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ABSTRACT

The purpose of this study was to assess servioeedepractice of Ethiopian Revenue and Customs
Authority, in Addis Ababa. Important facets thav@axpected to have positive/negative influence on
the service delivery of the authority such as ecq@less to service, provision of information and
consultation to customers, identification of impEment gaps, meeting customer needs and
expectations, monitoring and evaluation of servieetivities and proper handling of customers’
complaints has included in the study. Data for gtigly were collected from employees and customers
of the authority particularly those tax payers wihave TIN. Data collection was made through two
methods that were service delivery survey usingtiquenaire and structured interview. The sample
consisted of 293 customers and 27 employees. Fearah design engaged for this study is more of a
guantitative research and descriptive analysis lheen performed to determine level of service
delivery. The major findings of the study suggkat based on the overall population sample: both
employees and customers were not well satisfidu tivt provision of service delivery in the authprit
and to some extent this had been affirmed duriegrterview session. The efforts of the authority i
creating enabling environment to have equal accEssservices, availing valuable and ample
information and provision of consultation to custys) the implementation of service charter, the
activities of monitoring and evaluating serviceiwities, identification of service gaps, having ope
and transparent communication with customers, thg Whandle customers’ complaints was found to
be below the expectations of customers. Thus,wbealb perception of customers’ regarding service
delivery practice of ERCA is said to be poor.
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CHAPTER ONE: INTRODUCTION

This chapter presents the reader with an overvitheoentire Thesis. It covers the background ef th
study, problems statement, Research objectivesra@peal definition of terms, Research question,

Significance of the study, Limitations, Delimitati®and Organization of the Thesis.
1.1. Background of the Study

Breaking the centuries-long domination of industpaoduction, the importance of service in the
economy has increased. The losses of manufactjofisgin many courtiers have been replaced with
jobs in service sector such as information techmgldinancial services, health care, and retall
services. Not only the number of workers employed the service industry have increased
substantially, but companies, formerly only engageananufacturing, has set up special divisions
engaged in sales and customer service.

Given its vital importance for the social and eaoio wellbeing of the country, the national
significance of improving public service deliverysgems has been gaining great consideration by
nations. In 2002 in the USA, 80% of the GNP wasdpo®d by the service sector (Fitzsimmons and
Fitzsimmons, 2006). On their side Philip Kotler afevin lane, (2006) indicated that the Bureau of
labor statistics reports that the service produsiactor will continue to be the dominant employment
generator in the economy, adding to 20.5 milliobsjdy 2010. Among the types of service sector
growing fast are higher education, financial sexvand faster than any other else is the health care
service. Like that of global tendencies, the striteeof the Ethiopian economy has drastically chdnge
According to the latest GDP report of the MinistfyFinance and Economic Development, the service
sector in Ethiopia enjoyed 14 percent annual growtthe year 2008/09 fiscal year while industry
followed by 9.7 percent and agriculture grew by petcent. Maintaining its leading position in the
Ethiopian economy for the second year, serviceosemintributed 45 percent to GDP in the year

2009/10 fiscal year, followed by 42 and 13 perceontributions of agriculture and industry,

respectively. (www.mofed.gov)eThis shows that the service sector in Ethiopis lbeen growing not

only in volume but also in variety, sophisticatiamd complexity.

Service delivery is not only limited to privaterfis for the purpose of earning profit, but it hasoal

delivered by the public as well. Governments hagal responsibilities and authorization to deliver
10



quality service for citizens as well as foreignanso seek service from them. On the other hand,
citizens as customers also have the legal righgetfing quality service up to the level of their
expectations from their governments due to thetfadtany government exists to satisfy the wants an

needs of its customers, the public.

It is common that there are always two main taskbracing any government in office. These tasks
are service delivery and policy making (OECD, 20@)rvice delivery is particularly important as it
will determine the efficiency of any government wahiin turn reveals its accountability and

transparency in serving the nation.

Civil service which is considered as the cornermstohany government gives blood and flesh for the
governments’ structure. Throughout the world, thentdbutions of civil service in promoting
sustainable and equitable economic growth are vieggincreasing attention. Efficient and effective

management of the civil services are critical tstaumable socio-economic development of a nation.

Currently public sector is under increasing presgordemonstrate that their services are customer-
focused and that continuous performance improvensebeing delivered. As a result, high quality
service is a priority for public service provideverldwide (Borins, 2000). Thus, as service provider
rendering quality service and continuously imprgvihe service quality has become a very real issue

for all service rendering organizations.

The purpose of this study is thus to assess thiygoaservice delivery in ERCA. The study wilka
concepts from different model of quality serviceasierements like that of the SERVQUAId others

to assess customers’ general perception on th@yjabervice delivery by the authority.

1.2. Problem Statement

In this highly competitive globe, delivering highaity customer service is one of the most
important outcomes that differentiate a successfghnization from others. Not only the types of
services but it is also the delivery of high quaBervice that maters a lot in retaining custoniars
beyond attracting them. Concerning civil servicgamizations it is an obligatory for them to deliver
high quality service due to the fact that natioaséhthe right to get quality service like that thewe

an obligation to pay taxes and duties.
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Service must be performed right the first time andry time. The damage done on any one occasion
leave a permanent scar and affect badly rendemicegs. Customers may estimate what the service
performance will be or may think what the performammught to be. Customers are more likely to be

dissatisfied if the service performance is less tlvhat they have expected.

Service delivery became increasingly an importaoblem in most civil service organizations. As
Shepherd, Geoffrey (2003) stated that:-

“the civil services of the developing countries tembe large, underpaid, and politicized. Senior
cadres lack professional depth and often fail toyle any chain of continuity in government
over the longer term. As a result, delivery of priskervices tends to be inefficient and, often,

beset by corruptiof.

The customer satisfaction study document of ERCdiceted that the overall level of customers’
satisfaction was very law, employees were not itgdamot sincere in providing service and not
always on their duty while they are supposed toTlés is could be an indication for the existente o
service delivery problem in the authority.

The researcher had observed in person while cussowere receiving service from the authority and
it was understood that there were real problenendering service and customers were complaining
particularly in the period of annual tax paymergsitling VAT collection, etc. On top of this the
researcher has also conduct short interview withesof the customers of the authority who were
engaged in transit operations, private contractge/ernment workers, private consultants and
individuals who live abroad and came to the coutdryisit their families and it could be said that
unanimously all of them have their own complaimsgtoe quality service of the authority.

Furthermore, the recent action which has been tdikerrederal Anti-Corruption Commission on
higher officials, employees and customers of thtea@ity has put under question the quality of sesvi
delivery of the authority which is in accordancetie aforesaid idea given by Shepherd, Geoffrey
(2003), that is, tinder developed countries public service is begebruptiori.

These and other related problems in the ERCA bedhemeauses for a number of complaints on the
quality of service which was expressed by negatwgporate image, excessive bureaucracy and

delays, corruption, poor conditions of service tiplity and insincere act of employees. A number of
12



reasons were behind this poor quality of servickvels. Whatever the reasons may be, once the

customer is dissatisfied, it would be very diffictd gain their trust back. In this regard, a reslea

should be carried out to urge a major reform, ®esases the root causes of the problem and get the

problem rectified. This was why the researcher thadinterest to study the issue under the research

topic of ‘Assessment of Service Delivery PractineERCA in Addis Ababa’ and possible solutions

provided to the research questions.

1.3. Research Question

Does ERCA set service standards and how efficientitiin implementing the standards
(benchmark) to enhance the quality of services?

How efficient is ERCA in meeting the needs and ekg@ons of customers in delivering quality
services?

Does ERCA identify improvement gaps to enhanceityuail services delivery and how employees
perceive this?

How efficient is ERCA in monitoring and evaluatinige service delivery and incorporate the
feedback for the enhancement of quality service?

How customers perceive having the opportunity afaé@ccess to the service delivery in ERCA?

What is the perception of customers in the qualitgervice delivered by ERCA?

1.4. Research Objectives

The general objective of this study is to assesgjthality of service delivery in ERCA and learnnfro

the practical experience of this authority. Speaifly the objectives of the study include the faliog:

To examine the existence and implementation optkedetermined service standards (benchmark)
and its contribution in enhancing service qualit{zRCA.

To review the extent of meeting the needs and éapen of customers in delivering quality of
services at ERCA.

To assess whether ERCA identify improvement gajgsvamat the perception of employees’ is in
this regard to enhance quality of services delivery

To assess how frequently ERCA monitors and evaduate quality of service delivery.

To investigate the opportunity of equal access¢oservices delivered by ERCA.

To examine the perception of customers on the tyualiservice delivered by ERCA.

13



1.5. Operational Definition of Terms
Some of the main operational definitions of then®used by the researcher are given as follows

Authority: Ethiopian Revenue and Customs Authority
Service:lt is an intangible activities performed by thevsee providers to satisfy their customers.

Service Delivery: The act of provision of service delivery by orgatians in particular time and

place in return for customers’ wants and needs fimhparticular organization.

Quality: It is meeting the perception of customers on serdelivery of particular organization or

what a customer says it is.
Service Quality: Provision of services to customers as per theieetgtions.

Customer Perception: It is the reaction of the customers in relatiorttie performance of the civil

servant in satisfying/dissatisfying the services.

Civil/ Public Services: For this study, public servicese defined as those services which are mainly,
or completely, accountable to the government armglest budget from the government for its

operation.

1.6. Significance of the Study

Quiality, particularly service quality, has beconme @f the most important concepts of management-
related publications. The importance of the subgatdicated by the fact that in the last ten gahe
number of publications on service quality has iasg#l to ten times of the original volume. A stufly o
rendering quality service in civil service orgariaa like ERCA is important for the following major
reasons:
» It provides further testing into the multi-dimens&b nature of service quality in the civil
service sector.
» It gives additional evidence as to the level o&tiehship between nations as public customers
and service giving public organizations.
» It delivers feedback for the civil service orgatiaa regarding the perceptions of their

customers toward their service quality.
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* It extends the service quality literature.

This study expects to contribute to the literatmeassessing quality of service delivery in cieihsce
organization like ERCA. The results of this reshacould assist the leadership of the authority in
improving the quality of services to the expectatad their customers. The research is important for
the following major reasons:

v the findings of the study expected to add valuandigg the perception of customers on the
guality of services delivery of the authority andygest what major actions have to be taken to
meet the needs and expectations of customers,

v' This study tries to combine theoretical and emaliricesearch and find out the major
dimensions that customers have problems in reageyurality service from the authority.

v' The research lays the theoretical foundation of ghatices, for which will provide future
academic research on the assessment of qualitycsenv ERCA. For that the research
surveying and the findings of the study do not cateservice quality issues in the ERCA. So,
it gives important highlights for further researstudies in ERCA and other civil service

organizations of Ethiopia.

1.7. Scope of the Study

The study was concerned with the practice of sendelivery in ERCA. There are different
dimensions that can affect service delivery of arganization. Among these dimensions, this study
was delimited to the service standards, custometsiand expectations, identification of improvement

gaps, monitoring and evaluation, equal accessetsehvice delivery and perception of customers.

