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ABSTRACT

Thepurposeofconductingthisresearchistounderstandhow theservice
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deliveryisanditseffectoncustomersatisfaction.theobjectiveofthisstudy

wasanassessmentofservicedeliverysystem andcustomersatisfactionon

AwashInternationalBank.Thescopeofthestudytheoreticallylimitedon

servicedeliveryand customersatisfaction and geographicallylimited on

AwashInternationalBankinWolkitecity.Toaccomplishtherequiredworkthe

researcheruseddescriptiveresearchdesign.Therelevantdataforthestudy

were collected through primaryand secondarydata and non-probability

sampling technique specifically convenient sampling technique were

employed to conductthe study.Quantitative data were analyzed and

interpretedviatableandpercentageandqualitativedatawereanalyzedby

usingtheoreticalordescriptiveframework.Finallybasedonthefindingsthe

researchertriedtogaveconclusionsandrecommendations.
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1.CHAPTERONE

Introduction

1.1Backgroundofthestudy

Aserviceisanyactorperformancethatonepartycanaffectanotherthatessentially

intangibleanddoesnotresultintheownershipofanything.Itsproductionmayormay

notbetiedtoaphysicalproduction(Kotler,2006).AccordingtoStephan2001,service

isanyactivityorbenefitthatonepartlycanoffertoanotherthatisessentiallyintangible

anddoesnotresultintheownershihofanything.

Customerserviceisatask,otherthancommonoperationthatinvolvesinteractionswith

customerservicevariesfrom oneorganizationtoother.withinservicesectoritcanbe

describedasthetotalqualityofserviceprocessasperceivedbythe

customer(Kotler,2006).

Whenwecometoservicequality,itimprovestheprobabilityofcustomersatisfaction.in

thisway,therelationbetweenservicequalityandcustomersatisfactionhasemergedas

atopicofsignificantandstrategicconcept(BoltonandDrew,1991).

Customerevaluationsofservicedeliveryarecriticaltoservicefirmsthataim toimprove

theirmarketing strategies (Cronin& Taylor,1992,Jain and Gupta,2004;Ofirand

Simonson,2001).

Oliver,1997 defines satisfaction as “the customerfulfillmentresponse “.A post

consumptionjudgmentbytheconsumerthataserviceprovidesapleasinglevelof

consumption related to fulfillmentincluding underoroverfulfillment.Customer

satisfactionviewasinfluencingrepurchaseintensionandbehaviorwhichinturnleads

anorganization’sfuturerevenueandprofit,Theissueofservicedeliveryandcustomer

satisfactionhasbecomeafocusonbankingindustries.

Knowingwhatcustomerexpectisthefirstandpossiblymostcriticalstepindelivery
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goodqualityservice.Beingwrongwhatcustomerwantcanmeanexpandingmoney,

timeandothersourcesonthethingsthatdonotcounttothecustomers,losinga

customerbusinessornotservinginafiercelycompetitivemarket(Teas,1993).

Customersatisfactionismajorissue,inalmostallsectors.Thiscanbebasically

determinethesuccessandprofitabilityofacompanyasasatisfiedcustomerwould

mostlikelyto'spreadthegoodword'orwouldhavetohappytodobusinessagainwith

thefirm.Manyempiricalstudieshaveinvestigatedtherelationshipamongtheconflict

ofservicequalityandcustomersatisfaction.InaVarityofindustriesandcultures,with

inthisresearcharea,numerousempiricalstudieshavereportedthepositiverelationship

betweencustomersatisfactionandservicedelivery(AndaleebandConway,2006).

Thisstudywasconductedonawashinternationalbankofwolkitebranch;therefor

assessingtheoverallservicedeliveryanditseffectoncustomersatisfactionwithinthe

organizationorthebankwherethemainconcernoftheproject.

1.2.Statementoftheproblem

Thenumberofbankespeciallyprivatelyownedisincreasingfrom timetotimein

Ethiopia.Especiallyafteradventofprivatization.Henceawashinternationalbankof

wolkitebranchisfacingachallengeinacompetitionforcustomer’sshareofwalletto

gaincustomerproductportfolioinordertoenhanceandmaintainlongterm profitability.

Differentbanksandhighlycompetingoverthrough,diversifyingandimprovingthe

qualityoftheirserviceandthroughopeningtheirbranchesatdifferentareasofthe

countryincludingwolkitetown.

Mostbanksproductdevelopmentiseasytoduplicateandwhenbanksprovidenearly

identicalservice,theycanonlydistinguishthemselvesonthebasisofpriceandquality

ofservicedelivery(DavidCohan,ChristopherGan,HuaAuYoungandEstherChong,

2006).

Inpreviousresearchfindingsthatconcludeorinvestigatethepositiverelationship

betweenservicedeliveryandcustomersatisfaction,i.e.customersatisfactionvaries

accordingtothenatureofservicedelivery.Whenservicedeliveryisbetterandquality
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customersatisfactionincreasesandthereverseistrueaccordingtopreviousresearch

of(SelmanKhalid,oncustomersatisfactionwithservicequalityinconventionalbankin

Pakistan,2011).

Theresearcherassessedorensuredtheabovefindingsofthepositiveeffectof

service delivery on customer satisfaction and also attempted and enhanced

understandingintheareaofrelationshipbetweencustomersatisfactionandservice

delivery.Basedonthisunderstandingtheresearcherwilltrytoanswerthefollowing

researchquestions:

1.3.Researchquestion

1.Howisawashinternationalbank’sservicesdeliveryintermsofquality?

2.Howservicedeliveriesleadstocustomersatisfaction?

3.Whatarethefactorsaffectingofcustomersatisfaction?

1.4.Objectiveofthestudy

1.4.1Generalobjective

Thegeneralobjectiveofthestudywastoassesstheservicedeliveryandcustomer

satisfactioninAwashInternationalBank,wolkiteBranch.

1.4.2Specificobjectives

Thespecificobjectivesofthestudywhereincludingthefollowing:-

1.Toassessthebanks’servicedeliverysystem intermsofcustomersatisfaction.

2.Todeterminethefactorsthatleadstocustomersatisfaction.

3.Toshowtheeffectofthequalityservicedeliveryoncustomersatisfaction.

1.5Significanceofthestudy

Thestudymayprovidesignificantonthesethreemajoraspects.Itwillprovideconcrete

informationtootherresearchesaboutthestateofservicedeliverysystem anditseffect

oncustomersatisfaction.Thestudywillbeusedasaguidelinebymanagementto
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improve,designandadministertheservicedeliverysystem soastosatisfycustomers

more and also the othercontribution ofthe paperwillbe to add new idea and

knowledgetoexistingstokeofknowledgeoftheresearcher.

1.6Limitationofthestudy

Thestudyhasthefollowinglimitations

Conductingeffectiveresearchrequiresmanythings.Timeandmoneyatamongthe

basicrequirements.Duringconductingresearch,therewillshortageoftime.Thetime

givenforthecollectionofdatawasnotsufficienttocollecttherequiredinformation.

Eventhoughthemainsourcesofdatafortheresearcharethroughinvestigationof

literature,theavailabilityliteraturesinthelibraryarenotrecentlypublished.Thereislack

oflatestsupportingdocument.Andalsoitisdifficulttogetvoluntaryrespondentsto

conductdatafrom them.

1.7.Scopeofthestudy

In theoreticalaspectassessmentofservice deliveryand its effecton customer

satisfaction can conductwith many service industries butthe researcherwas

conductedthisresearchonlyonthebankingservice.

Ingeographicalaspectthestudycanalsobeconductedatacountrylevelbutthe

researcherwerefocusesonAwashInternationalBank,wolkitebranch.

