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ABSTRACT
Thestudywasconductedtoassesstheperceptionofthecustomersontheservice

qualityofthecommercialbankofEthiopia,Gubrebranch,Wolkitetown.Thegeneral

objectiveofthestudyistoassessthecustomers’perceptiononservicequalityof

commercialbankofEthiopiainGubrebranch.Thestudyusedprimaryandsecondary

sourcesofdatatoattaintheaboveobjective.Theprimarydatawascollecteddirectly

from the staffemployees,bank managerand customerofthe bank by using

unstructured interview and questionnaire methods.Secondarysources are books,

research finding recorded documentand annualreports ofthe organization.The

researcherutilizedthesimplerandom samplingasatypeofsamplingmethodand

takesatotalsampleof99respondentsfrom thetargetpopulationthattookandfilled

allthequestionnaireandinterviews.Adescriptivestatisticaltechniquewasappliedand

dataobtainedfrom theprimarysourcesareprocessed,classifiedandtabulated.To

analyzethecollecteddata,theresearcherusedSPSS(StatisticalPackageforSocial

Science)softwareofversion20.WithregardtoEmpathydimension,themajorityof

customersaresatisfiedontheserviceprovidestothebestinterestatheartcustomers,

andalsoontheservicethatprovidedwiththecustomersuits,thecustomersare

satisfiedwiththeoverallserviceofthebank.OntheAssurancedimensiontheresearch

findingrevelsthatinsomehowtherespondentsaresatisfiedwiththebehaviorofthe

employeesofthebank.AstheresearchfindingshowswithregardtoResponsiveness

dimension the on the majority respondents are satisfied on the promptness of

employee in providing the service,willingness to help and sending timely bank

statementtothem.Itisadvisabletoemployeesofthebankarealwaysexpectedto

understandcustomersproblem andhavingwillingnesstohelptheircustomer.Itis

recommendedthatthoughthebanksoverallservicequalityisinagoodway,itis

expectedtoeradicateproblemsoccurwhileservicedeliveringtocustomerandworkers

inordertocreatesmoothandlongterm relationshipwiththem.
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CHAPTERONE

INTRODUCTION

1.BackgroundoftheStudy

Serviceisanactorperformancewhichisofferedbypartytoanotherparty.Althoughthe

processmaybetiedtoaphysicalproduct,theperformanceisessentiallyintangibleand

doesnotnormallyresultinownershipofanyofthefactorsofproduction.Inotherwords,

servicesareeconomicactivitiesthatcreatevalueandprovidebenefitsforcustomersat

specifictimesandplaces,asaresultofbringingaboutadesiredchangein–oron

behalfof–therecipientoftheservice.Therefore,servicedeliveryorganizationwillbe

servingtheircustomerseffectivelyandefficientlybyidentifyingtheneedsandwantsof

theircustomers,thustocreatecustomerssatisfaction.Customer’ssatisfactionrefers

totheexistenttowhichproductperceivedperformanceismatchedwithcustomer

expectation.Iftheexpectationislessthancustomer’sperceivedperformancethe

customerswasdissatisfied,andiftheperformanceexceedstheexpectationofthe

customer,thenthecustomerishighlysatisfiedordelighted(Philip2004principle of

marketing).

Customersatisfactionisachievementofhowpleasedcustomersarewithaparticular

productorservice.Itwasseenasakeyperformanceindictatorwithinthebusinessor

itreferstotheexistenttowhichcustomersarehappyarewiththeproductsand

servicesprovidedbyabusiness.

Gaininghighlevelofcustomers’satisfactionwasveryimportanttoabusiness,because

customersaremostlikelytobeloyalandtomakerepeatorderandtouseawiderange

ofservicesofferedbythebusiness.Ithasbeenproventhat“anorganizationthat

consistently satisfies its customers,enjoy higher retention levels and greater

profitabilityduetoincreasecustomerloyalty”(Eshghi,A.,Roy,s,k,&Ganguli,2008.service

quality&customersatisfaction).
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Nowadaysservicequalityhasbecomeoneoftheimportantdeterminantsinmeasuring

thesuccessofindustries.Marketersagreethatservicequalityhastrulypresenteda

significant influence on customers to distinguish competing organizations and

contributeeffectivelytocustomersatisfaction(Parasuraman,Zeithaml,andBerry,1985;

Mersha,1992;Avkiran,1994;MarshalandMurdoch,2001).Servicequalitycanbe

definedasthedifferencebetweencustomerexpectationforserviceperformanceprior

totheserviceencounterandtheirperceptionsoftheservicereceived(Asubontengetal.,

1996).Servicequalityisthedeliveryofexcellentorsuperiorservicerelativetocustomer

expectations (Zeithamland Bitner 1996). Service quality is recognized as a

multidimensionalconstruct.Servicequalityrevolvearoundtheideathatitistheresultof

thecomparisonthatcustomersmakebetweentheirexpectationsaboutaserviceand

theirperceptionofthewaytheservicehasbeenperformed(LewisandBooms1983).

In1963,theEthiopiagovernmentsplitthestatebankofEthiopiaintotheNationalbank

ofEthiopia,thatis,thecentralbankandtheCommercialBankofEthiopia(CBE)seven

yearslatertheSudanesegovernmentnationalizedthecommercialbankofEthiopia’s

branchinKhartoum.TheEthiopiagovernmentmergedAddisbankintothecommercial

bankofEthiopiain1980tomakeCBEthesolecommercialbankinthecountry.The

governmenthadcreatedAddisbankfrom themergerofnewlynationalizedAddisAbaba

banksanaffiliatethatnationalandgrindlaysbankhadestablishedin1963andofwhich

itowned40% atthetimeofnationalizationAddisAbababankhad26branches.The

managerofAddisAbababankwithCBEthesolebankofEthiopiawith128branches

and3,633employees.(CommercialbankofEthiopiaprofile2014/15)

1.1Backgroundoftheorganization

CommercialbackofEthiopianhasstartlimitedpublicenterenterpriseunderthree

proclamation numbers 202/9407 ofthe leading bank is established 1942 E,C.

commercialbankof EthiopiangubrebranchinWolkite townisstart2005E,Cto

introducemodernbankingsystem likeATM tothetownitfoundinSNNPregionalstate

inWolkite town,thisbranchopenedcommercialbankofEthiopianseGubrebranch.
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EspeciallycommercialbankofEthiopiangubrebranchinWolkitetownhasestablished

in2005E,C.itplayedonessentialroleintheeconomicprogressanddevelopmentofthe

countrycurrentlythebankhasabove.

CustomerexistthebankhaslocatedSNNPregionstateinWolkitetownitforfrom 157

from thecapitalcityofEthiopianAddisAbeba.Thebankstartstoworkwithone

managerand1manager22employee.

1.2Statementoftheproblem

Servicequalityandcustomersatisfactionareveryimportantconceptsthatcompanies

mustunderstandinordertoremaincompetitiveinbusinessandhencegrow.Itisvery

importantforcompaniestoknowhowtomeasuretheseconstructsfrom theconsumer

perspectiveinordertobetterunderstandtheirneedsandhencesatisfythem.Service

qualityisconsideredveryimportantbecauseitleadstohighercustomersatisfaction,

profitability,reducedcost,customerloyaltyandretention(ChingangNdeDanieland

Lukongpaulberinyuy:2010)

The unique characteristics ofservice contribute to the complexities involved in

assessingandmanagingservicequality.Sincequalitycanbeseveralthingsatthesame

timeandmayhavevariousmeaning.Dependontheperson.Thiscomplicatesboth

consumerassessmentofservicequalityandtheprovideabilitytocontrolit.Most

servicesinvolveadirectcontactbetweenthecustomerandtheserviceprovider’sability

tocontrolit.Mostserviceinvolveadirectcontactbetweenthecustomerandtheservice

provider(MershaandAbdlakha.1990)thismeansthat,inadditiontotaskproficiency,

interpersonalskills like courtesy.Friendliness,tolerance and pleasantness are

importantdimensionsofquality,particularlyinhighcontactservicewherefrontline

employeesarethekeytocustomersatisfaction(MarshaandAbdlakha,1990)