1.8. Limitation of the Study

As with any research project, this study has bedest to various limitations that may have hindere
its accuracy. Consequently, interpretation of firgdi should be considered with caution. Although the
research attempted to reduce issues through theofusetriangulation approach to research (e.g.
gualitative and quantitative methods), the bouregaof the study must be acknowledged. At the same
time, it is important to not underestimate the gigance of the findings. Instead, the findings gaet

a strong case for service quality, providing inadilie insights that are specific to Addis Ababa,chhi
service management could consider when addressmigs quality issues. As a result, this study acts
as a foundational basis that civil service managesnean use as a starting point in their quest to

understand the complexities associated with seyiedity from the viewpoint of customers.

The following major points are critical limitatiord the study:-
15



1. Limited knowledge of the researcher on measureroeservice quality and the complication
nature of the authority to get reliable data,

2. Shortage of time to gather sufficient data andyaeathem properly;

3. Lack of sufficient and relevant literature thatatel quality of service delivery with civil service
organizations like that of ERCA;

4. The researcher lacks the skill in using sophistitastatistical package for data coding &
analysis process the accuracy & precision of teearch outcomes may be restricted.

5. This study is limited to Addis Ababa; this make#ficult to generalize the finding to other
branches of ERCA;

6. the prejudice, poor cooperation and reluctanceespandents to fill in the questionnaire and

give detail interview;

1.9. Organization of the Study

This paper has five chapters. The first chaptetsde&h background information, statement of the
problem, objective of the study, significance of gtudy, operational definitions, scope of the wtud
The second chapter deals with review of literatund the third chapter discusses the utilized rekear
methodology. In the fourth chapter, presentatioralysis and interpretation presented while the last
chapter consists of the summary, conclusions acamhmenendations parts. The Thesis also consists of

other formal sections like Bibliography, Appendicet

16



CHAPTER TWO: LITERATURE REVIEW

This chapter is the spring board of the study iniciwheffort has been made to review relevant
literatures on the tenets required to find answaeis connect research questions. It covers governmen
and reasons for its existence, reasons for théeexis of governments, public sector, good govemanc
and public sector management reforms, conceptseaf public management, civil service, civil
servant, definition of services, sector based iflagson of services, giving a shape to the sezyic
unique features of services, service specificatiuality in service operations, dimensions of sgvi
quality, the concept of service quality, measurisgrvice quality, perceived service quality,
SERVQUAL and the last conceptual framework.

2.1. Public Sector

The “public sector” is broadly synonymous with “goament”. Mostly it focuses on the executive
branch, that is, the public sector is made up mashlgovernment departments and agencies that are
staffed by public servants. As to differ from pteasector, the public sector is responsible for the
government and most of its duties and respongdslare assigned by the government. [Bgéslature
branch of the government has the responsibilitpversight the performance of the public sector.
Schacter (2000).

2.2. Good Governance and Public Sector ManagemeneRrms

The performance of the public sector was not age&xp in providing service to its customers. As a
result, since the late 1980s there is a contindebste on good governance and its requirementdwhic
becomes the reason for the emergence of the newwaghpto public sector management reform. The
publication of ECA (2003) indicated that implemaugtithis reform some changes have been taken
place which have been aimed at tackling some oiitrst forms of governance abuses and failures in
Africa: the personalized nature of rule in whicly kmlitical actors exercise unlimited power; misuse

of State resources and institutionalized corruptmpaque government; the breakdown of the public

realm; the lack of delegation of power and the diglwal of the masses from governance.
The public sector as it has responsibilities tvese¢he nation needs to develop good governance that

could satisfy service seekers which could havetpesimpact on the overall performance of the
nation in general and civil service in particuldn the World Bank, good governance consists of a

17



public service that is efficient, a judicial systetmat is reliable, and an administration that is

accountable to the public.

The World Bank elaborates on four elements of ggmeernance (World Bank, 1989, 1992 as cited by
ECA, 2003):

» Public sector management emphasizing the needffiectige financial and human resource
management through improved budgeting, accountindg &eporting, and rooting out
inefficiency particularly in public enterprises;

* Accountability in public services, including effea accounting, auditing and decentralization,
and generally making public officials responsilde their actions and responsive to consumers;

* A predictable legal framework with rules known idvance; a reliable and independent
judiciary and law enforcement mechanisms; and

* Availability of information and transparency in erdto enhance policy analysis, promote
public debate and reduce the risk of corruption.

It is apparent from the above conception of “goaVeynance” that there is some emphasis on
improving public-sector management systems. Thushe good governance prescriptions, one finds
public management reforms as a key component pgintowards market and private sector

approaches to public sector management, undeptieasance of NPM.

2.3. Concepts of New Public Management

NPM is a label used to describe a management eullat emphasizes the centrality of the citizen or
customer, as well as accountability for resultswisidays, people in any nation demand competent and
efficient service from their government through théblic services. This high demand of citizens
enforced governments to replace the traditionalehoflorganization and delivery of public services,
based on the principles of bureaucratic hierarplanning and centralization, direct control and-sel
sufficiency by a market-based public service mansege or enterprise culture. NPM has provided for
a future of smaller, faster-moving service delivemganizations that would be kept lean by the
pressures of competition, and that would need todee-responsive and outcome oriented in order to
survive. These organizations would be expectectelop flatter internal structures (i.e. fewer leye
and devolve operational authority to front-line ragers. With a downsized number of staff, many

services would be ‘contracted out’ or ‘out sourcegtead of assuming that in-house provision is.bes

18



NPM has two components. First those that emphasiaeagerial improvement and organizational
restructuring, and second those that emphasizelsetsaand competition. The basic foundation of the
NPM movement is the drive for efficiency and the u$ the economic market as a model for political
and administrative relationships. Improved efficigns now the overriding aim of public sector
reforms in most African countries. It is thoughathhe State’s capability; its ability to promoteda
undertake collective action efficiently is over extled. Therefore, reductions and a refocusingef th
State’s activities are needed to improve macroetinatability, as well as the implementation of
stronger incentives for performance. Furthermonerdased competition in service provision, both
with the private sector and in the public sect@elit is required in order to raise efficiency.
Consequently, governments should concentrate #ifarts less on direct intervention and more on
enabling others to be productive (World Bank, 19%8) providing “core” functions such as
safeguarding law and order; protecting propertiitsgmanaging the macro economy, to promote and
regulate the market; providing basic social sewiard infrastructure; and protecting the vulnerable

and destitute.

2.4. Civil Service

The termcivil service can refer to either a branch of governmental serim which individuals are
employed on the basis of professional merit as gdwy competitive examinations, or the body of
employees in any government agency other than tli@anyn According to Oxford Advanced Learner
Dictionary (2006) tivil service is the government department in antgy except the armed force,

and the people who work for them”

From this concept and definition one can understatict civil service can be described as an
institution which is established by the governmentarry out different policies and implement the
decision of political leaders. This means thatthes governments have the responsibility to lead the
country, they have the right and obligation to fatate policies that have great contribution for the
growth of the country. It is the responsibility thie civil service to execute these policies adezjyat
Unless the civil service has the capacity and mgltiess to implement these policies, it will be
implemented ineffective and inefficient manner réfere, sooner or later it will have negative impac

on the overall performance of the country.

Globally, the contributions of civil service in pnoting sustainable and equitable economic growgh ar

receiving increasing attention. Efficient and effee management of the civil service are critiaal t
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sustainable socio-economic development of a natioike some weak private and public business
organizations, the civil service is an organ whiehjoys continuity of existence so long as
governments are in power. Plainly, it can be sa@ ho government exists without having civil

service and vice versa, because one cannot exfsiwtiother.

Civil service is the instrument of the governmefthe day and in some countries its members are
permitted under the law to be the member of anyallepolitical party. However, it is unjustifiabler

it is illegal for civil servant dissuading the adties of the office due to his/her political outks. On

the other hand, the civil servant is required teisisin formulating and implementing the policies
approved by the government irrespective of its qeak or private opinions or attitudes towards the
government policies. The main feature of civil seus that it is indispensable irrespective of tyyee

of government in power (be it military or democcatgime).

2.5. Civil Servant

A civil servant or public servant is a person in the public sector employed for &egoment
department or agency. The extent of civil servamta state as part of the ‘Civil Service’ variesrir
country to country. If we take the case of Uniteédd€iom only Crown employees are referred to as
civil servants, county or city employees are ndte Tase of Ethiopia, civil servant is a person vgho
employed in an organization under ministry or agewhich is accountable to cabinet ministers. A
civilian employee who is employed by an internatiionrganization is called an international civil

servant and these are governed by an internalrsigdfation not by any national legislation.

Whether one is a local or an international civilvamt the end objective is one and the same: to
provide quality service for customers who neediserfrom that particular office. Thus, understamgdin
that she/he is a servant of his/her customers aadikg that customers are always demanding quality
service, the civil servants has to be vigilant unlding their capacity and all a times be readypdate
him/herself with newly demand of the customer adeqgaately provide quality service with due
consideration and sympathy.

20



2.6. Definition of Services

A uniform definition of service has not been deypeld up to this day. According to Kotlegétvice is

an act or performance provided by one party todtieer which fundamentally is not materialized and

does not result in creating ownership over things.production is either connected to the physical

product or not. (Kotler, 1998). As per this definition there diree groups:

1) Clearly physical product (e.g. computer);

2) Physical product with collateral services, where #ervices are connected to the materialized
product (such as services connected to selling atenpe.g. maintenance warranty services);

3) Hybrid offer, where the offer is a mixture of théygical product and the services (such as
clothing store which offers alteration);

4) Material service with minor collateral services aplaysical products (such as wellness hotel
service, containing the hotel service, physicatlpots and other collateral services (catering, pool
services);

5) Clearly service, such as consultancy.

In line with concept the standard-family- may alsoderived by defining the procedure. Procedure is
the series of activities which transform inputsotatputs. Accordingly, from a certain input, via the
service procedure a certain output is formed ire adsservices too. Service can be interpreted @s th
result an activity that takes place where the sappind the customer interact with each other, and
generally is not tangible. Accordingly service ¢an

an activity carried out on the tangible productviled by the customer (cloth cleaning)
an activity carried out on the intangible produciyided by the customer (accounting)

providing, creating intangible product to /for theyer (education, health care)

D N NI NN

providing, manufacturing tangible product to the/dau(commerce, postal service)

One can argue that from the aspect of service tyuakasurement, the definition of quality needs to
be result-and procedure-oriented at the same tmee customers judge not only the result of the
services, but the process of the service provisgooonsidered too. From the aspect of describing
service quality and developing a decision suppartiehaimed at improving service quality, the act of

providing the service, is the main component.

For some researchers service means more than tieereseilt of an activity (service-result); it is an

interactive process (service-process) as vBallvice means the process aimed at meeting customer
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expectations, which is fundamentally based on thexidor indirect interaction of the customer and

the supplier. The result of the service typicalBnifests itself in an intangible form.