1.8.Organizationofthestudy

Theresearchprojectpaperorganizedintofivechapters.Chapteronewhichisan

introductionpartsthatgivenanoverview regardingthestudyincludebackgroundof

thestudy,statementsofTheProblemsthegeneralandspecificobjectives,significance

andscopeofthestudyandorganizationofthestudychaptertwoisaboutreview of

literatures,andempiricalreviewchapterthreedealswiththemethodologychapterfour

dealswiththeanalysisandinterpretationandthefinalchapterfiveconclusionand

recommendationofthestudy.
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CHAPTERTWO

2.REVIEW OFRELATEDLITERATURE

2.1DefinitionofService

ServiceindustriesareplayingonincreasinglyimportantRoleintheoveralleconomiesof

thecountriesofdevelopedanddevelopingcountries.The21stcenturyisconsideredas

serviceindustry.Researchershavetriedtodefineserviceandtoexplainwhatservice

constitutes.Therearemanydefinitionsregardingtheconceptofservice.Servicesare

deeds,processes and performances (Parasuraman et.al.1985).Gronroos (1994)

definedserviceas“Anactivityorseriesofactivitiesofmoreorlessintangiblesnature

thatnormally,butnotnecessarily,takeplaceininteractionbetweenthecustomerand

serviceemployeesandphysicalresourcesorgoodandserviceprovidersystem,which

areprovidedassolutiontocustomerproblem”.Sassier.et.al,(1978)definedanother

meaningforservice:“serviceisapackageofexplicitandimplicitbenefitsperformed

with a supporting facilityand using facilitation goods”.Serviceisanyprimaryor

complementaryactivitiesthatdoesnotdirectlyproduceaphysicalproductthatis

non-goodspartofthetransaction between customerand provider”(Payne,1993)

whereasKotleret.al.(1999)definedserviceasanyactivityorbenefitsthatoneparty
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offerstoanotherwhichisessentiallyintangibleanddoesnotresultinownershipof

anythinganditmayormaynotbetiedtoaphysicalproduct.

Onecommonmethodofdefiningaserviceistodistinguishbetweenthe‘core’and

‘peripheral’elementoftheservice.The‘core’serviceofferingisthenecessaryoutputof

anorganizationwhichisintendedto providetheintangiblebenefitcustomersare

looking for. ‘Peripheral’service is those which are eitherindispensable forthe

exclusionofthecoreserviceoravailableonlytoimprovetheoverallqualityofthe

servicebundle(Barron&Harris,1995).

Servicearethoseseparatelyidentifiable,essentiallyintangibleactivitiesthatprovide

wantsatisfactionandthatarenotnecessarilytiedtothesaleofproductorotherservice

(Staton,1999).

Serviceisamultifacetedconceptinvolvingseveralactivitiesperformedbyanindividual

orgroupofindividualsforthebenefitofcustomerorgrouptoenhancetheprimary

produce.

2.2Importantcharacteristicsofservice

Servicepossesfourinherentcharactersnotfoundingoods,intangibility,perishabilityin

separatingandvariability.Thesecharacterscreateuniquechallengesandopportunities

forservice(KennethE.andDavidL,2003:9)

2.2.1Intangibility

Intangibilityreferstothelackoftangibleassetsthatcanbeseen,touch,smelled,heard

ortestedpriortopurchase,servicevaryinthedegreetowhichtheyareintangible,

however,formostservicetheyaretangiblesitemsthatareusedtoperform theservice.

Toreduceuncertainty,buyerswillbackforsignsorevidenceoftheservicedualitythey

expectaboutservice qualityfrom the place (physicalsetting)people equipment,

communication material,symbols and price thattheysee.Therefore,the service
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providerhastomanagetheevidence,totangibletointangible.Someserviceoffersis

stillintangiblebecauseconsumersarepurchasingtheservice,notthegood

2.2.2Perishability

Thesecondcharacteristicofserviceisperishability,meaningtheservicecan’tbe

inventoriedorstoredthisfuturesallowsfirmstomassproduceandstorethem in

marchionessuntilconsumersarereadytopurchase.Perishabilitycanalsooccurs

whendemandcanbegreaterthansupply.Toreducethenegativeimpactofperish

ability;servicemustdevelopstrategiestocopewithfluctuatingdemand.Thisgoalcan

beaccomplishedbymakingsimultaneousadjustmentsindemand,supplyiscapacity

2.2.3Inseparability

Thethirdcharacteristicsofserviceareinseparabilityisthesimultaneousproduction

andconsumptionofservices.Goodcanbeproducedandthensoldatalatertime,

servicecannot.

Thequalityoftheserviceishighlydependentontheabilityoftheserviceproviderand

thequalityofinteractionbetweentheserviceproviderandthecustomers.Managingthe

human elementis criticalforsuccess forservice firms with a high degree of

inseparability.

2.2.4Variability

Thelastuniquecharacteristicsofserviceisvariabilityunwantedorrandom levelof

servicequalitycustomersreceivewhentheypatronizeaservicefirm variabilityis

primarilycaused bythe human elementalthough machines maynotmalfunction

causinganarrationintheservicedifferentandeventhesameserviceemployeeswill

providevaryinglevelsofservicefrom onetimetoanother.Variabilityisalsocausedbya

varianceintheinput.

2.3Principlesforcompletecustomerservice

Herearethe15principlesofthecompletecustomerservice
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1.Theprimarycauseforanyorganizationisservicetoitscustomer

2.Everyoneintheorganizationprovidesserviceforitscustomereveniftheynever

seenthosecustomersorknownthecustomerorknowntheirname

3.Isreallythemindofeverycustomerwhenitcomestoexperiencingservice

satisfaction

4.Everycustomerisdifferentinsomewayfrom everyothercustomer,discovering

and understanding these service difference results in a high probabilityof

deliveringserviceinamannerthatisperceivedtobesatisfyingtoeachcustomer

thatistailortoindividualneedsistheprimaryobjectiveofanysuccessful

organization.

5.Serveeverycustomerasyouwouldservethepersonyoumustlove

6.Everysuccessfulorganizationserviceto ensurethatitsinternalsystem are

designedandimplementedtodeliverflawlessandseamlessservicetoevery

customerunderallconceivableconditionandcircumstance.

7.Servicetocustomerisbasednotjustonsystem,processorandprocedurebut

alsoonpersonaleffortandcreativityofthesewhoserve.Encourage,supportand

rewardpersonnelinitiativeinexhibitingcreativewaytoservicewaystoservice

otherbothinsideandoutsidetheorganization.

8.Successfulorganizationserveswellthoseservecustomersinternalcustomersin

priority.

9.Solicitfeedbackfrom customersatalltimesandthenlisten,especiallywhenit

hurts.

10.Seekalwaystoitrightthefirsttimethisdone,thendoiteveryrightthesecond

timeservicerecoveryafterinitialservicefailureitparamounttograspingvictory

from thejawsofdefeat.

11.Continuouslymeasurehow wellcustomerserviceistranslatingintocustomer
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satisfaction.Statisticstellstoresarethisstorieswhatyouwanttoldtoyour

customer.

12.Polices trump processes and these procedures should be designed and

implementedintheserviceoftheorganizationstatedreasonforexistenceits

missiontoserveitscustomer.

13.Usephilosophyofsetgoalsimproveeverydayineveryways.

14.Employeelagniappe:delightcustomersbyprovidingmorethantheyexpect.

15.Alwaysbewillingtostartfrom scratchinthinkingabouthow tobetterserve

customerseffectivecustomersservicepoliciesprocessedandsystemscan

viewedas(http://www.customerservicemanager.com)

2.4ServiceQuality

Servicequalityhasbecomemajorarea ofattention during theparsdecades,for

managers,Researchers,Practitioners because ofits huge impacton business

performance ofthe Firms.According to Brown and Swartz (1989)think those

customerspreferandvaluecompaniesthatprovidehighservicequality.Customer

judgeservicequalityrelativetowhattheywantbycomparingtheirperceptionsof

serviceexperienceswiththeirexpectationsofwhattheserviceperformanceshouldbe.

Marketersdescribedandmeasuredonlyqualitywithtangiblegoods,whereasqualityin

serviceswaslargelyundefinedandUNresearched(Parasuraman,et.al.1985).

Qualityinaservicebusinesshasbecomeameasureoftheextenttowhichtheservice

providedmeetsthecustomerexpectations.Companieshavefoundthatinorderto

increaseprofitsandmarketshare,theyshouldpaymuchattentiontoservicequality.

Givingservicehasbecomeakeystrategicfactorforcompaniestodifferentiatetheir

productandservicesfrom othercompetitorsbyusingservicequalityasaprocessthat

customerevaluate(Parsumaran,et.al1985).

Qualityisadifficultconcepttohaveasingledefinition.Somesay,Qualitymeansdegree
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ofexcellenceinserviceperformance.Accordingtoparasuraman(1985),Qualityisthe

degreeofdiscrepancybetweenconsumer’sperceptionsandexpectationintermsof

differentbutrelativelyimportantdimensionsofservicequality,whichcanaffecttheir

futurepurchasebehavior.

Thesearchforservicequalityiswithnodoubtthemostimportantconsumertrendsof

thenewarea,asconsumersnowaredemandinghigherqualityinproductsandservices

thaneverbefore.Thefierceandintensifyingcompetitionandrapidderegulationhave

mademanybusinessesintheservicesectortoseekprofitablewaysandbecoming

competitive.Deliveringhighservicequalityisgoodstrategyforbusinessestosucceed

intheirbusiness.