Thecustomerwasthejudgeofquality,understandingcustomerneeds.Bothcurrent

andfuture,andkeepingpacewithchangingmarketsrequireseffectivestrategiesfor

listening to learning from customers,measuring their satisfaction relative to



4

competitors,andbuildingrelationships,customerneeds-particularlydifferencesamong

keycustomergroups-mustbelinkedcloselytoanorganization’sstrategicplanning,

productdesign,processimprovement,andworkforcetrainingactivities.Satisfaction

anddissatisfactioninformationareimportantbecauseunderstandingthem leadtothe

rightimprovementsthatcancreatesatisfiedcustomerwhorewardthecompanywith

loyalty,repeatbusiness,andpositivereferrals.(MarshandAdlakha,1996)Themain

objectiveofanyservicebusinessorganizationismaking profitbyproviding good

servicetocustomers.CommercialBankofEthiopia,Gubrebranchisonetheservice

providing business organizations which facilitate investmentby providing foreign

exchangeandbyprovidingservicesofcustomermoneytransfers.Thebankisgivingor

delivering services and as such customersatisfaction is veryimportantbecause

satisfiedcustomeristhebestandadvisablefororganizationtoensurerepeatpurchase

oruseofthebankservices.Theimportanceofcustomersinthebusinessprocesshas

madeitvitaltoalwaysconductresearchaboutcustomers.Therehasalwaysbeenthe

needforcustomerresearchbefore,duringandafterprovisionofservicebecauseitis

useful to improve business process or activities. (chingangnde Daniel and

Lukongpaulberrinyuy2010)Assuchknowledgeofcustomers’satisfactionlevelisvital

toCommercialBankofEthiopia,Gubre.Theremightbelittlestudiesdoneinsimilar

topicsthough,becausetheperceptionofcustomersislessknowntheimportanceis

highprioritytothebank.Therefore,togetthedeeperinsightabouttheperceptionof

customers on service quality and to assess the factors thataffects customer

satisfactionofCommercialBankofEthiopiaGubrebranch.

Finally,thisresearchaimsto assessto customerperceptionofservicequalityin

commercialbankofGubrebranch.

1.3ResearchQuestioners

1.Whatisthecustomerexpectationwithregardtoservicequalitydelivery?

2.Whichservicequalitydimensionthatcustomergivesmoreweight?

3.WhatarethemajorchallengesthathinderthedeliveryofservicequalityinGubre
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branch?

4.How docustomersperceiveabouttheservicequalityinthecommercialbankof

Ethiopia,Gubrebranch

1.4ObjectivesoftheStudy

1.4.1Generalobjective

Thegeneralobjectiveofthestudyistoassessthecustomers’perceptiononservice

qualityinthecaseofcommercialbankofEthiopia,inGubrebranch.

1.4.2Specificobjectives

1.Toassessthecustomerexpectationwithregardtoservicequalitydelivery.

2.Toidentifytowhichservicequalitydimensioncustomersgivemoreweight.

3.ToassessthemajorchallengesthathinderqualityservicedeliveryinGubrebranch.

4.Torecommendsomestrategiesandpoliciesbasedontheresultssothatthebank

canimproveitsperformance.

1.5Scopeofthestudy

ThisstudyfocusesonassessingthecustomerperceptiontowardservicequalityinCBE,

Gubrebranch.ItisgeographicallyscopedelimitedtothespecificorganizationofCBE

whichisfoundinGubretown.Theresearcherwillusedescriptiveresearchdesignand

focusonquestionnairesandinterview from methodsofdatacollection.Theresultof

thestudyisgeneralizedtotheCBE,Gubrebranchonlyandthustheresultdoesnot

concernaboutotherbranchesinthetown.

1.6SignificanceoftheStudy

ThepaperprovidedsomeinsightaboutcustomerperceptionofservicequalityinCBE

Gubrebranch.Theresearcherwilldevelopexperienceandtheresultcanbeusedasa

basetootherresearcherforreferencetotheorigination.
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1.7Organizationsthepaper

The research paperconsisted offive chapters the firstchaptercontained about

introductionpartsofthestudywhichconstitutebackgroundofthestudy,statementof

theproblem,researchquestionandobjectiveofthestudy,significantofthestudyand

scopeofthestudy.Thesecondchaptercompressedreview ofdifferentliteratures

relateswiththestudy.Thethirdchaptercontainedresearchmethodologiessuchas

researchdesign,populationofthestudy,sourceofdata,samplesizeandsampling

techniques,datacollectiontechniquesandmethodsofdataanalysisandinterpretation.

Thefourthchapterconsistedofdataanalysisandinterpretation.Finallythelastchapter

willcontainsconclusionandrecommendation.

CHAPTERTWO

RELATEDLITERATUREREVIEW

2.1DEFINITIONOFSERVICE

Is an activity same elementassociated with intangible involve interaction with

customers,doesn’tresultintransferforofownership.Itmayormaynotbeclosely

associatedwithproductphysically(McDonaldandRayne,2003).

Theyarenottangiblethingthatcanbetouched,seenfelt,butrathertheirintangible

deedsandperformance(ZemithamalandBitner,2003)
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2.2SERVICEQUALITY

Service qualityis customerperception ofhow wella service meet/exceed their

expectation(Czepiel1990).itisconsideredasakeyfactorforenhancingcustomer

satisfaction(Geetika2010)Servicequalitynotonlyplaceavitalroletosatisfycustomers

butalsoconsideredasavaluedrivenforconsumersandawayto positionproductina

dynamicenvironment(Kua,2005).understandingthecustomersrequirementaboutthe

service quality and creating the needs in this regard is beneficialin many

ways(Shanhin,2002).

Quality:is multidimensionalconcept(Gronoroos 1984)argued the service quality

comprisetechnicalquality,functionalandcorporateimage

2.3CHALLENGESOFSERVICEMARKETING

- Customersdonottakeownershipofservice

- Serviceproductareephemeralandcannotinventoried

- Customermayinvolveinproductionprocess

- Difficultevaluate

- Distributiontochanneltakedifferentforms(LocoandWitz,2004).

2.4CharacteristicofService

Servicehavemanyuniquecharacteristicsthatoftenhavesignificantimpactonthis

textureofthebusiness.Itmaycasedistinctiveproblem andoftenresultinservice

qualitydeliverythataresubstantiallydifferentfrom thosefoundinginconnectionwith

the marketing ofgoods among those characteristics the mostimportantare:

intangibility,inseparability,heterogeneity,perishability,(Schareder,2000).

1.Intangibility:servicecannotbeseen,touch,feltortested

Implications:theuseoftangiblethingscluestohelptangible

Createorganizationallystrongimage
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2.Inseparability:the interconnection among service providercustomers are

involvedinreceivingthesameserviceexperience.

Implications:properselectionandtrainingofcustomercontentpersonnel’s.

Effectivelymanagingdifferentmarketingsegment

3.Heterogeneity:distinguishing and ofservicethatreflectstheverificationin

consistencyfrom oneservicetransactiontonext.

Implications:carefulselectionandtrainingofemployee

Definebehaviornorms

Reducetheroleofhumanelement

4.Perishability:servicecannotbestarted;unusedcapacitycannotbereserved

andinventoried.

2.5CustomerExpectationofService

Isbeliefthatconsumerhasaboutperformanceofservicedeliverythatfunctionas

standardorreferenceagainstwhichserviceperformanceisjudged(ClownandKurtz,

2003).

1.Desiredservice:iswishedforlevelofservice

2.Adequate:theminimallevelofservice,customercanacceptwithoutbeing

dissatisfied

3.Predictedservice:thelevelofservicethatcustomeractuallyanticipatesto

receive.

PositionofServiceinCompetitiveMarket

Thewayofservicedefinedbyconsumeronimportantattributesplacetheproduct

serviceconsumermindrelativetocompetingfirms(KettlesandArmstrong,2004).

2.6ServiceEnvironment

Related to thestyles,appearanceofphysicalsurrounding and otherexperimental
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elementencounteredbycustomeratservicedeliverysize.Itrelatedtothestyledand

appearanceofphysicalenvironmentthatsurroundingthem andotherexperimental

elementencounteredbycustomeratservicedeliverysites.Indesigningtheservice

environmentmanyserviceorganizationtosomuchtrouble,thisdonetocreateimage,

positionanddifferentiateitisthemindofcustomer.

2.6.1DesigningServiceEnvironment

Sinceservicesareintangible,customeroftenrelyontangiblecluesorphysicalevidence

toevaluateservicebeforepurchaseandtoassesstheirsatisfactionwithserviceduring

andafterconsumption.“Flow andkertz”statedthatmanagingtheserviceescape

requireselectingthecorrectlocationforthefacility.Creatingtherightphysicalfacility

appearance,monitoring the ambientcondition and managing the interpersonal

condition.

Location:whenchoosingabitelocation,serviceexaminedifferentfrom whichitis

accessible.

Forservicewherethecustomergotthefirm’splaceofbusinessaccessibilityisvery

essential.

Physicalfacility:impactonbothcustomerandemployeesincludeexteriorandinterior

appearance.