2.7. Sector Based Classification of Services

Services are approached as the third-tier econsetior and within this four classes are created:

(a) Distributive services as indicated by the name, the services with ailoigion nature provided to
other sectors, producers or service providers; sigctransportation, storage, telecommunications,
wholesale and retail commerce.

(b) Production services:services provided to other sectors or to othedyeers, service providers,
which are connected to production and providingises, facilitate and support the operational
process; such as financial services, insurancddibgi services, invoicing, accountancy, legal
services and other business services.

(c) Social services:services aimed at satisfying individual or sociaeds (medical and health care
services, hospitals, education, welfare and raligiservices, non-for-profit organizations, postal
services, consultancy and social services).

(d) Personal services: services provided to individuals (household s@&wjchotels, housing,
restaurants, liquor stores, repair services, lauadd cleaning service, hair salons, beauty salons,

entertainment and holiday services, other persseraices).

Services may be assigned to the following four gres:

a) Received servicesservices satisfying the daily needs of the customtech are usually connected
to service facilities (e.g. repair, hospitabilityidiness), where the connection of the service
provider and the customer is close, the custonmevadvement and role is complex.

b) Professional servicesservices based on the expertise of the serviogiger (e.g. heath care,
training, legal services, consultancy), where agoonating the individual needs of the customer
is of vital importance, and where the customer thedservice provider are closely connected.

c) Technical services services connected to utilizing investment praslusuch as engineering,
technical control activities, where the servicalso based on the close and mutual relationship of
the service provider and the client.

d) Possessive servicethe customer acquires the possession of thingaghrthe service; the service

result can be any objects, benefit or new quadity, banking and insurance services.
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2.8. Giving a Shape to the Service

There is no particular reason to do anything ofliguainless one seeks to shape things so that
something above average can result. Service istatt, it is dynamic. In this dynamic globalizatio
time, service giving organizations has to thinkceviabout the quality of service they have been
rendering to their respected customers. The comtisichange in demand of quality service by service
seekers, push service organizations including ceafvice to shape their service having clear
understanding of the package and the benefit eicgethat they are going to offer to their custosner
cognizant with what customers expect from theiwviset It is also the responsibility of the service
organizations to design the service form and deeiqicitly the service level or standard to theele

of customers’ expectation. In general, to providelidy service, civil services need to shape the

service continuously and satisfy their customessasnably.

Service benefits:service marketers must thoroughly understand #tera of the service. Service
marketer must be clear about the service benefitelved in the concerned case. Service benefit

simply means customer benefit resulting from theise. It is the bedrock of any service product.

Service expectationsService expectations refer to the service benefitsch customers seek from
the service. Service marketers must be clear abeubenefits customers seek from the service. The
whole service concept has to be based on the beraitomers seek and which the marketer is willing

to provide.

Service offer: Service offer means the bunch of benefits thaffesred by the firm in the service. The

service marketer has to decide what benefits shibalgut into the service package. Obviously, this
decision has to stem from the customer serviceaapen (what benefits do customers seek from the
service?). The success of a service depends onclusely the service offer matches the service

expectation.

Service elementsare just an elaboration of service offer. Convgrseervice elements collectively
constitute the service offer. The term service roffenotes the various service benefits that afgeto
passed on to customers. Usually, service elemerdasservice offer will consist of tangible as wesl

intangible components.
Service formexplains in what way (or how) the services to w/jled.
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Service level/quality/standard explains what quality and how much of serviceasbe provided.
Deciding unambiguously the service level/qualignstard which the firm would commit in its service

offer is an important part of giving a shape to skevices.
2.9. Unique Features of Services

Literatures indicated that assessment of qualisenvice industries unlike traditional physical gwot
industries become more complicated. This is true tuthe fact that determinants of service quality
may be unique in different service sector dependinghe specific feature of service. One of the
unique feature of service is it is performed natduced. This means that it requires the presentieeof
human element during the service delivery procksshe same manner, services are produced and
consumed at the same time in the presence of gterner and the service producer. Thus, in service
sector the more fundamental origin of quality isrgpns’, both in their personal and collective sens
Since quality is the outgrowth of people and itglderive from people. Without good people it isyver
doubtful that you can get good results. As a mattéhis fact, it is entirely predictable that giyabvill
entirely mirror the strengths and weaknesses ofpémple involved. Because, the presence of the
human element during the service delivery procesatly increases the probability of error on the pa

of employees and customers.

It is remarkable bringing in to the attention otwitiservant that quality is ultimately a human
achievement in both its inner and outer aspects lasdits own unique features that have to be
understood clearly. Philip Kotler and Kevin lan@@8) argue that services are characterized byicerta
unique features, which, in their turn, have somigus implications in the matter of marketing. The

unique features of services are shown below
Service is a Performance

While products are produced, services are perforimeshost cases, services are totally unconnected t
any physical product. Unlike tangible productsyems are produced and consumed at the same time
in the presence of the customer and the servicgupes. The presence of the human element during
the service delivery process greatly increasesptbbability of error on the part of employees and

customers.
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Does Not Involve Any Ownership Transfer

Usually, a service does not result in the ownergfignything. In other words, unlike in product
marketing, in service marketing, there is no titvefership transfer. One can even say that notlsing i
purchased while a service is availed of, at bebgtvis purchased is just the use of, or accestheo,

facility/service. The buyer does not become theavaf anything.
Intangibility

Unlike physical products, services are intangiltkesy cannot be seen, touched, or smelt. Also, the
consumer cannot sample a service in advance. Aioghyd it becomes difficult for the consumer to
judge a service before it is bought; he has nagyitalas’ to go by for judging the service in advanice
cannot know its exact outcome in advance. Of coutrseay not be correct to assume that all services
are hundred percent intangible. But, it is certatnlie that they are not tangible to the same degse

physical products are.
Inseparability/Immediacy

Inseparability is the next unique feature of sexgicSome experts refer to it by the term ‘immediacy

In fact, services are marked by two kinds of insapgity:

() Inseparability of production and consumption

(ii) Inseparability of the service from the person wbhegesses the skill and performs the service

Services are produced and consumed simultaneougihe @ame point of time and location. Second,

services are also inseparable from their providems. latter are an integral part of the services.
Variability/Individuality/Heterogeneity

Services are also marked by variability/individtygheterogeneity. This is so because of three reaso
Firs, the inseparability of the service from thewpder leads to some variability; the provider bét
service being inseparable from the service. Secsgdices are highly people intensive. Anythingtth
is people intensive is bound to be marked by véditpbServices are often categorized on the basis
the type of people who provide them-like unskilledrvices, skilled services, and complete

professional services. In the case of physical yets] who produces the product is immaterial. Then,
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in services, the effect varies dependent on whehvemere the service is provided. As a combined
result of the three factors, services are marked ky high degree of

variability/individuality/heterogeneity.
Perishability

Services are perishable as well. They cannot bedtdike inseparability/immediacy, this is also an
offshoot of the fact that services are produced@rbsumed simultaneously. There are no inventories
in the case of a service. It is because if itsghatblity that often a client is billed even if heed not
avail of the service after having booked it. Foamyple, airlines charge passengers who fail to ‘show
up’ at the time of flight departure, as the serwiakie become zero once the passengers fail to show

at the appointed time.
Consumer, a Part of the Production Process

In most services, the consumer is an integral gfattte production process, as he has to be phisical
present when the service is produced. This ismet of physical products. In fact, a service sitrat

requires the presence of not merely the consumiethiatl of the producer as well. Quite often, the
consumer and the service provider are face to véoen the service is produced. Hence service

provider-consumer interaction becomes a specitlifeaf services.
In Channel Matters too, Services Differ from Produds

Services differ significantly from products even tire role played by marketing channels in their
marketing. While physical products, in general, amenable for marketing through channels, the
same is not the case with services. Some servieesx@ amenable at all for operating through
intermediaries. In some cases, they may lend foh sun approach, but the role of channel members

invariably differs in the case of services as coma@do products.

Services typically do not manifest themselves irtemal, tangible forms. Rather they meet consumer
needs through establishing direct contact with chstomer, so as the act of providing the service
(production) and the act of utilizing it (consumjriglly or partially coincide in time.
Useful results of service activities are e.qg.:

* repairing, maintaining, refurbishing, designingsersbling, packing, storing, transporting,

distributing objects, facilities, things; outsounrgi their manufacturing or processing
26



procedures; providing quality control; collectingocessing, storing, transferring, conveying
and distributing information;

» asset lending aimed at supporting the operationpanduction of economic associations, data
processing, business management and technical laomsy promotional activity, market
research, advertising, business administratioral lagd other economic services;

» transporting persons, objects; product delivery donsumers, carrying out financial and
insurance operations;

* meeting the educational, cultural, artistic, Healare, entertainment, recreational, traveling,
sporting, exercising and other personal needs rsbps or communities

* administering, protecting, and representing socéstya whole and its communities; meeting

social and communal needs of the society; intexrgstesentation; research and development;
legislation.

For statistical purposes the following activities aot considered services:

» income-distribution; financial transfers such a®iast and dividends; dividing the state budget
and its special-purpose funds to chapters andsitideholarships; transfers for financial and
insurance transactions; asset and capital transagtpaying duties, taxes, dues, subventions,
damages; social security contributions and payménts, fees cash and cash substitutes;

» prohibited or illegal acts (e.g. theft, robbery,ugjgling).

2.10. Service Specification

Any service can be clearly and completely, constiteand concisely specified by means of the
following 12 standard attributes which conform toet MECE principle (Mutually Exclusive,
Collectively Exhaustive). (Wikipedia, 2013)

1. Service consumer benefits describe the (set of) benefits which are triggkeraconsumable and
effectively utilizable for any authorized servicensumer and which are rendered to him as soon as
he triggers one service. The description of theseefits must be phrased in the terms and wording
of the intended service consumers.

2. Service-specific functional parametersspecify the functional parameters which are esalesntd

unique to the respective service and which desthi&enost important dimension(s) of the services

cape, the service output or the service outconge,neaximum e-mailbox capacity per registered
and authorized e-mailing service consumer.
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3. Service delivery point describes the physical location and/or logicatrifaice where the benefits

of the service are triggered from and renderechéoauthorized service consumer. At this point
and/or interface, the preparedness for servicevaglireadiness can be assessed as well as the
effective delivery of each triggered service cammmmitored and controlled.

4. Service consumer _countspecifies the number of intended, clearly ideedifiexplicitly named,

definitely registered and authorized service coregnwhich shall be and/or are allowed and
enabled to trigger and consume the commissionedcsefor executing and/or supporting their
business tasks or private activities.

5. Service delivering readiness timesspecify the distinct agreed times of every dayhef week

when:

» the described service consumer benefits are tapderfor the authorized service consumers
at the defined service delivery point and consumalnld utilizable for the authorized service
consumers at the respective agreed service level

» all the required service contributions are aggredj&b the triggered service

6. the specified service benefitare completely and terminally rendered to any aigkd triggering

service consumer without any delay or friction.