2.4.1DeterminantofServiceQuality

Inordertoavoidpoorqualityserviceandlosingcustomerorganizationsmustbeaware

ofthefollowingdeterminatesofservicequalitydescribedinbriefasbelow:

I. Reliability:-DependabilityandConsistencyofperformance

II. Responsiveness:-Willingnessorreadinessofemployeesto provides

service.

III. Access:-Approachabilityandcaseofcontact.

IV. Courtesy:-Politenessrespect,concentrationandfriendlessofcontact

personal.

V. Credibility:-Trustworthinessbelievabilityandhonesty.

2.4BenefitsofServiceQualitytotheOrganization

ServicequalityhassomanyBenefitstotheorganizationthatprovidestheservice.

Amongthosebenefits,parasuraman,(1985)enumeratesthefollowing:

I) IncreasingRevenues

QualitycustomerservicemeansincreasesRevenues,andRevenueincreasetranslateto
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additionalcustomersales.When customerservice meets orexceeds customer

expectationsthecustomerisconfidentinthecompany’sabilitiesandthuswillbe

inclinedtospendmoremoneytopurchasetocompany’sproductsandservices.

II) EnhancingReputation

Companiesareknownfortheirservicetheyprovide.Whencustomershaveabad

experiencewithacompany,theywilltelltheirfriends,Neighborsanyelsewhowilllisten.

Whencustomershavepositiveinteractionswiththecompany,theywillalsorallythat

information.Though the use ofblogswebsitesand socialmedia,customersare

communicatingabouttheirinteractionswithacompanyanditsproductsandservices.

Qualitycustomerservicegivesacompanyagoodreputation.

III) AchievingCustomerLoyalty

Qualitycustomerservicetranslatesintocustomerloyalty.Iftheorganizationtrulymeets

andexceedscustomerexpectations,thecustomerwillbehesitanttousetheservices

ofcompetitor.Often,competitorsentertheindustryandoffertheirservicesforalower

price.Theindustryleadercanavoida“pricewar”byofferingandmaintainquality

customerservices;theyremainloyaltothecompany.

IV) IncreasingCustomerSatisfaction

Customersatisfactionoccursbecausetheirneedsaremet.Providingqualitycustomer

servicemeansthatthecompanyismeetingandexceedingcustomers’expectations.

Oneofthebestwaystofindoutwhatcustomersthinkaboutacompanyistosimply

askthroughcustomersatisfactionsurveys.Thesurveysshouldaskquestionaboutthe

mostrecentcustomerexperiencewiththecompany,thequalityofthecompany’s

productsandservicesandwhatthecustomerdoesnotlikeaboutthecompany.The

surveysalsoshouldnotbeafraidtoaskthecustomerregardingwhathe/shelikes

aboutthecompany’scompetition.

V) EngagingEmployees

Qualitycustomerservicemeansthatemployeesarespendingtimeusingtheirskillsto
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enhance the business.Instead of encountering the same problem repeatedly,

employeestakesthestepsnecessarytosatisfythecustomerbutalsotakestepsto

preventtheproblem from recruitingtheemployeeleavesapositiveimpressiononthe

customer directly affects the company’s operations and gains a sense of

accomplishment.Itisawin-winsituationfortheCustomersCompanyandemployer.

2.5ServiceDelivery

InthePastservicesweredeliveredbycommercialorganizationstopassivereceiving

customers.Customersarenowviewedasactiveseekersofservices;theychoosethe

timeandplaceand,aswesaid,engageinserviceinteractionwithanyotherhuman

presence.

2.6GapinServiceDelivery

Servicequalitygapisthedifferencebetweencustomers’expectationsofserviceand

theperceptionofthatserviceasitisdelivered.Leadingservicecompaniesmeasures

thegapbetweenexpectedserviceandperceivedserviceroutinelybasedoncustomer

feedback.The summary in following is shows the gap between the customer

expectation and perceptions;itshows the gap associated with service delivery.

Expectation exceeds service <Perceived service/service qualityexpectation meets

expectedservice=perceivedquality/QualityserviceExpectationnotmeetExpectation>

PerceivedService.(Adoptedfrom Parasuramanetal.,1985).

Inaddition,aNumberofgapscauseunsuccessfullyservicedeliveryi.e.,thataffectthe

customersperception.Amongthese:

1.The firstgap is the gap dependency between customerexpectation and

managementperceptionoftheseexpectations:thismayarisefrom management

lackoffullunderstandingabouthowcustomerformulatetheirexpectationonthe

basisofanumberofsourceslikeadvertisingandsharingpastexperiencewith

friendstrategiesforclosingthegapbytakingdifferentactionsincludingmarket

research in orderto fastercommunication between managementand the

customer.
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2.Thesecondgapresultsfrom management’sinabilitytoformulatetargetlevelof

servicequalitytomeetperceptionsandexpectationandtranslatetheseinto

workable specification.This may also result from lack of management

commitmenttoservicequalityorperceptionoftheunfeasible.However,setting

goalsandstandardizingservicequalitydeliverycanclosethisgap.

3.Thethirdgapisreferredtoastheserviceperformancegapbecauseactual

deliveriesoftheservicedonotmeetthespecificationsetbymanagement.Gap

threecanarisefrom anumberofareasonincludinglackofteam work,poor

employeeselection,inadequatetrainingandinappropriatejobdesign.Media

advertisingandothercommunicationmeansmaysatisfycustomerexpectation

abouttheserviceofthefirm.

4.The fourth gap is dependency between service delivery and external

communicationintheform ofexaggeratedpromiseandlackofinformation

providetocontactpersonnel.

(Parasuraman,et.al,1985).

2.7MeasuringServiceQualityDelivery

Measuring goods quality is easierbecause itcan be measured objectively with

indicatorslikedurabilityandnumberofdefects,butservicequalityisanabstractitem.

Accordingtoparasuramanet,al.(1985)servicequalityhasfourfeatureswhichunique

toservices:intangibility,heterogeneity,inseparabilityandperishability.Thereforethey

suggestthatintheabsenceofobjectivemeasures,anappropriateassessmentofthe

servicequalityofafirm istomeasureconsumerperceptionsofquality.

ProductionandConsumptionofmanyservicesareinseparable;asconsequencequality

isnotdesignedatmanufacturingplant.Qualityofserviceoccursduringservicedelivery

duringaninteractionbetweenaclientandservicefirm.

From literaturereviewthreeunderlyingthemescanbesuggested:

 Servicequalityismoredifficultfortheconsumertoevaluatethangoodsquality;
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 Servicequalityperceptionsresultfrom acomparisonofconsumerexpectations

withactualserviceperformance;

 Qualityevaluationisnotmodesolelyontheoutcomeofservice;theyalsoinvolve

evaluationsoftheprocessofservicedelivery(Parasuramanet,al.1985).

Itiseasyforconsumerstoevaluatepurchasinggoodsbecauseofmanytangiblecues

thathelpthem judgethequality,forexchangestyle,package,color,fit,label,feel,etc.

whereaswithservicesfewercuesexistwhichmakedifficultforconsumerstojudgeand

inmanycasestheprovider’sphysicalfacilitiesequipmentandpersonalareliketangible

evidence.

2.9DimensionofServiceQuality

AccordingtoGronroos(1994)therearethreedimensionofservicequality,thetechnical

quality,functionalqualityandthecorporateimage:

1.TheTechnicalQuality:-Whichinvolveswhatthecustomerisreceivingfrom the

servicedelivery.Thiscan bemeasured byconsumerin aratherobjectives

manners.

2.ThefunctionalQuality:-Whichinvolvesthemannerinwhichtheserviceis

delivered.Thisisconcernsthepsychologicalinteractionbetweenthebuyerand

theselleranisperceivedinaverysubjectiveway,andwouldincludeelements

suchas:

 Attitudeandbehaviorofemployees;

 Approachabilityofservicepersonnel;

 Accessibilityofservice;

 Appearanceandpersonalityofpersonnel;

 Relationshipbetweenemployeesand;

 InterrelationshipsbetweenEmployeesandCustomers
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3.Corporateimagedimensionofqualityistheresulthowconsumersperceivethe

firm,anditisexpectedtobebuiltupmainlybythetechnicalandfunctional

qualityofitsservicesandwilleventuallyaffectserviceperceptions.

2.10CustomerSatisfaction

GieseandCote,(2002)havesummarized20(twenty)definitionofthetermsgivenby20

(twenty)differentscholars.Generally,itseems thatcustomersatisfaction is the

customers overallfeeling of contentment with customer interaction.Customer

satisfaction realizes the difference between customerexpectation and customer

perception.

