:nT goal AANTor enap: NASTY
ALINS than-g QLiCat N1 Me ant8er TY"UCT hGa €25 2°¢ toude 094
NPT BUYY TST COUnYLmt YUNCET ATIMSPE wILL8T Ym::

CTSt 90 CATa‘ 1T T4TT BS CRINET Alhd 2287 Natetanye CALT 9ana
pooant  ymr::HICY Amits wS ANTOI09F gul & a091YT 0O9lR% AP NAChP
CO)TIm o8& ATSE 9409 NIF COyma GiFSa:: GNhPY ka9t etmentt TeEPE
npougoan 29ohe : LHPY AAAMTT A1R71S AmnTIPT ameal::

alh®P71 90AnPy N “v” emant::
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h&d 1:

nem
O 118 %ot N+ O n18-30 0O n31-45 0O n45 Yoot NA g

9F
Om5e Ont

P
O+, O ¢4ie? ¢TC C09ent8eC O Coo¥lnt Mét5
aea - nédts Ome enjyo

NatTe tanpd® nO$Cit a1anetd Nadr 10 eTEFT emeoIn (nA1e NAL A1a7Tnet
tmPoy, nfr COYmeonato A1t F AL 9Paht 0RCLTH)?

geqenea alaclnt OCmnmC hah ATa 10T
On2A9%% 7002 AAN dAh ATATNT Oea Lt A1 10t

alh®% aa nne 108

CatetAnIy CALT 09aha AP YA 1H 1Vto Porda?
O3 11 Oatnt 1HeF Ontkat 1HET Nae

nkat IHEeT NAg 1A tor C09eme nify CATEEANI CALT 094N NYRY Pua
TH aert 2INSTPa?

ONmC A%E 1H ONmcC unt OnmC kAt 1H Nag

CATe LAY CALT Mana Naltr TH €INFNT 9°h3 et 9oL Ym?

Onfi1a 1t °1H, On%°th Ay nCe Oaqene <6 TH

O%eF AMhooHTA OmCYE h&Pfn oudpIe

alh®% na nn 2708
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nea At ea7at T4t 1R FIPF muan P

CONtAtAlE T ICTeATEEAPIOCH T M LTCATAINT TS T IR FPFO0) Lau-vrh S Tm.
CAPNALTmNL@NINCP T4 LF ool TNALETYICTEL-PTICNTOI0 oo M TaNn P Pouah
(1= NmY9° GANTIOYT Cmhaa ° 2= AANTIOYIYRT Emhaa 3 = 907390 LAl eA%I°Y
Lmhan: 4 = ANMALT Emhaa F 5 = NIMY° &H09MALT EmhAan)

alhP7 90AhRPs N “v” emant:

ea1a 10t TéT 1R IPF Chguguyt QLR

TmNT i3 PT 11213415

CAaTeEANIT CROT T4nA HouSP ouAdP AAm.

CATEEADYIC CRLT 094NA ALY COYUICHIM.

A TetAnI® CRALT Mana N&TET T AaNNn Patmas AW Fym. €09e STm.

na1aet JC THOOE QU eaenT (WILT9°TatT * NCACTmHT) NATEtAhIo
AT Maha AhLF NUMMCH moahe7%n

+9094 5 1121345

Fa N1Nm. mwact CATE tANID CALT Maha ATa1net1h PeCNA

TIC ALITET © CATEEANIC CALT Maha F747 AMMDTE 7 47T PaPd

CAaTeEANIY CROT Mana A7470FT AEmd P TR NPTF LLRTA

CAaTeEANI? CALT Mana A7A°0FT Fa N7N0T TH ardT LLATA

eatetang® CRLT Mana nautt 1] CF youHTN GPeH Anmr

goafinmyt 1 213415

CAaTeEANID CROT Mana ndtET 14T COATNTY TH Nthha PamPn

eatetang® CRLT Mana N&TET Pam4 CFY A1 Lamp

A TetAnI® CRALT Mana N&TET UATHI® "CAPT nouC8T 6L STar

A TetAnI® PR Mana NeétET CaChPy TP® amwoonn HAJe HIESTm
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09¢,371em, 11213

CAaTeEANIT CROT Tana ndtET MU NGCAP @hT Mgy PALsA

NATEEAPI® CRLT Mana JIC MaPT METT Lyt LamPra

CAaTeEANIY CROT Mana AdTET NoOTYT NTUTS +a0a fGddldl AnTm

CAaTeEANIY CROT Mana ALtET CRINGTT TO® amuouan Ne amet GATo

ol St 1 2|3

CAaTeEANIY CROT Tana ARTINGT €A &ihdnl enma

A TetAngI® CRLT Mana ALINET JOF CFY O AT AN

eatetAnIe CRLT Mana A&TET ALINGF TIFE U 0CCT ST

A TeEANIY CROT Mana CANPTY ngudBI° CHFATmY Ui PRCIA

A TeEANI? CAOT Mana NéTET CAChPT AC AC GATTT 2280

heannt: eeNET wCnF ooan, @

nogntatactt YICF LAPTY Cngogost €28 wNhPh Pouant:: (1= NmMY° AANTYTYY
Lmhaa 2= AANTIOY9PY  EmhAaa (3 = 9U90 UAMl @nT9PY CmhAat 4 =
anmmaly Cmhag * 5 = IMY° ZATOALT Lmhaan)

LTIk 11234

CHeT Manat 180T wremint S ATTPAL

Nas ANTECT CRLT Mahn L7305 +nC AndC Entan

NAeT Mana JIC €T NmMI° T CFy ouatINC 6N

NHeT |Mann 47070t GBI Lt 17y

nameae NHe TWann 41070t anmT LhFalk

AT £PT 0L9° +e"16 avlB

+en?¢ A0 PP avOml hé.nk Y 03T Pam7 N Lmdov-::

ATPNGAU-!]
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Appendix C: Test of Normality

N Mean Std. Deviation Skewness Kurtosis
Statistic  Statistic Statistic Statistic  Std. Error  Statistic  Std. Error

Tangibility 204 3.6765 .69222 -.336 170 -.012 .339
Reliability 204 3.4853 .63987 -441 170 1.401 .339
Responsiveness 204 3.8027 .61185 -.689 .170 1.219 .339
Assurance 204 3.7096 .57815 -.745 170 1.987 .339
Empathy 204 3.6343 .57962 -.300 170 .362 .339
Overall customer

satisfaction 204 3.5814 .67221 -.408 170 1.332 .339
Valid N (listwise) 204
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