7. Service consumer support timesspecify the determined and agreed times of evayyal the

week when the triggering and consumption of comimmexl services is supported by the service
desk team for all identified, registered and au#es service consumers within the service
customer's organizational unit or area. During dieéined service consumer support times, the
service desk can be reached by phone, e-mail, \webebentries, and fax, respectively.

8. Service consumer support languagespecifies the national languages which are spaiethe

service desk team(s) to the service consumersgdaliem.

9. Service fulfillment target: specifies the service provider's promise of eifety and seamlessly

deliver the specified benefits to any authorizedrise consumer triggering a service within the
specified service delivery readiness times. Itxpressed as the promised minimum ratio of the
count of successful individual service deliverielted to the count of triggered service deliveries
The effective service fulfillment ratio can be maasl and calculated per single service consumer
or per service consumer group and may be refeaifferent time periods (work hour, workday,

calendar week, work month, etc.)
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10. Service impairment duration per_incident specifies the maximum allowable elapsing time

[hh:mm] between
- the first occurrence of a service impairment, service quality degradation, service
delivery disruption or service denial, whilst thensgce consumer consumes and utilizes the
requested service.
« the full resumption and complete execution of teevise delivery to the content of the
affected service consumer.
11. Service delivering duration specifies the promised and agreed maximum allcavakriod of

time for effectively rendering all specified sewiconsumer benefits to the triggering service
consumer at his currently chosen service delivergtp
12.Service delivery unit specifies the basic portion for rendering the rdi service consumer

benefits to the triggering service consumer. Theise delivery unit is the reference and mapping
object for the Service Delivering Price, for alhgee costs as well as for charging and billing the
consumed service amounts to the service customethas commissioned the service delivery.

13. Service delivering price specifies the amount of money the commissionimgiee customer has

to pay for a distinct service delivery unit or fardistinct amount of service delivery units.
Normally, the service delivering price comprises tportions.
- a fixed basic price portion for basic efforts aedaurces which provide accessibility and
usability of the service delivery functions, i.erngce access price.
« a price portion covering the service consumptiosedson:
= fixed flat rate price per authorized service consumnd reference period for an
unlimited amount of consumed services,
= staged prices per authorized service consumer afedence period for staged
amounts of consumed services,
= fixed price per single consumed service deliveting.

2.11. Quality in Service Operations

“Quality is Ballet, Not hockey” Philip B. Crosby (1979) |

From this quotation one can easily able to diffeeta services from products with regards to qualit
Similar to hockey, where one can at least measwdinal score of a match, product quality can be

measured against predetermined specificationsl&iioi ballet, however, where quality is much more
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in the eye of the audience, service quality camyjdre based on customer perceptions (Zeithaml. et a
1990, Gronroos 2000). Therefore, it is not surpgghat quality measures for product manufacturing
are widely understood and used, whereas qualitysanea specific for service operations have
developed more slowly (Mills et al. 1983).

2.12. Dimensions of Service Quality

A customer's expectation of a particular serviceaegermined by factors such as recommendations,
personal needs and past experiences. The expesntedesand the perceived service sometimes may
not be equal, thus leaving a gap.

Ten determinants that may influence the appearahagap were described by Parasuraman, Zeithaml

and Berry (1985). The details are discussing below:

1. Competenceis the possession of the required skills and kedgeé to perform the service. For
example, there may be competence in the knowleddesldll of contact personnel, knowledge and
skill of operational support personnel and reseagegabilities of the organization.

2. Courtesy is the consideration for the customer's propertgg a clean and neat appearance of
contact personnel, manifesting as politeness, césped friendliness.

3. Credibility is the factors such as trustworthiness, belief hodesty. It involves having the
customer's best interests at prime position. It rhayinfluenced by company name, company
reputation and the personal characteristics ottimeact personnel.

4. Security is the customer feeling free from danger, riskdlaubt including physical safety, financial
security and confidentiality.

5. Accessis approachability and ease of contact. For exapganvenient office operation hours and
locations.

6. Communication means both informing customers in a language #reyable to understand and
also listening to customers. A company may neetljost its language for the varying needs of its
customers. Information might include for examplgplanation of the service and its cost, the
relationship between services and costs and asmgas to the way any problems are effectively
managed.

7. Knowing the customer means making an effort to understand the custennedividual needs,
providing individualized attention, recognizing tbestomer when they arrive and so on. This in

turn helps in delighting the customers i.e. risiigve the expectations of the customer.
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8. Tangibles are the physical evidence of the service, foraimst, the appearance of the physical
facilities, tools and equipment used to provide #eevice; the appearance of personnel and
communication materials and the presence of otli@omers in the service facility.

9. Reliability is the ability to perform the promised servicaidependable and accurate manner. The
service is performed correctly on the first occasihe accounting is correct, records are up te dat
and schedules are kept.

10.Responsivenesss to the readiness and willingness of employeelelp customers in providing
prompt timely services, for example, mailing a $saction slip immediately or setting up

appointments quickly.

Later, the determinants were reduced to Riaegibles; reliability; responsiveness; serviceuesmsce
and empathy.

2.13. The Concept of Service Quality

The word quality means different things to peomeoading to the context. Lovelock and Wirtz (2007)
mentioned that David Garvin identifies five perdpess on quality.

1. The transaction view of quality is synonymous with innate excellence: nark of
uncompromising standards and high achievement. Vigwpoint is often applied to the
performing and performing of visual arts. It is aegd that people learn to recognize quality
only through the experience gained from repeatgubgxe and managers or customers will
also know quality when they see it is not very hdlp

2. The product- based approachsees quality as a precise and measurable varaifferences
in quality, it is argued, reflect differences iretamount of an ingredient or attribute possessed
by the product or service. Because this view isllptobjective, it fails to account for
differences in the tests, needs, and preference&sdofidual customers or even entire market

segments.

3. User based definitionsstarts with the premise that quality lies in thesyf the beholder.
These definitions equate quality with maximum datison. This subjective, demand oriented

perspective recognizes that different customerg ll#fferent wants and needs.

4. The manufacturing based approachis supply based and is concerned primarily with
engineering and manufacturing practices, qualisise operation driven.
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5. Value based definitionsdefine quality in terms of value and price. By ddesing the tradeoff

between perception and price, quality comes todbieedd as “affordable”.

Attaining superior quality in rendering service@sidered to be as the most single important facto
differentiation and excellence of services andsitai potential source of sustainable competitive
advantage. Thus, understanding, measurement, apbvement of quality service are important
challenges for all civil services. For decades, ynaasearchers have developed a service perspective
(Zeithaml, 2009, Ramsaran and Fowdar, 2007). Theeqt of service quality should be generally
approached from the customer’s point of view beeatley may have different values, different

ground of assessment, and different circumstar@ear(g, 2008).

Service quality is an extrinsically perceived aéifition based on the customer’s experience about the
service that the customer perceived through theicgeencounter. Moreover, service quality in all
service encounters is intrinsically affected by perspectives of both the service provider and the
service receiver. Service quality is not only inkead in the final product and service, but also lned

in the production and delivery process, thus engsoynvolvement in process redesign and

commitment is important to produce final tourismogucts or services (Kumra, 2008).

A research study on service quality presented bynfdos (2007) who focuses on a model is a
comparison between customer expectations of theceesind their experience of the service they have
perceived before. This model is named “total pewxiservice quality”. His emphasis is on what
customers are really looking for and what they e&td. Accordingly, the service quality has based on
two dimensions. The first dimension is ttechnical qualitywhich refers to the outcome, what is
delivered or what the customer gets from the seraitd the second dimension is thectional quality
which refers to the manner in which the serviceaBvered or how it is delivered. Both dimensions
affect the corporate image and the perception afityun various ways. According to total perceived
service quality model, perceived quality of a seevis not only affected by the experiences of the
quality dimensions that the consumer used for eelg whether quality is perceived as good, neutral
or bad. It is al also affected by the perceivedliuaf given service as well as the outcome of the

evaluation process.

The quality of service of any organization is ex@eced at each service encounter, that is, human

interactions. If service providers are bored, ueablrespond for the customer’'s demand on time, or

are negligent on their duty while customers areingifor their service, no doubt that customerd wil
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think twice about doing business again with sualise providers. In some cases, the customer may
have an alternative to get the same service froneroservice providers. Such kind of situation
becomes more complicated with the case of civiiser With regard to civil service, in most cases
customers are obliged to get certain services frarticular civil service offices only. In such ase if

the assigned civil servants are bored, cannot answwple questions, or become reluctant to provide
service to the level of customers’ satisfactioms difficult for customers to go to other officerfsame
and the customer preferred to remain with his/leenglaints otherwise. Thus, the only option that the
civil services have is to assign efficient and effee employees who have the awareness and
understanding that customers are the source af ittmme and a means for their existence; because
customer is ‘king’. Furthermore, managing serviegldy in such organization needs more effort,
loyalty and commitment than any other businessuasomers have legal right to get dependable and
professional service from civil service. The cisédrvice has to create a safety valve for customeers
voice their complaints. Research has shown thatllext complaint management and service recovery

can significantly influence customer satisfactidahnston, 2001).

2.14. Measuring Service Quality
Two Contradicting Paradigms

Although the operationalization of service quatiiffers from researcher to researcher, one canlglea
identify two schools of thought: one group of resbars supporting the disconfirmation paradigm of
perceptions minus expectations; and one group stipgothe performance-based paradigm of a

perceptions only version of service quality.

Disconfirmation paradigm - According to Gronroo®98&4), consumers evaluate (perceived) service
guality by comparing expectations with experienckthe service received. In line with this thinking
Lewis and Booms (1983) stated that service quaditya measure of how well the service level
delivered matches customer expectations. Delivegglity service therefore means conforming to

customer expectations on a consistent basis.

Following the writings of Sasser et al. (1978),Hieén and Lethinen (1982) and Gronroos (1984),
extensive focus group interviews held by Parasunagtaal. (1985) affirmed that service quality is
derived from the comparison between a consumerfgeaations for service quality performance

versus the actual perceived performance of serguality (perceptions-minus-expectations). In
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addition, Parasuraman et al. (1988) stated thatcgieed service quality is viewed as the level of

discrepancy between consumers’ perceptions anccetmns”.

Based on extensive focus group interviews and sues¢ research, Parasuraman et al. (1985 and
1988) concluded that: 1) service quality is an allezvaluation similar to attitude, 2) the expectan
disconfirmation” model is an appropriate operatlmadion of service quality, and 3) service quality

(as a form of attitude) results from the compariebperceptions with expectations.

Performance-based paradigm - Carman (1990) ardwsdhiere is little, if any, theoretical evidence
supporting the relevance of perceptions-minus-etgiens gaps as the appropriate basis for assessing
service quality. In addition, Brown et al. (1993)ncluded that there are serious problems in

conceptualizing service quality as a differenceaco

Following considerable support for simple perforeeisbased measures of service quality in the
marketing literature (e.g. Mazis et al. 1975, Waddet al. 1983, Bolton and Drew 1991), research by
Cronin and Taylor (1992) affirmed that an un-wegghtperformance-based approach is a more
appropriate basis for assessing service qualityil&iy, Babakus and Boller (1992) reported results

supporting the use of performance-based measusEs\ate quality over gap measures.