Customersatisfactionhasbeenacentralconceptinmarketingliteratureandisan

importantgoalofallbusiness activities today companies faces theirtoughest

competition,becauseofthemovefrom aproductandsalesphilosophytoamarketing

philosophy,whichgivesacompanyabetterchanceofoutperformingcompetition

(Kotler,2000).

Overallcustomersatisfactiontranslatestomoreprofitsforcompaniesandmarket

shareincrease.Theimportantcustomerhasbeenhighlightedbymanyresearchersand

academicians.Theprincipalconcernsofmarketingaretoconnectwithcustomersby

buildingstrongcustomerrelationshipinordertomeettheirexpectation.Therefore

managerswhoseecustomerastheonlywayofprofit,theyconsiderthetraditional

chartinfigurebelowapyramidwiththepresidentatthetop,managementinthemiddle

andfrontlinepeopleandcustomeratthebottom.

Figure1:TraditionalOrganizationalChart

FrontlineManagement

Middle

Management

Top

Man
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Figure1:ModernCustomerOrientedOrganizationalChartSource:Kotleretal.(2000).

Companiesthatpretendtobesuccessfulinvertthechart,likefigurebelow.Atthetop

arecustomers,nextaccordingtotheimportancearefrontlinepeoplewhomeet,serve

andsatisfycustomer,underthem aremiddlemanagement,whosejobsistosupportthe

frontlinepeoplesotheycanservecustomerwellandatthebaseistopmanagement,

whosejobistohireandsupportgoodmiddlemanagers.Forcustomerscentered

companiescustomersatisfaction isboth agoaland amarketing tool.Therefore,

companiesneedtobeconcernedaboutthecustomersatisfactionlevel,becauseofthe

internaltechnologywhichenablesthequickspreadofbadwordofmouthmarketingas

wellasgoodwordofmouthtotherestoftheworld.

Figure2:ModernCustomerOrientedOrganizationalChart

Source:Kotler,ET,al,(2000).Parasuramanet,al,(1985)distinguishservicequalityand
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satisfaction:

“Perceivedservicequalityisaglobaljudgmentalorattitude,relatingtothesuperiorityof

the service,whereas satisfaction is related to a specific transaction”.Customer

Satisfactionisanattitudeislikeajudgmentfollowingapurchaseactorbasedonseries

ofconsumerproductinteraction.

2.10.1ImportanceofCustomerSatisfaction

Customersatisfactionhaspositiveeffectonanorganization’sprofitability.Themore

customersaresatisfiedwithproductorserviceoffered,themorearechancesforany

successfulbusinessascustomersatisfactionleadstorepeatpurchase,brandloyalty

andpositivewordofmouthmarketing.(Kotler,etal.2000).

2.10.2StrategiesforDissatisfiedCustomer

Companies need to develop strategies ofhow to handle dissatisfied customers.

Business cannotafford underanycondition to lose customers because costof

replacingthelostcustomerwithanewcustomerisbigger.Therefore,companiesmust

findwaysofwinningbacktheunsatisfiedcustomersbydesigningspecialprogram for

servicerecovery.Companiesshouldhandlecustomercomplaintswithcareandnot

seeingthem astimeconsuming.

2.10.3CustomerExpectation

Expectationplayanimportantroleinthesatisfactioncreation/formationtheextentto

whichaproductorservicefulfillsacustomer’sneedanddesiremayplayanimportant

roleinformingkeelingofsatisfactionbecauseoftheimpactofconfirmationthathave

onsatisfaction(Zekir,2011).

Consumersexpecttobedeliveredqualityservice;therefore,companiestrytooffer

qualityservices.Theterm expectationsreallymatterstocompaniesbecausetheywant

toknowwhatcustomer’sexpectationare.Theterm “expectation”hasdifferentuses,in

thesatisfactionliterature,itisviewedasapredictionmadebyaconsumeraboutwhat

islikelytohappenduringanexchangeortransaction.AccordingtoOliver(1981)…
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expectationsareconsumerdefinedprobabilitiesoftheoccurrenceofpositiveand

negativeeventsintheconsumerengageinsomebehavior.

Incontrastintheservicequalityliteratureitisdefinedasdesiresandwants,whatthe

serviceprovidershouldofferratherthanwouldoffer.Customerfrom theirexpectation

from theirpastexperience friend’s advice,and marketers and also competitors

informationandpromises(Kotler,2000).Therefore,perceivedservicequalityisviewed

asthedifferencebetweenconsumerperceptionandexpectationsforserviceprovided.

Organizationinordertokeepexpectationfrom risingtheyhavetoperform service

properlyfrom thefirsttime(CitedasZekir,2011).

Thuscustomerexpectation forthe service likelyto rise when the service isnot

performed as promised.Expectation serves as reference points to customer’s

assessmentofperformance.

2.10.3CustomerPerception

Perceptionisanopinionaboutsomethingviewedandassessedanditvariesfrom

customerstocustomers,aseverycustomerhasdifferentbelieftowardsserviceand

productthatplayanimportantroleindeterminingcustomersatisfaction.Customer

Satisfactionisdeterminedbythecustomer’sperceptionsandexpectationofqualityof

theproductandservice.

Inmanycasescustomerperceptionsissubjective,Butitprovidessomeusefulinsight

fororganizationtodeveloptheirmarketingstrategies.Providinghighlevelofquality

servicehasbecomethesellingpointstoattractcustomerattentionandisthemost

importantdriverthatleads to satisfaction.Therefore,customerperception and

customersatisfactionareverycloselylinkedtogether,becauseiftheperceivedservice

isclosetocustomer’sexpectationitleadstosatisfaction.Satisfiedcustomerprovides

recommendations;maintainloyaltytowardsthecompanyandcustomerinturnismore

likelytopaypremiumsprice(Zekri,2011).

2.10.4DeterminantsofSatisfaction
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Sinceperformanceexpectationandactualperformancearethemajorfactorsinthe

evaluation process,we need to understand the dimension ofproductas service

performance.A majorstudyofthereasoncustomer’sswitchandserviceproviders

foundcompetitorsactionstobeactivelyminorcausemostcustomerdidnotswitch

from asatisfactoryprovidertobetterproviders.Instead,theyswitchbecauseofprovide

problem withtheircurrentserviceprovided.Thenatureofothersproblem andpercent

listingeachasareasontheychangedprovidersfollows:

A)CoreServiceFailure:Mistake,billingerrors,servicecatastrophesthatharm the

customer.

B)Service Encounter Failure: Service Employees were uncaring impolite,

unresponsiveorunknowledgeable.

C)Inconvenience:Inconvenientlocationhoursofoperation,waitingtimeforservice

orappointment.

D)Responseto ServiceFailure:-ReluctantResponses,failureto respond and

negativeresponses.

E)AttractionsbyCompetitors:Morepersonalmorereliable,higherqualitybetter

value.

F)EthicalProblem:Dishonestybehaviorintimidatingbehaviorunsafeorunhealthy

practiceorconflictsofinterest.

G)InvoluntarySwitching:ServiceProviderorcustomermovesorathirdpartyplayer

suchasinsurancecompanyrequiresachange.

2.2EmpiricalReview

Rahman,Abdullah,and Rahman (2011),explored service quality ofthe private

commercialbanksinBangladesh,thefindingsfrom theirstudyrevealedthat,oneofthe

primarycausesofservicequalitydesignfailureisthelackofunderstandingofthe

evolvingneedandpreferencesoftargetedcustomers.ResearchConductedby(Sackey,
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Adebayo,Oppong,Mensah,&Annor,2012)ontheeffectsofservicequalityoncustomer

satisfaction,loyaltyandretentionusingtheSERVQUALmodelrevealedthatBarclays

bankinGhanaimplementsallthefiveservicequalitydimensions(Empathy,Assurance,

Tangibility,Reliability,andResponsiveness),whichistosaythatthebankstrivestobe

atitsbestwhenitcomestoquality.ThisqualityServicehasalsobecomeamajor

criticalcauseofsatisfactionforthebankscustomers.HoweveronEmpathyLevel,

staffsdonotgivecustomerstheirutmostattentionandalsomakedecisionswithout

consideringtheimpactthosedecisionsmighthaveontheircustomers. Theresearch

furthershowed thatwhen itcomes to Responsiveness,customerrequests and

complaintsarenotauthorizedandresolvedontimeenoughbythestaffandmanagers

ofBarclaysbank.