Firmsemployingservicequalityoperation,approachwillwanttodesigntheexteriorof

facilitytoconveyanimageofeitherhightechnicalservicehighfunctionalservicelikein

thecaseofhotel.

Ambientcondition:Affecttheentireindividualthatisoperatingwithinagivenfirm.

Thesefactorsinclude:temperatureofthefacility,noisemusic,airqualityandodors.

Personalfactor:serviceatmospherearehighlyaffectedbyinterpersonalfactorlike

appearance,behaviorandmoodofbothemployeesandcustomers.Theappearanceof

servepersonnelwillaffectcustomer’scognitivebeliefaboutthequalityofservicethey

willreceive.
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2.6.2ImpactofServiceEnvironmentCustomer

Theservicescopewillinfluencecustomerexpectationsandtheirevaluationonservice

quality.Thisservicescopealsoeffectemployeeattitudeandworkmotivation,buy

through:

A.messagecreatingmedium:meansusingsymboliccuestocommunicate

B.asattentioncreatingmedium:tomaketheservicestandoutthosefcompeting

establishmentattractcustomers

C.aseffectcreatingmedium:usingcolor,lectures,soundandspatialdesignthe

enhancethedesiredservice(LockadWitz,2004)

2.7RoleofPersonnelinServiceDelivery

Itisthekeydeterminateofcustomerloyaltyordefectionsservicequalityashigh

dependentonpersonnelemployees.Becauseitem employeesarethe“service”of

haircut,physicaltrainers,childcareandlegalsurvive.

Employeesareorganization:inthecustomereyes,evenifthecontactisn’tdirector

employeedoesn’tperform theserviceentirelyhe/shepraypersonifiesthefirm inthe

customer.

Employeesarethebrand:inorinnon-aserviceorganizationrecognizingtheimportance

ofitsemployeesinrepresentingthebrandimageofthecompanyisveryessential.

Employee’sremarketer:evenoff-dutyemployeessuchasflightattendantsorrestaurant

employeesonabreak,reflectontheorganizationtheyrepresent(Kottler1996).

2.7.1ImportanceofTraining

Tomakemoreresponsibilityforproductionqualitycontrolandcustomerservice,need

newskillinproblem solving,team buildingandbasisofbusinessoperation(Woodand

King,2000).

- Itimprovesself-confidence,motivation,moral

- Preparesemployeestodosoeffectively
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- Provideopportunitytosuccessinanyorganization

- Forfirms:providehighqualityservicemakesthem feeltogetmoneyworthy

maketheirvisitpleasant(CavanaughandNineMeizer,2001).

2.8ManagingServiceQuality

Oneofthefollowingwaysaservicecandifferentiateitisbydeliveringconsistentlyhigh

qualitythanitscompetitor;customerrelationisperhapsthebestmeasuresofquality

servicefirm’sabilitytohangontoitscustomerdependonhow consistencyitdelivers

valueofthem.Servicequalityishardertodefinejudgethanisproductqualitythe

greaterservicequalityresultthegreatercustomersatisfactionitalsoresultinhigher

cost.

Manyservicecompanieshaveinvestedhighlytodevelopstream linedandefficient

servicedeliverysystem.Unlikeproductmanufacturercanjusttheirmachineryandinput

everything’sisperfectservicequalitywillalwaysverydependingontheinteraction

between employees and customer problem willinevitable occur good service

companies also communicate theirconcerns aboutservice qualityto employees

provideperformancefeedback(BruhnandManfred,2006).

2.8.1DimensionofServiceQuality

Accordingtolevellokeandwirtz(2004)therearefivedeterminationstodetermine

servicequality

1.Reliability:istheabilitytoperform thepromisedservicebothdependablyof

accuratelyreliableserviceperformanceisaccomplishedontimeinthesame

mannerwithouterroreverytime

2.Responsiveness:isthewillingnesstohelpcustomerandtohelptoprovide

promptservicekeepingcustomerwaitingparticularlyforappropriatereason

createsfailureoccurs.Theabilitytorecoveryquicklyandprofessionalism can

createverypositiveperceptionofquality.

3.Assurance:istheknowledgecourtesyofemployeesaswellastheirabilityto
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conveytrustandconfidence.Theassurancedimensionsinclude.Theflowing

featurecompetencetoperform theservicepolitenessrespectforthecustomer

andgeneralattitude.

4.Empathy:istheprovisionofcarryingindividualizedattendedtoconsumer.It

includesthefollowingfeaturesapproachability,sensitivityeffortofunderstands

the customerneeds.One example ofempathyisthe abilityofairline get

attendanttomakeacustomermissedconnection,theattendantsownproblem

offindasolution.

5.Tangibles:aretheappearanceofphysicalfacilityequipmentpersonneland

communicationmaterialitistheconditionofthephysicalsurroundings.

2.8.2ServiceDelivery

Servicedeliveryisconnectedwithwere,when,how theserviceproductdeliveredthe

customers.This elementone only emprises the visible elements ofthe service

operationsystem buildingequipmentandpersonnelbutMayalsoinvolveexposureto

othercustomers.Usingtrialanalogythedistinctionbetweenhighcontactandlow

contactservicecanbelinkedtothedifferencebetweenlivetheaterstageandadrama

createdfortelevision.Customer’slowsofcontactservicenormallyneverseethefactor

wheretheworkisperformedatmosttheywilltalkwithaserviceprovideorproblems

solvers bytelephone.Withoutbuilding and furnishing oreven the appearance of

employeestoprovidetangiblecluescustomersmustmakejudgmentaboutservice

qualityon the basis ofease oftelephone access fullowned bythe voice and

responsivenessoftelephonebasedcustomerservicerepresentativewhenserviceis

delivered through impersonalelectronic channels such as self-service,machine

automated,telephonecalls,toacentralcomputersorviathecustomers.Owncomputer

there is verylittle traditionaltheaterleftto the performance (Christopher,2004).

Assessingtheimprovementofservicequalitydeliverysystem willleadtoseamless

serviceprovidedwithoutinterruptionconfusionorhassletothecustomer.

2.8.3ServiceDeliveryProcess

Itistheconstructionofservicedescribingtheschemeandsequenceinwhichservice
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operatingsystem workhow theylinktocreatetheserviceexperienceoutcomesthat

customerswillworthinhighcontactservicecustomerthemselvesbecameanintegral

partoftheoperation.Badlydesignedserviceprocessslow,frustrating,poorquality

servicedeliveryarelikelyannoytocustomers.Similarly,poorprocessmakesitdifficult

forfrontlinestafftodotheirjobswell,resultinglow productivity.Increaseriskof

servicefailures(loveandWirtz,2004).

2.8.4ApproachestoDefineQuality

Qualityhasbeenthesubjectofmanyand varied definitions(David).Notworthily

analyzingtherangeofqualitydefinitionclassifyingintofivegroups.

1.Thetranscendentapproach

Qualitycanbeonlybedeterminedbyempiricalexperience.

2.Theproductbasedapproach:

Productareraisedaccordingtotheamountofingredientsorattributes

3.Theuserbasedapproach:

Qualityisdeterminedbytheuser

4.Manufacturingbasedapproach:

Conformancetospecificationdependanmanufacturesabilitytomade

5.Valuebasedapproach:

Regardsqualityasrelativetoprice

ReasonsforDifferentApproach

- Servicepredominantlyintangibleinnature

- Theinseparabilityaspectofservice

- Serviceareheterogeneous

2.8.5ServiceQualityModels

Twomajorshavereceivedwidespreadattentionandacceptance(parasurnmental,
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1985).

Gronroosmodel:thismodelsuggeststhatthequalityofserviceasitisperceivedby

customers.Itwastwodimensionsnamely.Thetechnicaldimension(whatthecustomer

gets)andfunctionshowtoprocessandservicesincountersareperceived.

GapsModel:PZBproposedthatservicequalityisafunctionofthedifferentbetween

expectationperformances.Theydevelopedservicequalitymodelbasedongapanalysis

thosegapsvariationanalyzedinthemodelare:

Gap1:theknowledgegap:notknowingwhatcustomerexpect,it“cause”becauseof

manyreasonthoseare:

Lackofmarketingresearch,inadequateupwardcommunicationandtoomanylevelsof

managements.

Strategiestoovercome:understandcustomerexpectationthroughresearch,compliant

analysis,customerpanels.

Increasedirectinteractionbetweencustomerandmanagerstoimprovelenderstanding.

Improve upward communication from content personal to management turn

informationandinsightintoaction.

Gap2:standardgap:notsettingtherightservicedesignandstandards.Because,

inadequatemanagementcommitmenttoservicequality,perceptionofinfeasibilityand

resourceconstraints.