2.15. Perceived Service Quality

Zeithaml and Bitner (2000) argue that customerpel@eive quality in more than one way and they
also have perceptions about multiple factors wheality is assessed. Baker et al.,, (2002) also
describes three components that influence the ceerencounter elements. The first component is
physical environment and includes for example mudightning and external and internal

environmental design, the second one is custonieraictions with intangible and tangible elements in
the service environment and the periods when cus®nmteract with physical facilities and other

tangible elements in the service environment. Bielnas a key determinant of how the service will be

appreciated. Baker et al., (2002) is describirgyttiird component that is about how customers are
influenced from the appearance, perceptions anavi@hof other customers. Baker and Cameron
(1996), discusses that it is shown that the behavicother customers affect perceptions and that

makes it important for service providers to be ftdrabout the interaction between customers.

Service processes usually consist of a series ajugtiers, such as your experience with a flight tha
consist of steps from making reservation to cheghim taking the flight, and retrieving customer’s
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bags on arrival. Knowledge of role and script tieocan help us to understand, design, and manage
both customer behavior and employee behavior dihioge encounters.

From the discussion above it is understood that plart is connected to the Continuum of perceived

Service Quality. The following model is shown bejow

Expectations Unacceptable
Not Met quality

Pre purchase Perceived Perceived Expectations Satisfactor

Expectations [— Process ™ output » P y

Qualit Met quality
y Quality
Expectations Ideal quality
Exceeds

Figure 1:Continuumof Perceived Service Quality.

Source: (Parasurman et al, 1990)
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2.16. Conceptual Framework

As it is indicated above the research will use dé&da approach, thus it needs to use the existing
theoretical background or the conceptual framewmehich is useful to indicate the direction of the
study. The major focus of the study will be on gapch signifies the difference between customers’

perceptions and the service performance of thencmgion based on its standard set service.

Equal Access

Provision of immediate remedy for
services not provided as per the
standard i.e. redress

Performance

Service

—

Communicating who is responsible fo
what including service cost (open an
transparent)

4
A

Quality

Providing Information to customerps
about services and service standards Perception

Treating with Courtesy and
Consideration

Consulting Customers to Curret
Service Provision

Customer Complaints Handling

Fig 2. Conceptual frame work,

Source: Researcher’'s Own
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CHAPTER THREE: RESEARCH DESIGN AND METHODOLOGY

In chapter two the literature review on servicelifpavas conducted and this third chapter is pregar
to highlight the overall methodological considesas of the Thesis. The methodology section is
divided into six sub-sections which are the genersearch design, population and sampling
technique, source and tools of data collectionhoeiof data analysis, reliability test and the las¢

is ethical considerations.
3.1. Research Design

The research design describes the plan in whidtrnmdtion is collected from the research participant
Research design indicates what needs to be done kd@ding in the specific direction.

Descriptive methods help us to understand the \kénygs$ are. (Welman and Kruger 2004). The
researcher employed descriptive research to andtzeas the designed research to assess theyqualit
of service delivery in ERCA by means of close-ende@stionnaire. The descriptive research can
assist decision makers of the authority to undedstaetter how to improve the quality of service

delivery that can satisfy its customers.

For this particular research, the method of datection was survey method which is associated with
deductive approach and will be conducted to colliata that seeks a characteristics or the opirfien o

target population that helps to collect large amaifmata from a large population.

The researcher followed a multi-method approactomducting the study. Both qualitative as well as
guantitative methods were employed. The researghsremployed this approach for the reason that it
deals with both qualitative data collected througterview and quantitative data collected using

guestionnaire.

Quantitative method was used with the aim of quiging data and generalizing results from a sample
to the population and measuring the incidence abua views and opinions from the chosen sample.
In addition to this, qualitative method was usedggregate, understand and drew conclusions from

the qualitative explanations given.
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Five point Likert type scale questionnaire was giesil to collect primary data from the customers and
employees. As questionnaires were used to colleamtiative data, the researcher had used interview

to collect qualitative data.

3.2. Population and Sampling Technique

According to Welman and Kruger (2004 in R Manirafi02) population is defined as study object,
which may include individuals, groups, objects, r@geor the conditions to which they are uncovered.
Furthermore, De Vos (2000: in R Maniram 2007) defia sample as a small portion of the total set of
objects, events or persons which together comghissubject of the study. Thus, the target poparati

and sample size of the research are indicated below
3.2.1. Target Population

The target population in this study will constitia# tax payers having TIN of three branches of
ERCA: Large Tax Payer Office Branch, Addis AbabastEBranch, Addis Ababa West Branch,
Employees of Customer Directorate and Change Imgh¢ation Directorate and the total target

population was 22,026.

Based on the availability and number of target patmn the researcher followed three types of
sampling approach. For the external customersebearcher chose non-probability approach that is a
convenience sampling approach to select the safnpie the available population. Convenience
choice means the respondents are chosen becaysarth@vailable (Bryman & Bell, 2003). The
researcher preferred to employ convenience sampfhiethod because it was actually impossible to
carry on a probability sampling due to the factt ttteere was no point in time during which all
customers were available at same time. In conseguevith the existing limited time it was diffi¢ul

for the researcher to contact everyone who mayabepked. Concerning employees the researcher
chose two types of sampling approaches. Since tmabar of employees under the Change
Implementation Directorate was four the researghneferred to use purposive sampling method. On
the other hand, since the number of employees uhdeCustomer Directorate was 46, the researcher
preferred to include 50 % of the total target pagiaoh believing that half of the population is egbu

to take as a sample for the study and distributedjtiestionnaire randomly in their office.
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3.2.2. Sample Size

Sample size can be determined either by usingsstai techniques or through some adhoc
approaches. According to Kent (in Peng 2006), mirmim sample size of 100 respondents is needed
for any type of quantitative research to reachgaicant result. Furthermore, Sekaran (2003) &dci

by Nezaam Luddy (2005) advocated that the sampés ©if 30 to 500 are relevant for most research.
Sekaran (2003) as cited in Nezaam Luddy (2005) taai that a response rate of 30% can be
regarded as an acceptable for more research sti#sed on these concepts the researcher has

determined the sample size as follows.

Out of the sample frame of 22,026 tax payers anpl@mees a sample size of 377 was selected based
on the researcher’s judgment because of cost amdonstraints. Using a large sample in this survey
would require more time and the time limit withirhieh the research was to be completed would not
permit the use of large sample size. Hence, baseithe researcher’s judgment the sample size for
customers was determined to 80 with return rate of 87%. Accordingly 400 questiaires were
distributed to respondents and 293 were returneghmvas 73% of return rate out of which 2
guestionnaires were rejected due to missing dat®arturned unfilled. Thus, 293 questionnairesluse
for analysis purpose. For employees the samplefsizihe change management directorate was four
and for the customer directorate since there wasmployees taking 50% of the population 23

guestionnaires distributed and 21returned having 8%urn rate.

3.3. Sources and Tools of Data Collection

3.3.1. Sources of Data

According to Cooper and Schindler (2001) as citedaniram, 2007, data includes facts collected
from participants or observations, published infation which is categorized as primary and

secondary. Understanding that no single sourceahasmplete advantage over all others for this
particular study, both primary and secondary saumere implemented. Primary data were gathered
by the researcher from respondents using closedegdestionnaires and using key informant open

ended interview with the senior expert of changaagement directorate.
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The primary source helped the researcher to callet@ regarding service quality of the organization

under study and also demographic data of resposid&ar secondary data the study was used
published materials such as books, internet, jduanéicles, and research results published and
unpublished Master’s thesis and Dissertation ua#lert by others to complement and analyze the data

obtained from the primary sources.

3.3.2. Data Collection Tools

For this particular research, the data collectiool tvas structured self-administered questionnaire.
This questionnaire survey had two sections. Th& faart was intend to acquire the demographic
profile of the respondents, while the other sectizas contained a set of attitude statements. The
purpose of the set of attitude statements was terrdene the level of agreement or disagreement,
satisfaction or dissatisfaction and the like usanfive-point Likert Scale. In the Likert techniqubge
agreement or disagreement is given a numericakvanging from one to five, thus total numerical

value can be calculated from all responses.

Both questionnaires were prepared in English, buhinimize the misunderstanding that might have
been occurred to customers, it was translatedAntbaric. The translation was done with the help the
expertise who have good knowledge of both EnglrshAamharic. The interview and the questionnaire
for the employees were only in English.

The questionnaire for customers and that of empeleyeas consisted different items measuring the
agreement or disagreement of customers on thetgoélservice delivery of ERCA. Participants were
indicated their agreement or disagreement on aibt pikert scale, where 1 represented “the lowest”
and 5 represents “the highest.” The aim of the tjp@saires was to collect the opinions of the
respondents in response to the quality of servelesety by the organization. The answer of the
guestionnaire was solely based on the responderpgErience and personal opinion; there were no

right or wrong answers.

As aforesaid, in this particular research thereewero sampling categories, namely customers and

employees of ERCA. Thus, the questionnaires westeilolited accordingly.
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3.4. Data Collection Procedures
The researcher was followed a self reporting dattheging approach where the respondents were
given a questionnaire to complete and thus theyfatdaontrol of the information provided in the

responses.

In order to test the understandings of the respusdere- test has been done before the survey was
conducted. The respondents in the pre-tests wardasito those who were included in the actual
survey. In other words, respondents for the preded for the actual survey were drawn from the

same background of the population.

A total of eight participants were participatedtire pre-testing of the questionnaires. The research
selected two participants from government ownedawoiations, two from private contractors, one
individual consultant and three private businesmera. Based on their feedback, a few minor

adjustments have done before the questionnairadragistered to the sample.

The questionnaires were distributed personally waitd the help of other friends of the researchers
who had shown interest to support the researchxglaBations were provided on the questionnaires as
how the respondents have to fill the questionndiosy important their honest response was, and the
secret of their response being kept. Two assistaate assigned to collect the filled in questiommai

for counting and scoring the responses and thearthlysis was followed.

3.4.1. Method of Data Analysis

The primary objective of data preparation was toveot the raw data into a form of data suitable for
analysis so that valid conclusions and recommeodgtivere drawn. The major preparation techniques
include data editing, data coding and data captuhe.this study, the collected raw data from
respondents had edited, coded, captured and tteyzad with help of statistical software program:
statistical package for social sciences (SPSS) thighhelp of expertise and Excel Software by the

researcher. Accordingly, the results of the analygre interpreted by the researcher.