Also,(Ojo,2010)investigatedtherelationshipbetweenservicequalityandcustomer

satisfaction in the Telecommunication industry with a focus on Mobile T

telecommunicationNetwork(MTN)Nigeria.Atotalof230Respondentsparticipatedin

the study.The studyrevealed a positive relationship between service qualityand

Customersatisfaction.The researchertherefore recommended thatorganizations

shouldfocusmoreattentiononServicequality,becauseofitseffectsoncustomer

satisfaction.ToensurethatcustomersatisfactionlevelishighOrganizationmustfirst

ofallknow the expectations ofthe customers and how they can meetsuch

expectations.Customersatisfactionhelpsincustomerloyaltyandretention.Ithasbeen

discoveredthatthecostofattractingnew customerfarexceedsthecostinvolvedin

retainingexistingones.Again,(Kheng,Mahamad,Ramayah,&ahim,2010)employedthe

SERVQUALmodeldevelopedby(Parasuraman,etal.,1988)withfivedimensionsto

evaluatetheimpactofservicequalityoncustomerloyaltyamongbankcustomersin

Penang, Malaysia.Customersatisfactionwasusedasanintermediatevariable.The

findingsshow thatimprovementinserviceQualitycanenhancecustomerloyalty.The

servicequalitydimensionsthatplayasignificantroleintheequationarereliability,

empathy,andassurance.Thefindingsindicatethattheoverallrespondentsevaluatethe

bankpositively,butstillthereareroomsforimprovements.SaghierandDemyana

(2013),intheirresearchonservicequalitydimensionsandcustomers’satisfactionsof
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Banks in Egyptalso revealed thatcustomersatisfaction in the Egyptian banking

servicesissignificantlyaffectedByReliability,Empathy,AssuranceandResponsiveness,

whiletheeffectofthedimensionofTangibilitydoesnothaveanysignificantimpacton

customersatisfaction.

ChapterThree

3.Methodologyofthestudy

3.1.Researchdesign

Asanapproachandmechanism ofaccomplishingtherequiredworkindevelopingthis

researchpaper,theresearcheruseddescriptiveresearch.Thereasonforselecting

descriptivetypeofresearchdesignisthatitisclearthattheresearcherissimply

describe the available data which alreadyexistand also the studywasdescribe
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characteristicsofparticularevents.

3.1.1Targetpopulation

Thetargetpopulationforthestudywascustomersandemployeesthereare3300total

customerintheserviceaccountcategoryand20employeesintheawashinternational

bankofwolkitebranch.

3.1.2TypeandSourceofdata

Theresearcherusedbothprimaryandsecondarysourceofdatatogetheradequateand

relevantdatatheprimarysourceincludesdatafrom customersandemployeesbyusing

questionnaires,andinterviews.Whilethesecondarydatawerecollectedfrom banks

officials,documentarybooks,journals,magazines,executivesummaryofthebankand

internet.

3.1.3Samplingtechniques

Theresearcherusednonprobabilitysamplingtechniqueswhichisconvenience.The

rationale behind using convenience technique is because each memberofthe

populationwillhaveindependentchanceorbeingselectedandit’sbetterthanother

techniquesbysavetimeandcostreduction.

3.1.4Samplesize

Thereare3300totalcustomersintheserviceaccountcategoryand14employeesin

thisbranch.Toselectsamplesize,theresearcherusedasamplesizedetermination.

Becauseoftheheterogeneityofthepopulationandbiasinreachingthecorrectsize,

sampleproportionanderrordetermination,theresearcherfounditbesttouseYamane’

(1967)samplesizeformulainwhich97customersand14employeeswhenconducting

aresearchinthebanksectoronthetimeofservicedeliveryandcustomersatisfaction.

Totalnumberofsamplesizeare111.TheresearcherusedYamane’(1967)formulato

calculatesamplesize.

n=N\1+N(e)2 n=samplesize,N=totalpopulation,e=errormargin
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n=3300\1+3300(0.1)2

=3300/1+3300(0.01)

=3300/1+33

=97.058=97

3.1.5Methodsofdataanalysis

Quantitativedatawasobtainedbysurveyquestionerswereanalyzedbyusingsimple

tabularandpercentagebasedonrespondentinformation.Qualitativedataalsowas

analyzedbyusingtheoreticalordescriptiveframework.Thisisusedtoconfirm thedata

gatheredquestionerasonservicedeliverysystem.

ChapterFour

4.AnalysisandInterpretation

AnassessmentofservicedeliveryandcustomersatisfactioninAwashInternational
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BankofWolkiteBranchprovidesaclearresultaboutservicedeliverysystem inthebank.

Thischapterdiscussestheresultobtainedfrom thefieldworkBankstudyandaddress

fourmainpoints.Thefirstpartoftheanalysisfocusedontheperceivedperformance

andexpectationofthecustomer.thesecondpartconsistthestateofservicedelivery

system inthebankintermsofaccessibilityandquality.thethirdpartfocusedonthe

impactofservicedeliveryoncustomersatisfaction.Thefourthpartlookedthefactors

thatcanleadthecustomertowardssatisfactioninthebank.

From thetotaladministeredquestionnaire90%ofthequestionnaireswerereturnedand

therest(10%)questionnairewerenotreturned.

4.1Analysisofthedatacollectedfrom customersofthebank

4.1.1Respondent’sprofile

Aprofileofsamplerespondentspresentedinthetablebelow

Table4.1respondent’sprofile

Item Alternatives Respondents

Frequency Percentage

1.sex Female 42 48

Male 45 52

Total 87 100

2.age 18-29 43 49

30-40 30 35

Above40 14 16

Total

87 100

3.educationalstatus Illiterate 8 9

1-12 32 37

Diploma&above 47 54

Total 87 100
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4.occupation Student 17 20

Governmentworker 42 48

Entrepreneurs&NGO 28 32

Total 87 100

5.serviceyouare

using from thebank

Moneytransfer 15 17

Moneysaving/withdrawal 43 49

Loanrequesting 17 20

Exchangecurrency 12 1̀4

Total 87 100

6.howoftenyouare

usingthebank

Verylongtime 18 20

Longtime 32 37

Notsure 5 6

Shorttime 21 24

Veryshorttime 11 13

Total 87 100

(Source:ownsurvey,2019)

From table4.1,initem 1thesexproportionoftherespondentsweresamewithlittle

significancedifferenceofmale(52%)andfemale(48%).

Item 2,alsoshowstheageofrespondentsandwecansaybasedontheresponsethat

mostofcustomersfoundwithintheagegroupof18-29.

Item 3,outofthetotalrespondents8(9%)areilliterateand32(37%)of1-12and47(54)

arediplomaandabove.Inthedealswiththeeducationalstatusoftherespondentsand

theresultshowustheeducationalbackgroundofmostcustomerswerewell.

Initem 4,outofthetotalrespondents17(20%)arestudentand42(48%)aregovernment

workerand28(32%)areEntrepreneurs&NGO.emphasisontheoccupationofthe

respondentsandthedataanalysisindicateusmostofgovernmentworkerswere

frequentlyusedthebankingservice.

Item 5,serviceusingfrom thebankoutofthetotalrespondents15(17%)areMoney
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transferand43(49%)areMoneysaving/withdrawaland17(20%)areLoanrequesting

and12(24)areExchangecurrency.wereconcerningtothetypeofservicetheyusefrom

thebankandthedataanalysisshowusabovehalfoftherespondentswereusing

moneysaving/withdrawal.

Item 6,samplerespondentswereaskedhowoftentheywereusingthebankoutofthe

totalrespondents18(20%)areVerylongtimeand32(37%)arelongtimeand5(6%)are

Notsureand21(24)areShorttime.And11(13)areVeryShorttime.abovehalfofthe

respondentsrepliedlongormanytimes.Itindicatesthatthecustomerusedthebank’s

servicerepetitively.

4.1.2perceivedperformancesandexpectation

Table4.2perceivedperformanceandexpectationoftherespondents

Items Alternatives Respondents

Frequency Percentage

7.expectationfrom the

banksbeforejoiningit

Veryhigh 25 29

High 34 39

Medium 20 23

Low 8 9

Notsure 0 0

Total 87 100

8.actualperformanceafter

join

>thanexpectation 25 29

<thanexpectation 40 46

Matchtheexpectation 22 25

Notsure 0 0

Total 87 100

(source:ownsurvey,2019)

Theitem 7,oftheabovetableshowscustomerexpectationofthebankoutofthetotal

respondents25(29%)areVeryhighand34(39%)areHighand20(23%)areMedium and

8(9%)areLow.andtheresultindicateusabovetheaverageofthetotalrespondenthad
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higherexpectationaboutthebankservicedelivery.Itmeansthatthebankhadgood

imageonthesociety.