Strategies to overcome:establish the right service standard ensure that top

managementdisplayongoingcommitmenttoqualitydefinedbycustomers.

- Trainmanagersintheskillneededtoteachemployerstodeliverqualityservice.

- Establishclearservicequalitygoalsthatarechallengingrealisticandexplicitly

designedtomeetcustomerexpectation

- Standardize receptive work task to ensure consistently ad reliability by

substitutinghardtechnologyforhumancontentimprovingworkmethods

Gap3:DeliveryGap:notdelivertheservicestandard,caused,lowemployeewillingness
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toperform theservice.

Inadequatesupport,pooremployeejobfit

Strategiesto overcome:ensured thatserviceperformancemeetstandard,provide

employers with technicaltraining,teach employers aboutcustomerperception,

expectationandproblems.Eliminateroleconflictemployees.

Gap 4:communication gap:lotmatching performance to promised.Caused by

overpromised,inadequatehorizontalcommunicationandineffectivemanagementof

customerexpectation.

Strategies to overcome:insure communication promises are relative;develop

advertisingthatfeaturesrealemployeesperformingtheirjobs.

Ensurethatconsistentstandardofservicearedeliveredacrossmultiplelocations.

Gap5:gapbetweenexpectedserviceandperceivedservice.

- Customermisinterpretstheservicequality,thephysicianmaykeepvisitingthe

patenttoshowandensurecare,butthepatientmayinterpretthisasindication

thatsamethingisreallywrong.

CHAPTERTHREE

RESEARCHMETHODOLOGY

3.1Researchdesign

Thisstudyfocusedonassessingthecustomerperceptionofservicequalitypracticesin
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commercialbankofEthiopian,GubrebranchinGubretown.Theresearcherapplieda

descriptivestudydesignandprovidesdetaileddescriptionofexistingcharacterwiththe

contenttoemploying,conductingandtocollectdescriptionofexistingphenomena.

3.2Populationofthestudy

Thetargetpopulationistheentiregroupofindividual’seventorobjectshavingcommon

observablecharacteristicsonwhichtheresearcherwantstogeneralizetheresultofthe

study (Mugenda,2002).Therefore,targetpopulation ofthe study is customer,

employeesandmanagerofcommercialbankofEthiopianGubrebranchinGubretown.

Thetargetpopulationofthestudyconsistsof22employee,1branchmanagerand900

totalcustomers.Theresearcherhasselected90totalsamplerespondentsfrom the

totalpopulationofthestudyarea.Sincethebranchemployeesofthebankarefewin

number(22and1branchmanager).Theresearcherdidn’tusesamplingandtakethem

asawhole.Therefore,23(1bankmanagerand22employees)aretakenasawholeand

samplingwastakenfrom thetotalof900bankcustomers.

3.3Sourceofdata

Bothprimarydataandsecondarydatatypeswereusedtoconductthedata.The

researchercollected primarydata from employees,managerand customers.The

requiredinformationcomefrom primarysourcearefacetofaceorinterview with

employeeandmanagerthebank.Thesecondarysourceofdatawascollectedfrom

manualbook,annualreport,writtenmaterialinthebankandjournals.

3.4SamplingTechniqueSamplingSize

The researcherdecided to applya simple random sampling technique to select

representativesamplefrom thetargetpopulation.Asimplerandom samplingisused

becausethesimilarity(homogenous)characteristicsofthecustomers.Inadditionto

this,allthecustomersareusingonlyonebranch,Gubrebranch.Therefore,sample

customersareselectedatrandom from thetotalpopulationanditisassumedthateach

andeverycustomerisgivenequalchancetobechosenandincludedinthesampling
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process.Itisonlythecustomerstobeincludedinthesamplingprocessandemployees

ofthebankaretakenasitisastherenumberisfewinamount.Thereareatotalof900

(i.eN=900)customerswhoareusingtheservicesofthebank.Theresearcherapplied

thefollowingsimplerandom sampleformulatodeterminetherequiredsamplesizeof

thestudy.

n= ,where,N

1 +N *e2

n=Thesamplesizetobedetermined

n=Thesamplesize

e=themarginoferror

Thestudyassumesthatthemarginoferrortobe10%(i.e.e=0.1)andconfidencelevel

orerrorof90%.Usingtheaboveportrayedstatisticalformula,thesamplesizeofthe

studycomputedasfollows:

n= N

1 +N *e2

n= 900

1 +900*0.1*0.1

n=900

10

n=90

However,duringthedatacollectiontime,13customersand1staffemployeedidn’t

returnthequestionnaireandthusatotalof77customers,21employeesand1branch

managerproperlyfilledandreturnedtheanswerofthequestionnairesandtheyare

selected as sample respondents from the totaltargetpopulation.Therefore,the

researcherusedatotalof77+22=99samplerespondentsfrom thestudyareato

collecttherequireddata.



18

3.5Datacollection

To collectthe relevantdata from the sample respondents,the researcherused

structuredquestionnairesandfacetofaceinterview methods.Thus,theresearcher

distributedthestructuredquestionnairestothemanagerandstaffemployees.Both

openendedandcloseendedquestionnaireswereprepared.Inadditiontothis,the

researcheralsointerviewedmanagersandemployeestogetanyfurtherinformationon

thecustomersatisfactionandservicequalitythatthebankisdelivering.

3.6MethodsofDataAnalysis

Aftergatheringalltherequiredinformation,dataanalysiswasperformedbyusing

descriptivemethodofstatistics.Descriptivestatisticshasbeenconductedinthestudy

asitwillelaborateallaspectsofstudyvariables,non-contrivedstudysettinghasbeen

usedasthestudyisconductedinthenaturalworkingenvironment.Thestudyhave

individualunitofanalysisasalldata iscollected using questionnaire from bank

individualcustomers.Itisacrosssectionalstudyasdataiscollectedonceandfrom

varietyofcustomers.Alltheappropriateresponsesfrom questionnairesandinterview

were properlycollected,categorized analyzed descriptivelyand summarized using

tabulation.Thedatawassummarizedbyfrequency(count)andpercentagesandfinally

theresearcherinterpretedtheoutputsoastofacilitateprocessofcomparisonof

variablesusedinthestudy.Theresearcherusedlikertscaletomeasurevariablesofthe

studyasaproductofindicators.
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CHAPTERFOUR

4.DATAANALYSISANDINTERPRETATION

4.1.Respondentsbackgroundinformation

Thistableincludesthegenderissue,age;educationallevelandqualificationlevelwithin

numberandpercentage.

Table4.1TheSocio-Demographiccharacteristicsofsamplecustomers

Characteristics(variables) Categories No.customers Percent(%)

Gender Male 45 45.45

Female 54 54.54

Age(inyears) Below20 20 20.20

21-30 60 60.60

31-40 14 14.14

41-50 3 3.03

Above50 2 2.02

Maritalstatus Married 67 67.67

Single 32 32.33

Educationlevel elementary 12 12.12

secondary 36 36.36

preparatory 32 32.32

graduate 10 10.10

post 9 9.09

Employmentstatus Student 21 21.21

Employment 35 35.35

Businessman 34 34.34

Housewife 4 4.04
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Farmer 5 5.05

Sources:OwnSurveyresult,2020

Accordingtoitem oftable1themaleandfemalerespondentsaccount45.45% and

54.54%respectively.Initem 2oftheabovetable1indicatestheageofgroupswhereas

20% ofrespondentareontheagebetweenbelow 20yearsold,62% arebetween21-

30,14% are between 31-45,3% are between 46-60 and non-respondentbetween

above60.Initem 3 oftable1 partthelevelofeducationofemployees2% have

elementarystudent,7%havehighschool,44%havegraduatestudentand20%arepost

graduate student. In item 4 oftable 1 partthe levelofthe professionsofthe

respondent48%oftherespondentarestudent,30%oftherespondentemployee,16%of

therespondentarebusinessman,3% oftherespondenthousewifeand2% ofthe

respondentfarmerrespectively.The above table can give reliable information on

customerperceptiononservicequality.

4.2Socio-demographicinformationoftheemployees

Characteristics(variables) Categories No.customers Percent(%)

Gender Male 15 15.15

Female 7 7.07

Age(inyears) 20-30 4 4.04

30-40 10 10.10

40-50 5 5.05

Above50 3 3.03

Maritalstatus Married 9 9.09

Single 13 13.13

Educationlevel Degree 16 16.16

mastersand

above

6 6.06

Source:Surveyresult,2020
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Thedescriptiveresultindicatedthatmaleemployeesarebiggerthanfemaleandthat

thoseemployeesintheagegroupof30-40yearstakethehighestnumberofall.Incase

ofmaritalstatus,itwasfoundthatthesingleemployeesarebiggerthanmarried.In

additiontothis,theresultrevealedthatemployeeshavingdegreeeducationlevelis

higherthanmastersandabovelevelintheGubrebank.