3.5. Reliability Test
As it mentioned repeatedly, the main purpose ofr¢iability analysis of the data is to determihe t

trustworthiness’ of the data. The reliability ars$yis measured by the consistency of the dataevher
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the indicators are the interim-correlation andatality coefficient Cronbach’s Alpha. As describeyl
Andy (2006) the values of Cronbach’s alpha aroudi® good. Thus, the alpha value which is 0.96
for this study is within the acceptable range drnis good.

3.6 Ethical Consideration

The researcher strongly believes that respondestsha real owners of this research. All respect
should go to them and they have the right to batédewith all dignity and politeness. Furthermore,
understanding the obligation of any researcher tras,researcher assured the respondents of the

anonymity and confidentiality of the informatiorethwere supplied.
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CHAPTER FOUR : RESULTS AND DISCUSSIONS

This chapter presents the results and discussimhingerpretation of data gathered through stractur
guestionnaire and self administered interview. Wntles section, employees’ opinion and the
customers’ perception on the quality service ofdbthority are presented and analyzed in detaé. Th

response of the interview also incorporated in laotiployees’ and customers’ response discussion.

The questionnaire for both customers and emplogédabe authority and the interview guide are
annexed at the end of this research report.

4.1 Demographic Characteristics of the Respondents
Based on the collected data from employees andmess the gender mix, age, tenure of employees,

educational background, years of service from tlibaity and types of business presented as follows

4.1.1. Employees’ Demographic Characteristics

Table 1. Distribution of Demographic Variables (N= 24)

GENDER Respondents count Percentage of count
Male 14 58.33
Female 10 41.67
AGE Respondents count Percentage of count
18-29 8 33.33
30-39 11 45.83
40-49 4 16.67
50 and above 1 4.17
EDUCATIONAL LEVEL Respondents count Percentage of ount
College Diploma 4 16.67
First Degree 18 75.00
Masters Degree 2 8.33
EXPERIENCE IN THE AUTHORITY Respondents count Percentage of count
Less than one year 4 16.67
1-5 years 12 50.00
5-10 years 5 20.83
10-15 years 3 12.50

Source: Own Survey, 2013.
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Gender
The combination of male to female of respondentScated that there were 58 % male and 42%
female. This indicated that the gender combinatbrthe sample was fair which was helpful to

incorporate the opinion of both sex in the study.

Age

Concerning the age group majority of respondent83% were between the age group of 30-39 and
followed by the age group of 18-29 which is 33.33%is means most respondents fall under the age
group of 18-39, that is 79.16%. This is true maidlye to the fact that the authority was recruiting
young fresh graduate students few years now. Hastie young employee will help the organization

to provide prompt service to customers.

Educational Background

Regarding educational background 75% of respondeossess first degree, followed by diploma
16.67% and masters degree 8.33%. This was trugodihe fact that few years now the authority has
recruiting fresh graduate students having firstdedrom accredited higher institutions.

Experience in the Organization

Most of employees in the sample have 1-5 yearxpérence in the authority followed by 5-10 years,
less than one year and 10-15 years respectivehceSrl % of respondents have 1-10 years of
experiences, it is believed they have well worpexience in the authority and could be sources of

good information for the study.
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4.1.2. Customers’ Demographic Characteristics

Table 2. Distribution of Demographic Variables of Qustomers (N = 293)

GENDER Respondents count Percentage of count
Male 203 69.4
Female 90 30.6
AGE Respondents count Percentage of count
18-30 86 29.5
31-45 64 21.8
46-60 127 43.5
61 and above 16 5.2

Years of service

Respondents count

Percentage ofiod

Less than one year 26 8.8
1-5 years 72 24.4
5-10 years 125 42.5
Above 10 years 70 24.3

TYPE OF BUSINESS

Respondents count

Percentage ofud

Private Company

269

91.8

Government Owned Company

24

8.2

Source: Own Survey, 2013.

A total of 400 questionnaires were distributed atdi& Ababa. Out of which 293 were returned, 2
guestionnaires were rejected due to missing dath @arwere returned unfilled. Therefore, 293

guestionnaires served as data for analysis to prése findings and draw conclusions. Further the

data analysis is performed to reach the findings.

Gender

The respondents’ gender as displayed at Table ndicates that the males were 69.4% and females

30.6 %. This will help the study to incorporate adefrom both sex respondents regarding service

delivery of ERCA.
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Age
Regarding age group of respondents’ 29.5% wereOlgears old, 21.8% 31-45 years old, 43.5% 46-
60 years old and the remaining 5.2% above 61 yadrsThis indicates that majority of respondents

were between the age of 46 to 60.

Year of service

Concerning the customers receiving service fromailmhority 8.8% have less than one year, 24.4%
between 1-5 years, 42.5% between 5-10 years andethaining 24.3% greater than 10 years. As
majority of the respondents have been receivingiae=ifrom the authority for more than 5-10 years

they are expected to be the good source of infoomé#&br the study.

Nature of Business

Concerning the nature of the business of the redgmas, the lion share has taken by the private dwne
firm which is 91.8 %, followed by the governmentred company 8.2%. This has shown that most
tax payers included in the study are from non-gowemt owned business and these segments of
customers are expected mostly to have problenceiviag services.

4.2. Discussion and Analysis of Responses of Empteg

Under this section the result of employees’ respsmegarding quality of service and its interpretat
will be discussed in detail.

4.2.1 Data Sample Information

A total of 27 questionnaires were distributed toptayees of ERCA at the head office, Addis Ababa.
Out of which 24 were returned and this served aa fta analysis to present the findings and draw

conclusions. Further the data analysis is perfortaedach the major findings.
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Table 3. Service Delivery and Service Standards

No ltems 1 2 3 4 5 Mear
1 | Agreement on the Presence of service charter N| 14 ° 4 1 1.71
% | 58.33| 20.83| 16.67 4.17
2 | Equal treatment of customers to services N 8 8 8 4.00
% 33.33| 33.33| 33.33
3 | Identification of improvement gaps N ! 2 16 3 2 3.12
% 8.33 | 66.67 12.50| 8.33
4 | Supporting promised service delivery (I;:) 4.117 3;33 581.24%3 4;7 2.62
c knowledg« of employee regarding the standa | N 5 3 12 4 5 62
of service delivery % | 20.83| 12.50| 50.00| 16.67 '
6 | Communicating about service standards N 1 2 18 2 1 3.00
% | 4.17 | 8.33| 75.00 8.33 | 4.17

Source: Own survey, 2013.

NOTE:
5 4 3 2 1
Almost always true Mostly true Sometimes true Rarely true Not at all true
Highly efficient Efficient Averagely efficient kfficient Highly inefficient
Very Satisfied Satisfied Moderate Less Satisfied  Not Satisfied
Strongly Agree Agree Averagely Agge Disagree Strongly Agree

Table Three demonstrates the efficiency of sendebvery and existence of service standard in
ERCA. Accordingly, item one of the same table iathks only 4.17% of the respondents were agreed
that there was service charter in the authoritys T¥as also confirmed during interview session the
interviewee replied that the authority was in threcpess of preparing service charter but not yet

implemented.

From Item Two of Table Three, it can be understthad around 67% employees of the organization
satisfied with equal treatment of customers by dh#hority which was also confirmed during the
interview session. On the other hand, in Table isétean One38.3% of the respondents indicated that
they were moderately satisfied with equal acceshdauthority’s services. This does not validae t
efforts of management in fulfilling its obligatiores it was established to provide services to all
customers equally without having any partialitycastomers have the legitimate right to get service
from the authority like that of they have an obligas to pay taxes and other duties vested on them.

This indicates that the management has to maka eKworts to build good governance which consists
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of quality service that is efficient, a judicialstgm which is reliable, and an administration fisat

accountable to the public.

Iltem Three of Table Three describes that around 68%e respondents averagely agreed with the
experience of the authority in identifying improvent gaps to take appropriate measures to meet
customers’ needs and expectations. Strengtheniagdéa, the interviewee replied in his interview
that the authority was not efficient enough in itffging service gaps. This shows that the effort of
leadership in identifying improvement gaps regagdime service delivery was minimal and unable to
take all corrective measures to remove that hilderquality of service and satisfy its customers.
Thus, the leadership has to be efficient in shapegservices continuously and satisfy their custem
sustainably.

In Item Four of Table Three, majority of the resgents moderately satisfied with the organization’s
effort in supporting promised service standarddgs Toes not spell out well for the management’s
effort in confirming the predetermined servicesndtds and authenticate the soundness of the
standards to the level of customers’ satisfactAma consequence, the management in the authority
has to give due emphasis for the service leveliiylatandard that explains what quality and how
much of service is to be provided and they havddoide unambiguously the service level/quality
standard which the firm would commit in its sergadfer.

Item Five in Table Two deals with regard to empks/eknowledge concerning service standards and
around 50% of the population replied that they haneglerate knowledge about it. Thus, the authority
needs to have employees with good competence whkseps the required skills and knowledge to

perform the services efficiently to the level ostamers’ satisfaction.

Large proportion of the respondents i.e. 75% awdyaggreed on the last item of table Three which
deals with the continuous communication of servétendards to customers. Strengthening this
response the interviewee replied that the authasgs only one method of communicating customers
regarding service standards that is by postinghenaall of offices. This implies that the effort thie

leadership in communicating customers using diffeeevailable media regarding the predetermined
set of services standards that could enable tdecdananding customers who can defend their rights

and contribute to have quality service in the orzmion is poor. To meet customers’ needs the
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authority has to be able to explain the servicekisncosts, the relationship between servicescasts

and assures the way any problems are effectivehaged.

Table 4. Handling of Customer Complaints

No ltems 1 2 3 4 5 Mean
1 Provision of prompt resolution for N | 13 6 3 2 175
customers problem % | 54.17 | 25.00 | 12.50 | 8.33 '
Most customer complaints get reme | N 2 6 12 1 3
2 | at higher hierarchical level than at 2.87
. . % | 8.33 | 25.00 | 50.00 | 4.17 | 12.50
lower hierarchical level
3 Success history of the authority in N 3 7 11 2 1 562
handling customer complaints % | 12.50 | 29.17 | 45.83 | 8.33 | 4.17 '
Source: Own Survey, 2013.
NOTE:
5 4 3 2 1
Almost always true Mostly true Sometimes true Rarely true Not at all true
Very Satisfied Satisfied Moderate Less Satisfied  Not Satisfied

Table Four illustrates customer complaints handbhthe authority, as a result from item One it can
be understood that around 76% of the respondentaoticsatisfied with the provision of timely
solutions for customer problems. This does not ifp&eell for the management of the authority to
resolve customer problems promptly understandieg ttustomers are business men who value their
time in terms of money and need prompt solutioas @voids any trouble in getting quality servicas o
time. This has shown that the authority needs t@ heell-organized customer complaint management
system that can significantly meet customers’ neadd expectations and to influence their

satisfaction.