Item 8,focusedwithactualperformanceofthebankinviewofcustomerexpectation

outofthetotalrespondents25(29%)are>thanexpectationand40(46%)are<than

expectationand22(25%)areMatchtheexpectation.Andtheresultclearlyshowsus

thattheactualperformanceofthebankwasmetwiththeirexpectationasaresult

almostmajorityofthecustomerweresatisfiedbytheservicethatprovidebythebank.

4.1.3 thestateofservicedeliverysystem inthebank

Thissectionshowsthatanoverviewofstatesofservicedeliverysystem intheviewof

customersurveyedinAwashInternationalBankofWolkiteBranch.

Table4.3assessstateofthebankservicedeliveryandaccessibility

Item Alternatives Respondents

Frequency Percentage

9.isthebankneartoyour

homeoryourworkplace?

Yes 33 38

No 54 62

Total 87 100

10.thebankrateofinterest is

faireandattractive

Stronglyagree 14 16

Agree 36 41

Notsure 11 13

Disagree 16 18

Stronglydisagree 10 12

Total 87 100

11.thebankprovideall

bankingservicethatyouneed

Yes 33 38

No 37 43

Notsure 17 19

Total 87 100

(Source:ownsurvey,2019)
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Inordertoseewhetherthebankisneartorespondentshomeorworkplaceinitem 9,

outofthetotalrespondents33(38%)areYesand54(62%)areNo.majorityof

respondentsrespondedthatthebankisnotneartotheirhomeorworkplace.itimplies

thatthebankwasnotgoodenoughonaccessibilitytotheircustomer.

Asindicatedintable4.3,initem 10outofthetotalrespondents14(16%)areStrongly

agreeand36(41%)areAgreeand11(13%)areNotsureand16(18%)areDisagreeand

10(12%)areStronglydisagree.respondentswereaskedwhethertheydoagreeornoton

thebanksrateofinterestfairnessandattractiveness.Andtheresultshowsthatthe

bankrateofinterestwasfairandattractiveintheviewofmanycustomers.

Item 11,outofthetotalrespondents33(38%)areYesand37(43%)areNoand17(19%)

areNotsure.respondentswerequestionedthat“isthebankprovideornotallbanking

servicethatyouneed”andsignificantnumberofrespondents’saidthatthebankdidnot

provideallbankingservicewhattheyneed.

4.1.4Qualityofbank’sservice

Table4.4timerequiredingettingservice/speedofservicedelivery

Item Alternatives Respondents

Frequency Percentage

12.speedofservicedeliveryin

thebank

Veryfast 26 30

Fast 41 47

Notsure 0 0

Late 20 23

Verylate 0 0

Total 87 100

(Source:ownsurvey,2019)

Table4.4indicatesspeedofservicedeliveryandtheanalyzeddatashowsthatthereis

efficientusageoftimetoprovideserviceforcustomer.

Table4.5employees’knowledgeandtheircommunicationskill
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Item Alternatives Respondents

Frequency Percentage

13.communicationstyleof

employees

Excellent 16 18

Verygood 27 31

Good 31 36

Poor 13 15

Verylate 0 0

Total 87 100

14.knowledgeofthestaffson

howtoprovideservice

Excellent 13 15

Verygood 33 38

Good 29 33

Poor 0 0

Verylate 12 14

Total 87 100

(Source:ownsurvey,2019)

Accordingtotheabovetable4.5item 13from theanalyzeddatawecanconcludethat

themajorityofthecompanyemployeesareinagoodlevelofcommunicationskill.

Initem 14,basedontherespondents’responsewecansaytheemployeesofthe

organizationhaveknowledgeonhowtoprovideservicetosatisfycustomers.

Table4.6keepingthebankingrecordandtransactionassecret

Item Alternatives Respondents

Frequency Percentage

15.thebankrecordand

transactionsarekeptprivate

andconfidential

Stronglyagree 21 24

Agree 57 66

Notsure 9 10

Disagree 0 0

Stronglydisagree 0 0

Total 87 100



43|Page

(Source:ownsurvey,2019)

Asshownontheabovetablemajorityofrespondentsagreedtotheideaofkeepingthe

bankrecordsandtransactionsecretlyandbasedonthisanalysiswecanunderstand

mostofrespondentsableifandbankingrecordsandtransactionskeptbyprovideand

confidential.

Table4.7abilityofunderstandingofworkerswiththeorganization

Item Alternatives Respondents

Frequency Percentage

16.theworkerstriesto

understandviewsandshows

concerningforcustomers

Stronglyagree 27 31

Agree 56 64

Notsure 0 0

Disagree 4 5

Stronglydisagree 0 0

Total 87 100

(Source:ownsurvey,2019)

Astheabovetable4.7indicatesthatthatworkerswithintheorganizationhasabilityto

understandonviewbyshowingofcustomerstheirpolitenessorgenuine.

Table4.8provisionqualityservicebythebank

Item Alternatives Respondents

Frequency Percentage

17.thebankisprovidingquality

service

Stronglyagree 35 40

Agree 43 50

Notsure 9 10

Disagree 0 0

Stronglydisagree 0 0

Total 87 100

(Source:ownsurvey,2019)
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From theabovetable4.8onthebanksqualityservicetheresultclearlyshowsthat

relativelythebankisprovidingqualityservice.

4.1.5Theimpactofbank’sservicedeliverysystem oncustomersatisfaction

Thissectionprovidedtheimpactofservicedeliverysystem oncustomersatisfaction

Table4.9Satisfactionlevelofcustomers

Item Alternatives Respondents

Frequency Percentage

18.Howmuchyouare

satisfiedfrom thebank̀s

servicedeliverysystem

Verysatisfied 34 39

Satisfied 42 48

Notsure 8 9

Lesssatisfied 3 4

Notsatisfied 0 0

Total 87 100

(Source:ownsurvey,2019)

Asanindicatedontheabovetablerespondentsaskedtheirsatisfactionlevelbasedon

thebankservicedeliverysystem andtheresultrevealedthewassatisfiedmostofits

customer,butthereissignificantnumberwhoarelesssatisfiedbythebankservice

delivery.

Table4.10Rateofcompetitivepositionandimageofthebank

Item Alternatives Respondents

Frequency Percentage

20.Howmuchyouratethe

bankcompetitiveness

Verycompetitive 33 38

Competitive 47 54

Notsure 7 8

Lesscompetitive 0 0

Notcompetitive 0 0
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Total 87 100

21.thebankhassuperior

imageoverotherbanksinits

servicedelivery

Stronglyagree 34 39

Agree 46 53

Notagree 7 8

Disagree 0 0

Stronglydisagree 0 0

Total 87 100

(Source:ownsurvey,2019)

Intheabovetable4.10,onitem 20respondentsaskedtoratethebankcompetitive

position.Basedontheresultwecanconcludethatthebankgatecompetitiveadvantage

withrespecttoqualityservice.

Initem 21oftable4.10,forthequestionhowtheysawtheimageofthebankoverother

banks,mostoftherespondentsagreeduponthebankssuperiorityoverotherbanks.

Asweseetheaboveanalysisthebankhassuperiorimageoverotherbanksonits

servicedeliverysystem becauseofthepreviousfindingofgainingcompetitive

advantage.

Table4.11Confidencelevelofcustomerstopromotequalityofservicethroughwordof

mouth

Item Alternatives Respondents

Frequency Percentage

22.ihavefullconfidencetotell

othersaboutqualityofthe

bankservice

Stronglyagree 31 36

Agree 43 49

Notsure 8 9

Disagree 5 6

Stronglydisagree 0 0

Total 87 100

(Source:ownsurvey,2019)
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Respondentswereaskedwhethertheyagreeornotonthestatement“Ihavefullof

tellingtoothersaboutthequalityofthebankservice“andfrom theanalysiswecansay

almostallcustomersclearlydevelopedconfidencetopromotebanksservicethrough

wordofmouthcommunication.

4.1.6Factorsthatcanleadcustomersatisfaction

Thissectionpresentsfactorsthatcanleadcustomerstowardsatisfactionand/or

dissatisfaction

Table4.12Employee’sreceptionandpoliteness

Item Alternatives Respondents

Frequency Percentage

23.employeecontrol Excellent 24 27

Verygood 31 36

Good 25 29

Poor 7 8

Bad - -

Total 87 100

(Source:ownsurvey,2019)

Ontheabovetable4.12respondentswereaskedtorankthebanksemployees

receptionabilityandpolitenessandtheanalyzeddatashowsthattheemployeeshave

holdbettercustomerssatisfactiononcustomerhandlingbehavior.

Thisresultviatheresultunder3.2&3.3confirm Harmon’setal(1994),findingthat

friendlessofthebankpersonnelisoneofthekeycriteriatosatisfycustomers.