4.3TangibilityDimension

Thistablesummarizesaboutthepremisesofthebankitisvisuallyappealing.

Table4.2PremisesoftheBankisitvisuallyappealing

Item Likertcategories Numberof

customers

Percent(%)

Thepremisesofthebank

itisvisuallyappealing

Highlydissatisfied 9 9.09

dissatisfied 7 7.07

Neutral 18 18.18

satisfied 7 7.07

Highlysatisfied 9 9.09

Source:Surveyresult,2020

Theabovetableshowsthat9(9.09%)therespondentrepliedthattheprimerofthebank

ishighlysatisfiedandthepremisesisappealing,56(56.56%)oftherespondentreplied

theyaresatisfied,18(18.18%)oftherespondentrepliedtheNeutralaboutthepremises

ofthebank,7(7.07%)oftherespondentrepliedtheyaredissatisfiedand9(9.09%)of

therespondentrepliedthattheyarehighlydissatisfied.Thisimpliesthatthebank

premisesandtheirperceptionisalmostneutral.

4.4TechnologicalUpdate

Thistableincludestherespondentofcustomeraboutpremisesofthebankitisvisually

appealing.
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Tabl4.3Technologicalupdateequipmentofthebank

Description Respondents

Yousatisfiedwiththetechnologicalupdate

equipmentofbank.

Number Percentage

Highlydissatisfied 8 8.08%

Dissatisfied 13 13.13%

Neutral 15 15.15%

Satisfied 47 47.47%

Highlysatisfied 16 16.16%

Source:Surveyresult,2020

Asdepictedintheabovetable,16(16.16%)oftherespondentrepliedhighlysatisfied,47

(47.47%)oftherespondentrepliedthattheyaresatisfied,15(15.15%)oftherespondent

repliedthattheyareNeutral,13(13.13%)oftherespondentrepliedthattheyare

dissatisfied and the rapt8(8.08%)ofthe respondentreplied thattheyare highly

dissatisfied.Thistechnologicallyupdataequipmentisnotallavailablefortheservice

provisionofthebank.Theresultrevealedthatthemajorityofthecustomersare

satisfiedbythetechnologicalupdateequipmentofthebank47(47.47%).

4.5EmployeesDress

Thistableincludestherespondentofcustomersyouaresatisfiedwiththeemployee

dress.

Table4.4.Satisfyemployeedress

Description Respondents

Youaresatisfiedwiththeemployeesdress. Number Percentage

Highlydissatisfied 11 11.11%
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Dissatisfied 16 16.16%

Neutral 22 22.22%

Satisfied 40 40.40%

Highlysatisfied 10 10.10%

Source:Surveyresult,2020

Theabovetablesdescribesabouttheperceptionofthecustomersonthedressingof

theemployeesin thebank.Theresultindicated thattellsus10 (10.10%)ofthe

respondentsrepliedthattheyarehighlysatisfied,40(40.40%)oftherespondentreplied

thantheyaresatisfied22(22.22%)oftherespondentrepliedthattheyareNeutral,16

(16.16%)oftherespondentrepliedthattheyaredissatisfiedandtheleft11(11.11%)of

therespondentrepliedthattheyarehighlydissatisfied.Themajorityofthecustomers

repliedthattheyaresatisfiedbythedressingoftheemployees.However,itwas

indicatedthatthedressingstylesoftheemployeesarenotassuchameanstograbthe

statefactionofthecustomer.

4.6CompleteInformation

Thistableincludestherespondentofcustomeryouaresatisfiedwiththepamphlets

distributedbythebankaretheygivingclearandgivecompleteinformation.

Table4.5pamphletsdistributedbythebank?aretheygivingclearandgivecompletes
information

Description Respondents

Youaresatisfiedwiththepamphletsdistributedby

thebankaretheygivingclearandgivecompletes

information.

Number Percentage

Highlydissatisfied 13 13.13%

Dissatisfied 15 15.15%

Neutral 20 20.20%
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Satisfied 44 44.44%

Highlysatisfied 7 7.07%

Total 99 100%

Source:Surveyresult,2020

Theaforementionedtablesshowsthat7(7.07%)oftherespondentsrepliedthatthey

arehighlysatisfied,44(44.44%)oftherespondentsrepliedthataresatisfied,20(20.20%)

oftherespondentsrepliedthattheyareNeutral,15(15.15%)oftherespondentsreplied

thattheyaredissatisfiedandtherest13(13.13%)oftherespondentsrepliedthatthey

arehighlydissatisfied.Mostofthecustomersarefoundtobesatisfiedbyhaving

complete information in the bank. The implication ofthis analysis is thatthe

information distribution mechanism ofthe bank is good fordeveloping positive

perceptiontowardtheservicequalityofthebank.

4.7BankStatement

Thistableincludestherespondentofcustomeryoudoessatisfiedwiththebank

statementisitclearornotwecanseetherespondentanswer.

Table4.6Bankstatementisitvisuallyclear

Description Respondents

Youdosesatisfiedwiththebankstatementisit

visuallyclear.

Number Percentage

Highlydissatisfied 11 11.11

Dissatisfied 10 10.10

Neutral 30 30.30

Satisfied 40 40.40

Highlysatisfied 8 8.08

Total 99 100

Source:Surveyresult,2020
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Theabovetableshowsthat8(8.08%)oftherespondentsrepliedthattheyarehighly

satisfied40(40.40%)oftherespondentsrepliedthattherearesatisfied,30(30.30%)of

therespondentsrepliedthattheyareNeutral,10(10.10%)oftherespondentsreplied

thattheyaredissatisfiedandtherest11(11.11%)oftherespondentsrepliedthatthey

arehighlydissatisfied.Theseimpliedthatthebankmissionvisionandobjectiveare

clearlyvaluableforcustomersanditisgoodforbuildingofpositiveperceptionon

servicequality.

4.8.ReliabilityDimension

Thistableshowsperceptionofrespondentssatisfiedornotwithserviceofthebank.

Table4.7Serviceprovidedbythebankaspromised.

Description Respondents

Youaresatisfiedwiththeserviceprovidedbythe

banksaspromised.

Number Percentage

Highlydissatisfied 10 10.10%

Dissatisfied 18 18.18%

Neutral 15 15.15%

Satisfied 46 46.46%

Highlysatisfied 10 10.10%

Total 100%

Theabovedepictedtableshow that,10(10.10%)oftherespondentsrepliedthatthey

arehighlysatisfied,46(46.46%)oftherespondentsrepliedthattheyaresatisfied,15

(15.15%)ofthe respondents replied thatthey are Neutral,18 (18.18%)ofthe

respondents replied thatthey are dissatisfied and the rest10 (10.10%)ofthe

respondentsrepliedthattheyarehighlydissatisfied.Sincemostofthem arefoundto

besatisfied,itisconcludedthatthebankisprovidingtheserviceastheypromisedto

theirrespectivecustomerandthecustomershavepurgativeperceptiontowardsthe

servicequalityofthebank
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4.9ServiceProblem

Thistableshowresultofrespondentswithhandlingofcustomercomplainproblem.

Table4.8Serviceofhandlingcustomers’serviceproblems

Description Respondents

Youaresatisfiedbytheserviceofhandling

customerservicesproblems.

Number Percentage

Highlydissatisfied 11 11.11%

Dissatisfied 21 21.21%

Neutral 18 18.18%

Satisfied 42 42.42%

Highlysatisfied 7 7.07%

Total 99 100%

Source:Surveyresult,2020

Theabovetableshowsthat,7(7.07%)oftherespondentsrepliedthattheyarehighly

satisfied,42(42.42%)oftherespondentsrepliedthattheyaresatisfied,18(18.18%)of

therespondentsrepliedthattheyareNeutral,21(21.21%)oftherespondentsreplied

thattheyaredissatisfiedandtheloft11(11.11%)oftherespondentsrepliedthatthey

arehighlydissatisfied.Theimplicationsoftheseresultsarethebankisthebestin

handlingofcustomerserviceproblem anditisgoodinbuildingofapositiveperception

towardstheservicequalityofthebank.

4.10.BankInform

Thistableshowsanswerofrespondentsthebankcanpreparetimewhenserviceis

performed.