Iltem Two of Table Four deals with the authorityéfarchical level of handling complaints and more
than 80% of the respondents indicated that mosilstorner complaints were handled at lowest
hierarchical level and rarely at higher level. Thias also confirmed during interview session which
the interviewee replied that not all complaints &vevarded to the higher hierarchical level. This
implies the authority has a procedure of handlimgt@mer complaints and supervisors at lower
hierarchical levels provide solution for customemplaints and exercise their powers in addition to
saving customers’ time and cost. This is good @ihe for the management that they have tried to

solve customer problems at front line where theestipors who can simply identify the problems and
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have the access to know the case very well andlyeasnmunicate with concerned employees and
customers are there.

Table Three had also includes issue regardingubeess history of the authority in handling custome
complaints in item Three. Responses for this itetaine moderately agreed because around 46% of
the respondents indicated this. This result shdves the track record of the authority in solving
customers compliant was not to the level of empmsyeexpectations and this means that the
authority’s effort in having satisfied customergiwgood perception and outlook for the authorityswa
not to the level of employees’ expectations. Thass,one of the values of the authority is to have
satisfied customers and understanding that theepcesof human element during service process
greatly increase the probability of error on thet ph employees and customers, the leadershipdas t
exert maximum effort to put in place practicable alependable complaint handling mechanism that
could greatly improve the existing system.

Table 5. Employees’ Participation in Improving Sewice Delivery

No ltems 1 2 3 4 5 Mean
L zsrtiizfiic;r; I?)r:‘eemployees in setting uN 6 4 12 2 3.41
% 25.00| 16.67] 50.00 8.38
) ;ir:if:ﬁ?:ion of employges in N 8 7 9 2 04
g and evaluation % | 33.33| 29.17] 37.5(

Source: Own Survey, 2013.

NOTE:
5 4 3 2 1

Very Satisfied Satisfied Moderate Less Satisfidétbt Satisfied

Table Five illustrates employees’ participationmproving service delivery and Item One of the same
table revealed that around 92% of respondents wetesatisfied or became neutral with their
participation in the preparation of baseline favge delivery. Similar response was found during t
interview session which indicated that in prepatdageline only external customers were participated
This does not specify well for the authority's mgement effort to maximize the inputs for the
baseline by providing an opportunity for internalstomers and gather ample data from them who
were expected to supply reliable and efficient infation as they are in forefront line who have clire

contact with external customers.
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To assure employees’ participation in monitoring &wvaluation activities, ltem Two has included in
table Five. From more than 62% of the respondegpdyrit can be understood that most of them
disagree with their participation in such activitfhis is a clear indication for the absence of
participating stakeholders in monitoring and evabdma activities and considers their opinion in

improving service quality.

Table 6. Monitoring and Evaluation of Service Delrery

No Items 1 2 3 4 5| Mean
1 | !mprovement on the service quality as result ol 4 6 9 5 230
monitoring and evaluation %| 25 | 16.67] 50 | 8.33
N 9 5 7 2 1
2 | Management follow-up system 2.32

% | 37.5| 20.83 29.17| 8.33| 4.17

Experience of the authority in the feedback | N 8 10 4 2

3 | from monitoring and evaluation to improve % 1.963
service standards 0133.33| 41.67| 16.67| 8.33

Source: Own Survey, 2013.

NOTE:
5 4 3 2 1
Almost always true Mostly true Sometimes true Rarely true Not at all true
Strongly Agree Agree Averagely Agree Disagree Strongly Agree
Very good Good Average Poor Very poor

Table Six illustrates the monitoring and evaluatmwactice of the authority in service delivery dahd
first Item of Table Six deals with the responsegmiployees regarding the impact of monitoring and
evaluation in quality of service delivery of thetlarity. Accordingly, only 8.3% of the respondents
stated that the effort of the management in mamnigorand evaluating service activities and
incorporating the output for the improvement ofvesx delivery meet their expectations. The
interview has also strengthened this response phaieing there is no close monitoring and evaluatio
activity regarding service delivery in the authgrithis does not specify well for the leadershipatoe
initiative to closely monitor and evaluate the wties of services and respond to customers’ view
either in person or through improving the servibasing feedback from the result of monitoring and
evaluation activities. Thus, the management hagvi® due emphasis for the important dimension of
service quality, that is technical quality whicHers to the outcome, what is delivered or what the

customer gets from the services delivered by thieoaiy.
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In Item Two of Table Six, it can be understood timaire than 87% of the respondents disagree with
the existence and practice of management follovgygtem in service delivery which is harmonious
with the response of the interviewee. In the in@wsession it became clear that the authority was
supervising the efficiency of its service delivdyy accepting customers’ suggestions and opinions
through suggestion box. This implies the managentkr@s not give due consideration for the
development of a workable follow-up system and ldnekculture of following the efficiency of service
delivery appearing physically in the front desk ahscuss with customers about their opinions and
make certain that customers are receiving serviopeply as per the rules and regulations of the

authority so that quality of service will improvigsificantly.

In responding to the Item Three of Table Six, nibi@n 83% of the respondents replied that they did
not agree the efficiency of the authority in usthg feedback from monitoring and evaluation for the
improvement of quality services. This does not sgscwell the authority is effective in conducting
monitoring and evaluation of the service activigg®l take in to account the feedbacks obtained from
these activities for further improvement of servigeality. Thus, the authority needs to conduct
monitoring and evaluation of the service activitieske necessary feedback from both internal and

external customers and incorporate this for fulbmgrovement of service quality.

All items in the table specified that immense fobas to be given to the second dimension of service
quality that is the functional quality which refeis the manner in which the service is delivered or
how it is delivered.

52



4.3. Discussion and Analysis of Customers

Table 7. Equal Access to the Service

Items 1 2 3 4 5 Mean
1 | Delivery of equitable service N 24 51 105 95 17 3.098
yoreq % | 83| 17.6] 358 326 57

2 | Fair treatment by assessment workers % 11661 274 318 207 5 2.672
0 . . . .

w

3 | Fair treatment by front desk workers % | 93| 166 326 347 6F 3.129
0 . . . . .

Source: Own Survey, 2013.

NOTE:
5 4 3 2 1
Very successful Successful Moderate Not successful Very unsuccessful

Table Seven portrays the ability of the authonityproviding equal access to services to its custeme
and so from Item One of Table Seven it can be wtoed that around 62% of the respondents
moderately agree and disagree on the opportunitjaefng equal access to services and this has
strengthen the employees’ responses as well. Tas dot specify well the leadership ability to ¢teea
conducive environment for customers to be treatpthy understanding that their authority is civil
service organization and established to delivetityuservices which are not allowed to be served by
other private or governmental body and customevs lize legitimate power to get equal access from
the authority without having any partiality. Thas, civil service authority, the leadership has aken

considerable efforts to improve the access whitchasapproachability and ease of contact.

tem Two of Table Seven clarifies the equal treatimef assessment workers to customers.
Accordingly, only 24.3% of the respondents indidatieat they are satisfied with it. This impliesttha
the authority does not meet the needs and expattaticustomers in estimating the amount of tax to

be paid.

Item Three of Table Seven deals with customerssfaation regarding treating equally by front desk
workers. Similar to item Two, around 59% of thep@sdents stated that the service they have been
receiving in front desk does not meet their exgemia and rarely front desk workers follow firstnce

first serve principle.
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From item Two and item Three of Table Five, it d@nobserved that employees in the authority are
not treated customers stemming from the beliefyorex, big or small alike. Ones again this does not
specify the management’s effort in creating engpbkmvironment to provide equitable service that
could build the confidence of customers to exertigdr rights. Such kind of unequal treatment have
the power to mislead customers to find other adtéves to get the service easily such as using the

power of cash as lubricating agents.

It is understood that the more fundamental oridiqueality is ‘persons’, both in their personal and
collective and without good people it is very ddubthat any organization can get good resultshef t
services it delivers. As a consequence, the aityhioas to make sure that its employees have the

required behavior to the level of customers’ nesus expectations.

Table 8. Provision of Immediate Remedy for Servicesot Provided as per the Standard

i.e. redress
ltem 1 2 3 4 5| Mean
Sincere interest of the authority in solving custes| N | 32 | 98 | 97 | 27 | 12
b problem % | 11.¢| 36.£| 36.2 | 10 | 4.€ 2584
Confidence of customers in getting immediate respdar | N | 33 | 62 | 94 | 64 | 14
> their appeal % | 12.4| 23.2| 35.2 | 23.€ | 5.2 2860
Assurance in handling customers problem effectivaaig| N | 19 | 9S¢ | 112 | 41 | 10 | 2.555(
3 efficiently % | 6.7 | 35.2(39.9|14.5 (3.6 | 2.730

Source: Own Survey, 2013.

NOTE:
5 4 3 2 1
Strongly Agree Agree Averagely Agree Disagree Strongly Agree
Very good Good Average Poor Very poor

Table Eight describes the capacity of the authartproviding immediate remedy for services not
provided as per the standard i.e. redress, anditicere interest of the authority in solving custom

problems has tested by Item One. Thus, only 14.6f ¥he respondents agreed with the authority’s
genuineness in solving their problems. This dodasspecify well the willingness and readiness of
management to appreciate customers have faceddiffiénent kinds of problems which are beyond

their control and need to be supported by the aityhto get solution amicably.
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On the other hand Table Eight includes Item Twotdst the customers’ confidence in getting
immediate responses for their appeal from the aityh@and only 29% of the respondents dare enough
to state they are agree with it, and around 35%@®frespondents averagely agree with it. This does
not support for existence of open and transparppéa system in the authority that smoothen the
service delivery process and build the confiderfceugtomers in getting remedy for their problems.
This means that customers are not satisfied wighsthcere interest of the authority in solving thei

problem and also getting solution outright.

In Item Three of Table Eight, it is clearly seemttlonly 18.1% of the respondents agree with the
guarantee of the authority in handling their praideeffectively and efficiently. This implies thatet
leadership of the authority does not built confickeron customers that they have the right to get
prompt solution and the authority is there to supgieem in anything that they have faced difficesti

regarding services.

Table 9. Communicating who is Responsible for Whalincluding Service Cost (Open and

Transparent)
Item 1 2 3 4 5 Mean
1 Promote an interactive environment with | N | 32 92 99 15 5 5 608
open communication % | 12 | 342 | 37 40 2
5 Explain the service itself including N [ 27 85 | 101 | 43 | 11 5791
associated costs % | 10 32 | 378 | 16 | 41
Communicate transparently where N | 33 82 95 45 8
3 | customers want to go and whom to contact 2.673
) . % | 12.4 | 311 | 362 | 17.1 | 3.1
to receive services

Source: Own Survey, 2013.

NOTE:
5 4 3 2 1
Strongly Agree Agree Averagely Agree Disagree Strongly Agree
Very good Good Average Poor Very poor

Table Nine displays communicating who is respoesibt what including service cost which is being
open and transparent to customers. As a consequ@ncesponding Item One 42% of respondents
stated that the effort of the authority in promgtiran interactive environment with open
communication is to the level of their satisfactighile the remaining large proportion disagreedsTh
has contradiction with the information obtainedotigh interview which indicated that the authority

had conducted several consultative meetings watltusstomers particularly those who are organized
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under chamber of commerce. This entails that théhoay’s attempt in promoting interactive
environment and having consultative meetings asdudisions with all stakeholders is not to the level
of customers’ expectations and does not encourage tto have an opportunity for airing their

concerns to the decision makers of the authority.