Table4.13thestaffeffectivenessandefficiency

Item Alternatives Respondents

Frequency Percentage

24.servicecontrolstaffs 19 22
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effectivenessandefficiency Excellent

Verygood 34 39

Good 29 33

Poor 5 6

Bad 0 0

Total 87 100

(Source:ownsurvey,2019)

Withrespecttothestaffeffectivenessandefficiencytherespondentsratedthatthe

workerswereeffectiveandefficientwithrespecttotheirrespectiveworks.

Table4.14Performanceofthebankinprovidingservice

Item Alternatives Respondents

Frequency Percentage

25.overallperformanceofthe

bankinprovidingitsservice

Veryhigh 25 29

High 39 45

Medium 21 24

Low 0 0

Notshure 2 2

Total 87 100

(Source:ownsurvey,2019)

Ontheabovetablerespondentsaskedtoevaluatetheoverallperformanceofbankin

providingservicedandtheresultclearlyshowsthebankoverallperformanceintheview

ofcustomerwasattractiveandcreategreatsatisfactionwithinthecustomer.

4.2Analysisofdatafrom employersofthebank

Table4.15Backgroundinformationofemployee

Item Alternatives Respondents

Frequency Percentage

1.Sex Male 12 86



48|Page

Female 2 14

Total 14 100

2.age 18-29 8 57

30-41 6 43

Above41 0 0

Total 14 100

3.Educationallevel Grade10 0 0

Grade12 0 0

Certificate 0 0

Diploma 0 0

Degree 12 86

Abovedegree 2 14

Total 14 100

(Source:ownsurvey,2019)

Intheabovetable4.11onitem 1,thesexanalysisshowsthatamongallofthe

respondentsofthesurvey(86%)weremaleandtheremaining(14%)werefemales.

Initem 2,astheageofrespondents(57%)werebetween18-29years,whiletherest

(43%)weren30-40agegroups.

Initem 3,withregardtoeducationalleveloftheemployeesmostoftheemployers(86%)

holdsdegreeandwhiletheremaining(14%)ofemployees’holdsdegreeandabove.

Thisresultclearlyindicatesthatmostofemployersmaturedinageandprofessional.

Table4.16Employeesviewsonthebanksuperiority

Item Alternatives Respondents

Frequency Percentage

4.Thebankhassuperior

imageoverotherbanksinits

servicedelivery

Yes 12 86

no 2 14

Total 14 100

(Source:ownsurvey,2019)
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From thesampleemployeeswereaskedwhethertosayyesornoonthestatement“the

bankhassuperiorimageoveretherbanksinitsservicedeliverythattheresponseof

andtheresultconfirmsemployersaregoodtotheorganization

Table4.17Salariesofemployees

Item Alternatives Respondents

Frequency Percentage

5.Thesalarythebankpaying

toyouinrelationtoother

banks

Higher 2 14

Lower 3 21

Thesame 9 65

Total 14 100

(Source:ownsurvey,2019)

Intheabovetable4.17employeeswereaskedtoprovidetheiropinionontherelationof

otherbankandtheanalysisshowsthatthesalarythebanktoitsemployeesissimilar

withotherbanksinsalarypayment.

Table4.18Opendiscussionwiththemanagement

Item Alternatives Respondents

Frequency Percentage

6.Doyouhaveopendiscussion

withthemanagement

regardingtoservicedelivery

andalloverthebankactivities

Yes 10 71

Sometimes 4 29

No 0 0

Total 14 100

(Source:ownsurvey,2019)

ThatIntheabovetable4.17asindicatedthattheemployersaskedwhethertheyhave

ornoopendiscussionwiththemanagementregardingtoservicedeliveryandthe

analysisclearlyshowsthat10theemployeeshaveopendiscusswiththemanagement

hasagreatcontributionforthequalityofserviceprovidedbythebank.

Table4.19Waysofrenderingservice
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Item Alternatives Respondents

Frequency Percentage

7.servicerenderingaccording

tothecollectivemanagement

Excellent 3 21

Verygood 11 79

Good 0 -

Poor 0 -

Bad 0 -

Total 14 100

(Source:ownsurvey,2019)

Asindicatedintheabovetable4.18respondentsansweredforthequestionmajorityof

them(79%)saidverygood,andtheremaining(21%)saidexcellent.

Thisindicatesthatthebankisperformingaccordingtothegroupinterestoragreement

ithascriticalfortheprofitabilityofthebankandtorenderqualityservice.

Table4.20Employeetreatmentintheorganization

Item Alternatives Respondents

Frequency Percentage

8.Doyouhaveequal

treatmentopportunityinthe

organization

Yes 11 79

Sometimes 2 14

Notatall 1 7

Total 14 100

(Source:ownsurvey,2019)

From theabovetable4.19employeeswereaskedwhethertheyhaveequaltreatmentor

notintheoriginationamongthem (79%)ofrespondentssaidyes,(21%)ofrespondents

weresaidsometimesandnotatall.

From thisanalysiswecanunderstandthereisequaltreatmentintheorganizationthis

makesemployeesmotivestoprovidequalityservice.

Table4.22satisfactionlevelofemployeesandtheirresponsibility
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Item Alternatives Respondents

Frequency Percentage

9.doyoufullfillyour

responsibilityforyour

obligation

Yes 14 100

Partially - -

Notatall - -

Total 14 100

10.areyousatisfiedbyyour

job?

Yes 11 79

Partially 3 21

No 0 -

Total 14 100

(Source:ownsurvey,2019)

From theabovetable4.20item 9,respondentswereaskedwhethertheyfulfilltheirand

allcustomerrespondedthattheyeffectivelyfulfilltheirresponsibilityandtheir

obligationwhatexpectedfrom them.Itindicatesusithaspositiveimpactoncustomer

satisfaction.

From thelastitem,respondentswerewhethertheyaresatisfiedornotbytheirjoband

(79%)ofthem saidyesandtherest(21%)respondentsthatpartiallysatisfiedbytheir

job.

Thisresultshoesthattheemployeesaresatisfiedbytheirworkswhichhasdirect

relationwiththesatisfactoryserviceofthebank.

4.3.Interviewtomanager

The analysis presented here underis taken from the response ofthe Awash

internationalbankmanager.

1. Doyouthinkthatcurrentserviceprovidedbythebankmeetcustomer

expectation?

 Thebankmanagermentionedthat,theservicewedelivermostlymeetthe

customerexpectation,becausewetrytodeliverservicequalityaccordingto
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customerrequestwithoutburningtheirtime.

2. What is the bank employee’s competence and ability to respond

customerscomplainfortheservicedelivery?

 Themanagerwasconfidentabouttheemployeestosaythattheycan

handleproblem.Almostallemployeescanhandlecustomercomplaintsandifit’s

beyondtheircapacity,theywouldrefertotheirsupervisor.

3.Whatistheproblem thatyourbankencounterwhileprovidingservice?

Theremightbesameemployeesthosewhoarenotrespondcustomercomplaintsat

timeofneeded,thosewhohaven’tcapacitytoinrespondingwererefertothe

supervisorsandservingcustomerswiththeirdifferentculturalbackground.

ChapterFive

5.ConclusionsandRecommendations

Themainobjectiveofthisstudyweretoseethestateofservicedeliverysystem to

identifytheimpactthatthisservicedeliverysystem doeshaveoncustomersatisfaction

toshowfactorsthatcanleadcustomerstowardsatisfactionandtolookatthenumber

ofcustomerswhichareunsatisfiedwiththeservicedeliveryofthebank.

Thischapterpresentstheconclusionofthestudywithinthecontextofliteraturereview

themeaningandimplicationofresultswereexplainedinlightoftheobjectiveofthe

study.

5.1conclusions

Basedonthefindingsthefollowingareimportantconclusion:-

1.Accordingtotheresultfrom theanalysisthefactorsthataffectcustomer

satisfactionwerespeedofservicedelivery,employeesknowledgeonhowto

deliverservice,theirpoliteness,integrityatthetimeofrenderingservice,and
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accessibilityofthebank.

2.Accordingtotheresultfrom theanalysismajorityofthecustomerhadhigher

expectationaboutthebankservicequalityandtheactualperformanceofthe

bankweremetwiththeirexpectation.

3.Accordingtothesurveyresult,mostrespondent’sresponsesshowedthatthe

bankwasprovidingqualityservice.Butsomecustomerswerenotsureor

disagreewiththebanksrecordandtransactionsecrecyandthebanksservice

quality.

4. Theresultfurthershowedthattheserviceprovidedbythebankcansatisfied

customerandcreateconfidencewithinthem soasthecustomerwereproudof

thebank.