Table4.9Bankinformsaboutthetimewhenservicewillbeperformed
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Description Respondents

Yousatisfiedwiththewaybankinformsaboutthe

timewhenservicewillbeperformed.

Number Percentage

Highlydissatisfied 4 4.04

Dissatisfied 23 23.2

Neutral 11 11.11

Satisfied 52 52.52

Highlysatisfied 9 9.09

Total 99 100

Source:Surveyresult,2020

Theabovedepictedtableshoe,that,9(9.09%)oftherespondentsrepliedthattheyare

highlysatisfied,52(52.52%)oftherespondentsrepliedthattheyaresatisfied,11

(11.11%)ofthe respondents replied thatthey are Neutral,23 (23.23%)ofthe

respondents are replied thattheyare dissatisfied and the rest4 (4.04%)ofthe

respondentsrespondedthattheyarehighlydissatisfied.Theseimpliesthattimingbank

ininformingthecustomersabouttheserviceprovisionissatisfyableforcustomerand

itisbuildingthegoodperceptiononservicequalityofthebank.

4.11.ProcedureofAccount

Thistableshowsresultofrespondentsanswerabouttherecordproducersofaccount

satisfiedornot.

Table4.10recordmaintainingprocedureofyouraccount

Description Respondents

Yousatisfiedwiththerecordmaintaining

procedureofyouraccount.

Number Percentage
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Highlydissatisfied 8 8.08

Dissatisfied 11 11.11

Neutral 18 18.18

Satisfied 54 54.54

Highlysatisfied 8 8.08

Total 99 100

Source:Surveyresult,2020

Theabovetableshowsthat,8(8.08%)oftherespondentsresponsesthattheyare

highlysatisfied,54(54.54%)oftherespondentsresponsethattheyaresatisfied,18

(18.18%)ofthe respondents replied thatthey are Neutral,11 (11.11%)ofthe

respondentsrepliedthattherearedissatisfiedandtherest8(8.08%)oftherespondents

respondedtheyarehighlydissatisfied.Themajorityarefoundtobesatisfiedwiththe

recordmaintainprocedureoftheiraccountandthisindicatedthatthebankrecord

maintainingproducesaresatisfyingthecustomer.

4.12.ResponsivenessDimension

Thistableincudespromptnessofthebankforprovidingofserviceinthebankthe

respondentissatisfiedornot.

Table4.11promptnessinprovidingservicetoyou

Description Respondents

Youareyousatisfiedwiththepromptnessin

providingservicestoyou.

Number Percentage

Highlydissatisfied 6 6.06%

Dissatisfied 49 49.49%

Neutral 16 16.16%

Satisfied 16 16.16%

Highlysatisfied 12 12.12%

Total 99 100%

Source:Surveyresult,2020
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Aswecanseefrom theabovetable,12(12.12%)oftherespondentsansweredthatthey

arehighlydissatisfied,16 (16.16%)oftherespondentsthattheyaresatisfied 16

(16.16%)ofthe respondents answered thattheyallNeutral,16 (16.16%)ofthe

respondents answered thatthey are dissatisfied and the rest6 (6.06%)ofthe

respondentsansweredthattheyarehighlydissatisfied.Majorityoftherespondents

repliedthatthecustomersarenotdissatisfiedbythepromptnessinprovidingservices

tothem.

4.12.1.EmployeeWillingness

Inthistableshowsfeelthewillingnessofemployeetohelpemployeesothecustomer

issatisfiedornotwecanseebelow.

Tabl4.12willingnessofemployeestohelpcustomers

Description Respondents

Doyouhowfeelsatisfiedwiththewillingnessof

employeetohelpcustomer.

Number Percentage

Highlydissatisfied 18 18.18%

Dissatisfied 15 15.15%

Neutral 18 18.18%

Satisfied 38 38.38%

Highlysatisfied 10 10.10%

Total 99 100%

Source:Surveyresult,2020

Asweseeintheabovetable(11),10(10.10%)oftherespondentsrepliedthat,theyare

highlysatisfiedbythewillingnessoftheemployeestohelpcustomers,while38(38.38%)

ofthe respondents responded that,theyare satisfied bythe willingness ofthe

employeestohelpcustomers.And18(18.18%)oftherespondentsrepliedthat,theyare

naturaltowardsthewillingnessoftheemployeestohelpcustomers,whilemajorityof

therespondents15(15.15%)oftherespondentsrepliedthattheyaredissatisfiedbythe

willingness the employees to help customers.The remaining 18 (18.18%)ofthe
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respondentsrepliedthattheyarehighlydissatisfiedbythewillingnessoftheemployees

tohelpcustomers.Thisimpliesthat,mostoftheemployeesarehighlywillingtohelpfor

thecustomers.

4.13BankStatement

Inthispartthedatawhichgatheredfrom customerisdiscussedandthetableshows

serviceofsendingtimelybankstatement.

Table4.13timelysendingofbankstatements

Description Respondents

Youaresatisfiedwiththebankservicesofsending

timelybankstatement.

Number Percentage

Highlydissatisfied 12 12.12%

Dissatisfied 13 13.13%

Neutral 25 25.25%

Satisfied 39 39.39%

Highlysatisfied 10 10.10%

Total 99 100%

Source:Surveyresult,2020

Asweseeintheabovetable,itisrevealed10(10.10%)ofthecustomersrespondedthat

theyarehighlysatisfiedbytheprovisionoftimelybankstatementsbythebanksand

39(39%)oftherespondentsrepliedthattheyaresatisfiedbythetimelysendingofbank

statementofthebank.While,25(25.25%)oftherespondentsrepliedthat,theyare

neutraltowardsthetimelysendingofbankstatements,andtheremaining13(13.13%)

and 12(12.12%)ofthe respondents replied thattheyare dissatisfied and highly

dissatisfiedbythetimelysendingofbankstatementtothecustomersrespectively.This
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showsthatthebanksendsthebankstatementofthecustomersontime.Somajorityof

therespondentsaresatisfiedbythetimelysendingofthebankstatements.

4.14.AssuranceDimension

Thistableincludesaboutsatisfactionofcustomerswiththewaybyhavewithyouthe

respondentsatisfiedornot

Table4.14BehaviorsoftheEmployees

Description Respondents

Youdosatisfywiththewayemployeebyhavewith

you.

Number Percentage

Highlydissatisfied 9 9.09

dissatisfied 13 19.19

Neutral 23 23.23

satisfied 48 48.48

Highlysatisfied 6 6.06

Total 99 100

Source:Surveyresult,2020

Asindicatedintheabovetable,9(9.09%)oftherespondentsresponsesthat,theyare

highlydissatisfiedbythebehaveoftheemployeeswiththecustomers,while,13(13.13%)

oftherespondentsresponsestheyaredissatisfied,23(23.23%) oftherespondents

responsesNeutral,48(48.48%)oftherespondentsrespondedthattheyaresatisfiedby

thebehaveoftheemployeeswiththecustomersand6(6.06%)oftherespondents

respondedthattheyarehighlysatisfiedbythebehaveoftheemployeeswiththe

customer.Thisimpliesthatthecustomersarefoundtobesatisfiedwiththebehaviorof

theemployeesandhaveasmoothrelationshipwiththeemployees.

4.15.ConfidenceofEmployee

Thistableincludesaboutconfidenceofemployeeoncustomerissatisfiedornot.
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Table4.15ConfidenceofEmployeesonCustomers

Description Respondents

Doyousatisfiedwiththeemployee'seagernessof

instillingconfidenceincustomer.

Number Percentage

Highlydissatisfied 12 12.12

Dissatisfied 15 15.15

Neutral 13 13.13

Satisfied 44 44.44

Highlysatisfied 15 15.15

Total 99 100

Source:Surveyresult,2020

Asindicatedintheabovetable,15(15.15%)oftherespondentsresponsesthattheyare

highlysatisfied theemployeesareconfidentialontheircustomers,44(44.44%)ofthe

respondentsaresatisfiedbytheconfidenceoftheemployeesontheircustomers,while

13(13.13%)oftherespondentsrepliedthattheyareneutralbytheconfidenceofthe

employeesontheircustomers,therest15(15.15%)oftherespondentsrepliedthatthey

aredissatisfiedbytheconfidenceoftheemployeesontheircustomersand12(12.12%)

oftherespondentrepliedthattheyarehighlydissatisfiedbytheconfidenceofthe

employeesontheircustomers.Theresultrevealedthatmajorityoftherespondents

repliedthattheyaresatisfiedbytheConfidenceofEmployeesonCustomers.

4.16EmpathyDimension

Thistableincludesaboutprovidingcustomerinterestatabestornotwecansee

answerofrespondent.