5. Accordingtothefindingmostofthecustomersdecidedtobeloyaltothebank.

6.Theresultfurthershowedthatabovehalfofthecustomersaidthatthebankis

notneartotheirhomeand/ortheirworkplace.Itindicatethatthebankwerenot

goodenoughonaccessibilitytotheircustomer.

7.Thestudyalsoindicatethatcustomerwithemployeesreceptionabilityand

politenessservicedeliveryandthebankseffectivenessandefficiencyinservice

deliveryareverygoodtoalmostallcustomers.

8.Whenwecometotheemployeeofthebankmostofthem werequalified

wellbeingresponsible,politeetc.Whichisthebestrequirementforcustomers

satisfactioneventhough30%ofcustomerscomplainthatthereisnotallequal

treatmentinthebankandalso30%ofemployeesaresatisfiedbytheirjoband

70%ofemployee’sarepartiallysatisfiedandnoneofemployeesareunsatisfied

bytheirwork.

10.Thereishighservicequalitydeliverywithregardtocustomerexpectationandgive

timelyrequest.
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5.2Recommendations

Inthecompetitivebankingmarkettherelationshipbetweenthebankandcustomeris

importantandessential.InadditionAwashInternationalBankofWolkiteBranchshould

awarethatischeckinservicedeliveryandhowtoimprove.Tothisendthefollowingare

recommendedbytheresearcher:

2 Mostoftheemployeesofthewerequalified,responsibleandpolitehoweverthey
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werenotsatisfiedbytheirbenefitatall.Sothebankshouldimproveincentives

system foremployerssoastheyworkmoretosatisfythecustomersmore.

3 Thebankmusttakemeasuretobeconvenienttotheircustomerbyopening

additionalbranches.It’salsoimportanttogethighercustomerwalletfrom the

bankingindustry.

4 Itisimportanttogivetrainingtotheiremployeestoupdatetheirknowledgeand

togowiththelatesttechnology.

5 Measuresmustbetakentoreducethenumberofcustomerswhichunsatisfied

bytheservicedeliverybytakingcareforthosecomplaints.

6 Itisalsobettertoinstallfacilitieslikecreditcard,usemoreATM machineto

withdrawalonthewolkitesub-cityandexchangemoney,andalsotheymusttry

to provided mobile banking service in theirservice portfolio because the

competitorsareusingsuchtechnology.

7 Thebankalsoshouldgiveprioritytotheeldercustomerbecausethemaynot

havecapacitytowaylongtimetogateservice.

8 Thebankhastoincreasethenumberofemployeestailorserviceinorderto

increasethespeedofservicedelivery.

Ifalloftheserecommendationshavegivenattentionbythebank,thebankwillbe

undoubtedlycompetenceinthebankingbusinessinthetown.
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Appendix

WOLKITEUNIVERSIYT

COLLEGEOFBUSINESSANDECONOMICS

DEPARTMENTOFMARKETINGMANAGEMENT

QuestionnaireforthecustomerofAwashInternationalBankofwolkiteBranch

Dearrespondent,

The purpose ofthis questionnaire is to conducta research regarding the

AssessmentsofservicedeliveryandcustomersatisfactionofAwashBankwolkite

branchforthepartialfulfillmentofdegreeinmarketingmanagementfrom wolkite

University.Sinceyourresponseisimportanttothisresearch,Ikindlyrequestyou

torespondeachquestiongenuinelyandtimely.AndIwouldliketoconfirm you

thattheinformationyouprovidedoesnotaffectyouinanycaseandwillbekeptin

secrete.

GeneralInstruction:

 Noneedofwritingyourname.

 Youmayhavemorethanoneanswerforsomequestions.
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 Putathickmark(√ )ontheboxprovidedforyourchoice.

Partone:personalinformation

1.Sex male Female

2.Age 18-29 30-40 above41

3.Educationlevel

Illiterate 1-12 Diplomaandabove

4.Occupation

Student Governmentemployee

EntrepreneurandNGO

5.Serviceyouareusingfrom thebank

Moneytransfer Loanrequesting Moneysaving

Exchangecurrency theabovetwoservices

6.Howoftenyouusingthebank

Verylongtime Longtime notsure

Shorttime Veryshorttime

Parttwo:generalinformationfrom respondents

7.Expectationfrom thecompanybeforejoiningit

Veryhigh High Medium Low Verylow

8.Actualperformanceafterjoins
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>thanexpectation <thanexpectation Matchtheexpectation

Notsure

9. isthebankneartohomeforworkplace?

Yes No

10. Thebankrateofinterestisfairandattractive

Stronglyagree agree

notsure

Disagree stronglydisagree

11.Thebankprovidesallbankingservicethatyouneed

Yes no notsure

12.Speedofserviceinthebank

Veryfast fast notsure

Late verylate

13.Communicationstyleofemployee

Excellent verygood good

Poor bad

14.Knowledgeofthestaffonhowtoprovideservice

Excellent verygood good

Poor bad

15.Thebankisprovidingqualityservice
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Stronglyagree agree notsure

Disagree stronglydisagree

16.Satisfactionlevelonspeedofservicedelivery

Verysatisfied Satisfied notsure

Lesssatisfied notsatisfied

17.Thebanksandtranslationsarekeptprivateandconfidential

Stronglyagree agree notsure

Disagree stronglydisagree

18.Theworkerstrytounderstandviewandshowsgeneralconcerningforcustomers

Stronglyagree agree notsure

Disagree stronglydisagree

19.Howmuchyouaresatisfiedfrom thisbankservicedelivery

Verysatisfied satisfied notsure

Lesssatisfied notsatisfied

20.Howcanyouratethebankcompetitiveadvantage

Verycompetitive competitive notsure

Lesscompetitive notcompetitive

21.Thebankhassuperiorimageoverotherbanksinitsservicedelivery

Stronglyagree agree notsure

22.Ihavefullconfidencetotellothersaboutguiltyofbankservice
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Stronglyagree agree notsure

Disagree stronglydisagree

23.Employeecontactpersonalreceptionabilityandpoliteness

Excellent verygood good

Poor bad

24.Servicecenterstaffseffectivenessandefficiency

Excellent verygood good

Poor bad

25.Overallperformanceofthebankinprovidingitsservice

Veryhigh high medium

Notsure low
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WolkiteUniversity

Collegeofbusinessandeconomics

DepartmentofmarketingManagement

QuestionnairetobefilledbyemployeesofAwashInternationalBankofwolkiteBranch

Dearrespondents

The purpose ofthis questionnaire is to conducta research regarding the

AssessmentsofservicedeliveryandcustomersatisfactionofAwashBankwolkite

branchforthepartialfulfillmentofdegreeinmarketingmanagementfrom wolkite

University.Sinceyourresponseisimportanttothisresearch,Ikindlyrequestyou

torespondeachquestiongenuinelyandtimely.AndIwouldliketoconfirm you

thattheinformationyouprovidedoesnotaffectyouinanycaseandwillbekeptin

secrete.

Instructions:

 Noneedofwritingyourname.
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 Youmayhavemorethanoneanswerforsomequestions.

 Putathickmark(√ )ontheboxrequiredforyourchoice.

Partone:personalinformation

1.Sex male female

2.Age 18-29 30-41 above41

3.Educationlevel Grade10 Grade12

Certificate

Diploma Degree

Abovedegree

Parttwo:employeesviewonalloverthebank

4.Doyouthinkthat’sthebankhassuperiorimageoverotherbanksinitsservice

delivery?

Yes No

5.Howdoyouratethesalariesthebankispayingtoyouinrelationtootherbanks?

Higher Lower thesame

6.Doyouhaveopendiscussionwiththemanagementregardingtoservicedeliveryand

alloverthebankactivitiesYes

No

Sometimes

7.Servicerenderedaccordingtothecollectiveagreement.

Stronglyagree Agree Neutral

Disagree Stronglydisagree



65|Page

8.Doyouhaveequaltreatmentopportunityintheorganization?

Yes Sometimes Notatall

9.Doyoufulfillyourresponsibilityforyourobligation?

Sometimes No

10.Areyousatisfiedbyyourjob?

Yes No Partially

WolkiteUniversity

Collegeofbusinessandeconomics

DepartmentofmarketingManagement

Interviewtomanager

1.Doyouthinkthatcurrentserviceprovidedbythebankwasmeetcustomer

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

--------------------------------------------------------------------------------------------------------------------------------
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------------------------------------------------------------------------------------------------.

2.Whatisthebankemployee’scompetenceandabilityto respondcustomers

complain for the service delivery?

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

3.Whatistheproblem thatyourbankincounterwhileproviding

service?------------------------------------------------------------------------------------------------------------------------------

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

------------------------.