Table4.16ServiceProvision

Description Respondents

Yousatisfiedbythebankserviceofprovidingata

customerbestinterestatheart.

Number Percentage
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Highlydissatisfied 33 33.33

Dissatisfied 17 17.17

Neutral 20 20.20

Satisfied 10 10.10

Highlysatisfied 19 19.19

Total 99 100

Source:Surveyresult,2020

Asweseeintheabovetable,33(33.33%)oftherespondentsrepliedtheyarehighly

dissatisfiedbythebanksprovisionofcustomersserviceatthebestinterestatheart

whileabout17(17.17%)oftherespondentsrepliedthattheyaredissatisfiedbythe

banks service ofproviding customers bestinterestatheart,20(20.20%)ofthe

respondentsreplied,theyareNeutralbythebanksprovisionofcustomersservicebest

interestatheart,10(10.10%)oftherespondentsrepliedtheyaresatisfiedbythebanks

provision ofcustomers services bestinterestatheartand19 (19.19%)ofthe

respondentsrepliedthat,theyarehighly dissatisfiedbythebanksserviceofproviding

customersbestinterestatheartrespectively.From theresultofthestudy,itisindicated

thatmostofthecustomersarenotsatisfiedbythebanksprovisionofcustomers’

servicesbestinterestatheart.

4.17.TheProduct

Thistableincludessatisfactionofcustomerswithserviceprovidingoftheproductwe

canseetherespondentissatisfiedornot.

Table4.17.Providingtheproductthatbestsuits

Description Respondents

Yousatisfiedbythebankserviceofprovidingthe

productthatbestsuitsyou.

Number Percentage
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Highlydissatisfied 6 6.06%

Dissatisfied 10 10.10%

Neutral 24 24.24%

Satisfied 43 43.43%

Highlysatisfied 16 16.16%

Total 99 100%

Source:Surveyresult,2020

Asindicatedintheabovetable,16(16.16%)oftherespondentsrepliedthat,theyare

highlysatisfiedbythebanksserviceifprovidingtheproductthatbestsuitthem,

43(43.43%)oftherespondentsresponsethat,theyare satisfiedbythebanksservice

provisionofproductsthatbestsuitthem,24(24.24%)oftherespondentsrepliedthat,

theyarehighlysatisfiedbythebanksserviceifprovidingtheproductthatbestsuit

them,10(10.10)oftherespondentsrepliedthat,theyaredissatisfiedbythebanks

serviceifprovidingtheproductthatbestsuitthem,and6(6.06%)oftherespondents

repliedthat,theyarehighlydissatisfiedbythebanksserviceoftheprovidingthe

productthatbestsuitthem.Mostofthecustomersaresatisfiedbytheserviceofthe

bankinprovidingtheproductthatbestsuitsthem.

4.18.BankQuality

Thistableincludesoverallservicequalityofthebankaresatisfiedornottherespondent

wecanseebelow.

Table4.18OverallQualityoftheBank

Description Respondents

Areyousatisfiedbytheoverallservices

qualityofthebank?

Number Percentage
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Highlydissatisfied 10 10.10

Dissatisfied 16 16.16

Neutral 48 48.48

Satisfied 11 11.11

Highlysatisfied 14 14.14

Total 99 100

Source:Surveyresult,2020

Asweseeintheabovetable,14(14.14%)oftherespondentsreplied theyarehighly

satisfiedbytheoverallservicequalityofthebank,11(11.11%)oftherespondents

repliedthetheyaresatisfied bytheoverallservicequalityofthebank,48(48.48%)of

therespondentrepliedtheyareNeutralbytheoverallservicequalityofthebank,

16(16.16)oftherespondentrepliedtheyaredissatisfiedbytheoverallservicequalityof

thebank,10(10.10%)oftherespondentsrepliedthattheyarehighlydissatisfiedbythe

overallservicequalityofthebank.Thisshowsthatmajorityofthecustomersare

neutralandfacedifficultyindecidingandstandinbetweenofsatisfactionandnot

satisfactionbytheoverallservicequalityofthebank.

4.2InterviewAnalysis

Accordingtothebranchmanagertrytoexplain,theirbankissatisfiedongivingthis

serviceforthecustomerbecausecustomersareinneedofthisbankserviceintheir

dailylife,andthemanagermentionedconfidentlythattheyareservingtheircustomers

thanpreviousyears.Themanageralsosaidthatweareproofingwhetherthecustomers

aresatisfiedbytheservicetheyprovidebyproperlyfollow upthequalityserviceas

desiredbyourcustomer,inadditiontothisservicequalitythemanagerhavesaidthat

wegiveaccurateinformationregardingourcustomerattherighttime.Additionally,the

managerwas saying thatthe bank has prepared lottery prizes forencouraging

customerstodeposeandtobecomethecustomerofthebank.Finally,thebankalso
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patently and respectfully communicate abouttheircomplain and try to solve in

accordance.

4.3.Interviewtomanager

Theanalysispresentedhereunderistakenfrom theresponseofCBEsechuduna

branchinHosannatownmanager.

1.Doyouthinkthatcurrentserviceprovidedbythebankwasmeetcustomer

expectation?

Thebankmanagermentionedthat,theservicewedeliverwasmostlymeetthe

customerexpectation,becausewetrytodeliverservicequalityaccordingtocustomer

requestwithoutburningtheirtime.

2.whatisth ebankemployeescompetenceand abilityto respond customers

complainfortheservicedelivery?

Themanagerwasconfidentabouttheemployeestosaythattheycanhandleproblem.

Almostallemployeescanhandlecustomercomplaintsandifitsbeyondtheircapacity,

theywouldrefertotheirsupervisor.

3.Isthereanyspecialtrainingprogram arrangedforemployeestoupgradetheir

performanceandknowledge?

Managerstatedthat,specialstrainingwasonlygivenforselectedemployeesfor

thosewhoaredoinginsupervisorsandtechnicalworklikecasherandauditoria.

4whatistheproblem thatyourbankincounterwhileprovidingservice?

There mightbe same employees those who are notrespond customer

complaintsattimeofneeded,thosewhohaven’tcapacitytoinrespondingwerereferto

thesupervisorsandservingcustomerswiththeirdifferentculturalbackground.

5 Howtheemployeesofyourbankareresponsivetogiveappropriateservicedelivery?

Themanagerstatedorrespondsthatsincethehotelemployeeshavesomeexperience
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andmostofthem arelearned,theypaytheirresponsibilitywitheachindividual.

6.Wouldyougivemeinformationonbankservicedeliveryregardingitsassurance

responsiveness,empathy,tangibility,andreliability?

Themanagersays,servicedeliveryregardingtoservicedimensionaretheemployee

haveknowledgeableconfident,courtesy,willingnesstohelpcustomer,understandthe

customerneeds,thephysicalappearanceofthehotelfacilities,equipmentincluding

furniture,decorationofthehotelandsupermarketsareperformedandpromisedon

time.
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CHAPTERFIVE

5.SUMMARY,CONCLUSIONANDRECOMMENDATION

5.1SummaryofFinding

Theresultofquestionregardingdressingtellsthatthedressingstylesof

theemployeesarenotassuchameanstograbthestatefactionofthe

customer.

the implication of analysis is thatthe information distribution

mechanism ofthebankisgoodfordevelopingpositiveperceptiontoward

theservicequalityofthebankastherespondentsrevealthat7(7.07%)of

therespondentsrepliedthattheyarehighlysatisfied,44(44.44%)ofthe

respondentsrepliedthataresatisfied.

thebankmissionvisionandobjectiveareclearlyvaluablefoecustomers

anditsgoodforbuildingofpositiveperceptiononservicequalityasthe

respondentsrevealthatmajority8(8.08%)oftherespondentsreplied

thattheyarehighlysatisfied40(40.40%)oftherespondentsrepliedthat

therearesatisfied.

The research resultsthatthe bankisproviding the service asthey

promisedtotheirrespectivecustomerandthecustomershavepurgative

perceptiontowardstheservicequalityofthebank astherespondents

revealsthat,10(10.10%)oftherespondentsrepliedthattheyarehighly

satisfied,46(46.46%)oftherespondentsrepliedthattheyaresatisfied

Majorityoftherespondents15(15.15%)oftherespondentsrepliedthat

theyaredissatisfiedbythewillingnesstheemployeestohelpcustomers.

Theremaining18(18.18%)oftherespondentsrepliedthattheyarehighly

dissatisfiedbythewillingnessoftheemployeestohelpcustomers.This

impliesthat,mostoftheemployeesarehighlywillingtohelpforthe
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customers.

Majorityofthe respondents (customers)are satisfied bythe timely

sendingofthebankstatements.

6(6.06%)oftherespondentsresponsesthat,theyarehighlysatisfiedby

thebehaveoftheemployeeswiththecustomers,while,48(48.48%)ofthe

respondents responses they are satisfied,This implies that,the

employeeshavesmoothrelationshipwiththecustomers.

15(15.15%)oftherespondentsresponsesthattheyarehighlysatisfied

theemployeesareconfidentialontheircustomers,44(44.44%)ofthe

respondentsaresatisfiedbytheconfidenceoftheemployeesontheir

customers.

13(13.13%)oftherespondentsreplied,theyarehighlysatisfiedbythe

banksprovisionofcustomersservicebestinterestatheart,41(41.41%)

oftherespondentsrepliedthat,theyaresatisfiedbythebanksserviceof

providingcustomersbestinterestatheart.

Thebankissatisfiedongivingthisserviceforthecustomerbecause

customersareinneedofthisbankserviceintheirdailylife,andthe

managermentionedconfidentlythattheyareservingtheircustomers

thanpreviousyears.

Thebankgivesaccurateinformationregardingourcustomerattheright

time.

Thebankspreparelotteryprizesforencouragingcustomerstodepose

andtobecomethecustomerofthebank.

5.2Conclusion

Themainintendofthisstudyistoassess thecustomerPerceptionof

serviceQualityofCommercialBankofEthiopiainthe Caseofgubre
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Branch,The resultofthisstudywereobtainedfrom primarysourcesof

datausingquestionnairescustomer.Thedataweregatheredthrough

questionnairesandrepresentedbytablesandpercentages.

WithregardtoEmpathydimensionthemajorityofcustomersaresatisfied

ontheserviceprovidestothebestinterestatheartcustomers,andalso

ontheservicethatprovidedwiththecustomersuits,thecustomersare

satisfiedwiththeoverallserviceofthebank.

OntheAssurancedimensiontheresearchfindingrevelsthatinsomehow

therespondentsaresatisfiedwiththebehavioroftheemployeesofthe

bankandthecustomerareconsiderablysatisfiedonwhattheemployees

instillingconfidencetothem butstilltherearesignificantrespondents

whoarenotsatisfiedonsomepart.

AstheresearchfindingshowswithregardtoResponsivenessdimension

theonthemajority respondentsaresatisfiedonthepromptnessof

employeeinprovidingtheservice,willingnesstohelpandsendingtimely

bankstatementtothem,howevertherearealsounsatisfiedbutmajority

respondentsaresatisfied.

Basedontheresearchfindingonthereliabilitydimensionthemajorityof

respondents are satisfied with the service provided bythe bank as

promised,relatedtothehandlingofcustomersserviceproblemsand

regardingrecordsmaintainingproceduresoftheaccount.

From theinterview analysis,itwasfoundthatthemanagerresponded

thatservicedeliveryregardingtoservicedimensionaretheemployeehave

knowledgeable confident, courtesy, willingness to help customer,

understandthecustomerneeds,thephysicalappearanceofthehotel

facilities,equipmentincludingfurniture,decorationofthehotelandsuper

marketsareperformedandpromisedontime.

Generally,theoverallservicequalityofthebankisappreciable,justmost
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ofthecustomersaresatisfiedbythegeneralcustomerservicedelivery,

Responsiveness,Reliability,Responsivenessandtangibilitythebank.

5.3Recommendations

Basedontheconclusionofthestudy,theresearcherwouldliketoforwardthe

followingrecommendationstotheconcernedbodies(tothebankmanager,bank

managementandemployees)asfollows:

Eventhough,thefindingofthestudyportraysthatthebankisreliableto

meansitjustprovidestheservicestoitscustomersorpromised,thebank

doesn’thandle customers service problems properly so,as perthe

knowledgethisresearch,itisbettertotrytohandleproblemsrelating

customers.

Asconsiderablerespondentsrivaledthattheyarenotthatmuchsatisfied

withthewayofinformingaboutthetimewhenservicewillbeperformed.

Thustheresearcherhighlyrecommendingthatifthebanksettlestheway

ofinformingcustomerservice,itwillbemorebeneficial.

Itis advisable to employees ofthe bank are always expected to

understand customers problem and having willingness to help their

customer.

thoughthebanksoverallservicequalityisinagoodway,itisexpectedto

eradicate problems occurwhile service delivering to customerand

workersinordertocreatesmoothandlongterm relationshipwiththem.
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Appendix1

WOLKITEUNIVERSITY

Collegeofbusinessandeconomies

Departmentofmarketingmanagement

Dearrespondent,

FirstIwouldliketo thankforwillingnessinconsideringyourtimeto filloutthis

questionnaire.Thisresearchdesignedby3rdyearstudentofmarketingManagementin

Wolkite University College ofbusiness and economics departmentofmarketing

Management.

Thepurposeofthisquestionnaireistocollectdatafrom therespondentsregardingto

assess

customerperceptiononservicequalityofcommercialbankofEthiopiaincaseofGubre

branch

Instruction

Beforeyouattemptedtoanswer,pleasereadthequestion.

Noneedofwritingyourname

Forthecloseendedquestionsputthetick(✓)markinthebox.

PartI:DemographicCharacteristicsofTherespondent

1Gander: A.Male B.Female

2AgeA.Below20Years B 46-60 C21-30 DOver60 E31-

45

3Educationallevel:Auneducated BElementary CHighSchool D.Degree

andabove

4Profession A Student BHouseWife CEmployee DFarmerBusinessman

PartII:CustomerPerceptionOnServiceQualityOfTheCBEInGubreBranch

1-HighlyDissatisfied 2-Dissatisfied 3- Neutral 4-Satisfied 5-Highly
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Satisfied

S.no Statement 1 2 3 4 5

1 ThepremisesofthebankItisvisuallyappealing.

2 Yousatisfiedwiththetechnologicalupdateequipmentofthebank.

3 Youaresatisfiedwiththewaytheemployeesdress.

4 Youaresatisfiedwiththepamphletsdistributedbythebankarethey

givingclearandgivecompletesinformation.

5 YoudosesatisfiedwiththebankstatementIsitvisuallyclear.

6 Youaresatisfiedwiththeserviceprovidedbythebanksaspromised.

7 Youaresatisfiedbytheserviceofhandlingcustomerservice

problems.

8 Youdosesatisfiedwiththewaybankinformsaboutthetimewhen

servicewillbeperformed.

9 Youdosesatisfiedwiththerecordmaintainingprocedureofyour

account.

10 Youareyousatisfiedwiththepromptnessinprovidingservicetoyou.

11 Doyouhowfeelsatisfiedwiththewillingnessofemployeestohelp

customer.

12 Youaresatisfiedwiththebankservicesofsendingtimelybank

statement.

13 Youdosatisfiedwiththewayemployeesbyhavewithyou.

14 Doyousatisfiedwiththeemployee’seagernessofinstilling

confidenceincustomer.

15 Youaresatisfiedbythebankserviceofprovidingcustomerbest
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interestatheart.

16 Youdosesatisfiedbythebankserviceofprovidingtheproductthat

bestsuitsyou.

17 Areyousatisfiedbytheoverallservicequalityofyoubank

Appendix2

WOLKITEUNIVERSITY

COLLEGEOFBUSINESSANDECONOMICS

DEPARTMENTOFMARKETINGMANAGMENT

Interviewtomanager

IWouldliketoforwardmydeepestgratitudefor reservedco-operationfilingthis

questionnaire to gatheradequate information on the assessmentofCustomer

perceptionservicequalityofinCBE.

1.Do youthinkthatcurrentserviceprovided bythebankwasmeetcustomer

expectation? -----------------------------------------------------------------------------------------------------------------

------------------------------------------------------------

2.whatisthebankemployeescompetenceand abilityto respond customers

complainfortheservicedelivery?---------------------------------------------------------------------------------

--------------------------------------------------------------------

3.Isthereanyspecialtrainingprogram arrangedforemployeestoupgradetheir

performanceandknowledge?---------------------------------------------------------------------------------------

4.whatistheproblem thatyourbankincounterwhileprovidingservice?--------------------

-----------------------------------------------------------------------------------------------------------------------------
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5. How theemployeesofyourbankareresponsivetogiveappropriateservice

delivery?-----------------------------------------------------------------------------------------------------------------------------

----------------------------------------------------------------------------------------------------------------------------------

6.Wouldyougivemeinformationonbankservicedeliveryregardingitsassurance

responsiveness,empathy,tangibility,andreliability?---------------------------------------------------------

------------------------------------------------------------------------------------------------------------------------------------------