Iltem Two of Table Nine attempts to investigate dmnpetency of the authority in explaining the
services and associated costs. Accordingly, onl§%0of the respondents stated that the authority’s
effort and competency to explain the services &m@ssociated costs do meet their needs. This does
not indicate for the authority’s management intemtand effort to build the capacity of employees in
having good knowledge about the services and agsdccost and familiarizing customers accordingly
on top of maximizing different communication medsach as brochures, “Gebi Lelimat” the

authority’s TV program, information desk and otherans at their hand.

Item Three of Table Nine made clear that 20.1%hefrespondents stated they have agreed in having
ample information where they want to go and whontdatact to receive services in the authority.
This does not strengthen the interviewee’s respamseexplained that after implementing BPR there
is an improvement in communicating customers whkey have to go and whom to contact. This
implies that though the authority believes it hasnmunicating customers well regarding delivery of
services, yet customers have unmet needs and axpast in receiving clear and sufficient

explanation concerning the services easily withkiliihg much time and expend extra cost.

The average result of Table Nine shows the openmesk transparency of the authority in
communicating customers where they have to go dmmhwto contact and what the services cost will
be does not satisfy their needs and still they expaich effort from the authority to narrow the gap

sincerely.

The result obtained from respondents regardinggoepen and transparent to customers indicated that
the authority is not good at communicating its oosrs particularly in sensitive issue like estim@ti

income taxes.
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Table 10. Providing Information to Customers abouthe Service and their Standards

ltem 1 2 3 4 5 Mean
Quality of information provided by tr N | 28 56 97 73 16
1 authority regarding the service standard | % | 10.4| 20.7] 35.8 27 6 2.975
Effectiveness of the awareness creation | N | 29 98 86 44 7
2 edugaponal program of thg authorl'Fy in % | 104 347 308 155 26 2.629
providing comprehensive information
3 The accessibility and resourcefulness of | N | 93 36 40 33 4 2 660
authority’s website in providing information % | 14 | 15.5| 36.3 13 1.6 '
The availability and accessibility of free N | 72 60 47 17 4
4 | charge telephone service % | 28.5| 23.8| 18.7 6.7 1.6| 2.105
% | 11.9| 30.1] 38.3 135 1.6
Average 2.592
Source: Own Survey, 2013.
NOTE:
5 4 3 2 1
Very good Good Average Poor Very poor

Table Ten shows the result of customer responsest abhe provision of information regarding the

services. Likewise, item one shows 33% of the redpots stated that they have received information
about the service standard even if its qualityasldful. This indicates that the management doé¢s no
make considerable effort to inform customers aleaeh service standards, what needs to be fulfilled
from the customer to get service as per the stdralad what customers have to do when they did not

receive service within the standards.

Iltem Two of Table Ten attempts to investigate tiffeciency of the broadcasting program of the
authority by ETV on informing customers about seegi and its standards. The finding revealed that
only 18.1% of customers are agreed with the awaseneesation program broadcasted through ETV
gives detail information either about the types aatlre of services or their standard time requiced
accomplish. This means that the authority does usa its resources at hand to transmit detail
information and reach customers easily and infdremt about the overall services of the authority and
what the required time is to accomplish each sendit addition to this, the effort of the managemen
in informing customers as what they have to futfillget the service, what right they have, how they
can appeal for complaints, how they have to malggestions and foreword their opinions is not
communicated well and the efficiency of the TV pag in disseminating such information ranges

weak to average.
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The third item in Table Ten deals with the accebsitand resourcefulness of the authority’s websit
in providing information. Accordingly, 14.6% of thespondents replied that they do agree with the
resourcefulness and accessibility of the websitéopnof not providing ample information on service
delivery and enabling to send required data toatlt@ority. This does not specify that although few
years now the authority started to receive documémbugh e-mail which has positive impact on
saving customers’ time and cost, the effort of menagement in opening website and communicate
with customers through e-mail does not meet thel:eéd customers. Thus, it is important for the
authority to create a friendly e-commerce environniecause Internet applications provide customers
with timely service.

The result of item four of Table Ten which is thaiability and accessibility of free charge telepke
service has got the lowest mean value of all faicetise table i.e. only 8.3% of the respondenteeadr
with this. This indicated that the availability aadcessibility of free charge telephone and theicer
provided to customers is not to the level of cugdmexpectation. Since the missed data in this
guestion was very large, the researcher requesteddrification from some respondents and he came
to understand that significant number of customershe sample did not know the existence of
telephone line 8199 free of charge and they havermesed it before. This specifies the authority’s
weakness in informing customers about the ovemllise it delivers. Thus, the authority has to be
efficient enough in informing customers in a langgeidhey are able to understand and also listeoing t
customers. It has also to provide information whieight include explanation of the service and its
cost, the relationship between services and casfisagsurances as to the way any problems are
effectively managed.
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Table 11. Treating with Courtesy and Consideration

Item 1 2 3 4 5 Mean
Respect, Care and N 74 115 44 47 9
1 _ 2.3141
Understanding % | 254 | 394 15 | 161 3.1
Promote ethical conductin N 48 119 52 50 17
2 _ _ 2.5368
service delivery % | 1666 | 409 | 18.1| 171 5.7
N
3 | Assurance/ Courteousness 49 108 63 a4 %3 2.5134

% | 171 | 378 | 21.8| 155 4.7
N

4 | Recognition 53 115 45 61 17 2.574
% | 181 | 394 | 155 21 6

Average 2.4845

Source: Own Survey, 2013.

NOTE
5 4 3 2 1
Very often Often ez Sometimes Seldom

Table Eleven, shows the ability of the authoritytrieating customers with courtesy and consideration
which means politeness, respect, considerationfrigntlliness of contact person. Accordingly, Item
One entails the respondents to indicate whethedamgs in the authority show respect, care, and
understand customer needs and expectations. Thdt @smonstrated that only 14.1% of the
respondents indicated they are satisfied i.e. largportion of respondents indicate this does ne¢tm
their needs and expectations. This implies thatetmployees’ willingness and intention to handle
customer with politeness, respect, consideratiahfeandliness is not to the level of the custorhers
expectations and the authority does not facilitaendliness to make customers at ease in deligerin
services. Thus, the leadership should considerakimg effort to have consistently courteous service

personnel, showing sign of recognition to customengployees with confidence instilling behavior.

Respondents were requested in Item Two of Tableeléo give an overall rating of the authority’s

ethical conduct in everything it does. Consequer8/1% of the respondents indicated that they are
satisfied with the ethical conduct of the employard it does meet their expectations. This does not
specify well the efforts of the management in areptavorable environment where employees give

due consideration to customers and treat them dui respect ethically that enhance the smooth
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relationship between major stakeholders and avdfctuties. Hence, the leadership has to make
effort to instill ethical behaviors such as trustthiness, belief and honesty i.e. employees hatheg
customer's best interests at prime position by awipg company reputation and the personal

characteristics of the contact personnel.

Iltem Three of Table Eleven sought to establish frili@ respondents how far employees in the
authority are consistently courteous with custonzars 20.2% of the respondents indicated that they
are well satisfied with the courteousness of emgesyin the authority who do meet their needs and
expectations. This does not stipulate well thereftd the leadership in shaping the knowledge and
courtesy of employees and their ability to inspitest and confidence so that customers feel sade an
sound to come to the authority without having nieggperception in mind. So, the leadership hasto b

always alert to have proactive service personnaljiny customers’ best interest at heart, being

believable and honest and at large protect thademtial and proprietary information.

In the last Item of Table Ten respondents requegieckact their perception concerning how the
employees’ show sign of recognition towards therd ai% of the respondents are agreed on this
item. This implies that the authority’s effort iealizing its mission and having customer driven
activities and consider customers as a meansdaxistence is not satisfactory. Since the authit
civil service authority established to deliver diyakervice to the public, the leadership has twopr
that employees give due recognition to customersalme thebest ways to retain customers are
satisfying customer needs and cultivating custotnest and loyalty by providing recognition and

respect.

The overall poor result of treating customers withurtesy and consideration indicated that the
authority give less considerations to customers waieothe reason for its existence and customers are
enforced to get service from the authority becaheg do not have other alternative means. Such kind

of feelings on the customers may create frustragmthat they may lose confidence on the authority.
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Table 12. Consulting Customers to Current Servic@rovision

Item 1 2 3 4 5| Mean
. . N
1. | Consultation about the services 32 | 110] 111} 32 6 2.554
%|109| 378/ 383 11 2
) Consultation about the customersrightsand | 36 | 111| 102| 38 3 2517
" | obligations % |12.4| 38.3] 35| 13 1|
3 Willingness to provide customer driven N | 70 83 83 | 14| 16 2337
" | alternative services %|264| 31| 31| 51 6.1
Average 2.468
Source: Own Survey, 2013.
NOTE:
5 4 3 2 1
Totally satisfied Quite Satisfied Neutral Quite dissatisfied Totally dissatsfi

Table Twelve illustrates the authority’s efficienicyconsulting customers to current service prawisi
and Item One deals with the level of satisfactidrrespondents on the ability of the authority in
consulting them as how they have to get accessrtaces. Accordingly, only 13% of the respondents
indicated they are satisfied on this item. This vehahat the authority does not provide full
consultation as how its customers have to accessedtvices, what precondition need to be fulfiied
get services, when and where they have to getdhgces and others which helps to create well-
informed customers. Thus, the leadership has teeraakeffort to understand the customer's individual
needs, providing individualized attention and retpigg the customer what problem they have faced

in getting the services and provide efficient cdtadion to their problems as well.

In Item Two Table Twelve, it can be understood thd% of respondents were satisfied with the
authority’s ability in consulting them regardingethrights and obligations to get services. Thipligs
that the authority does not make adequate effortng®t customers’ needs and expectations in
consulting them what types of legitimate rightsyttve to get the services and what the authority
requires from them so that both of them will haveowgh knowledge regarding the services and
perform their duties and obligation coherently.

In responding item three of Table twelve, 11.2%haf respondents indicated that they were satisfied
with the authority’s willingness in providing custer driven alternative services. This coincideshwit

the interviewee’s opinion which stated that thehatity’s effort in having consultative meeting with

61



customers and take appropriate actions as peedubéck is minimal. This does not specify well the
effort of the leadership in understanding the piéof its customers and conducting survey regagdi
their opinion on the service delivery and use thedback as an input to introduce new system of
service delivery as per customers’ need and exji@ctas a result, the leadership must be cleauabo
the benefits customers seek from the services. Wina@e service concept has to be based on the
benefits customers seek and which the marketeilliagwto provide and scan other alternative means
to deliver customer driven services because sedatigery decisions have to stem from the customer
service expectation i.e. what benefits do custorseek from the service? The success of a service

depends on how closely the service offer matcheséhvice expectations.

The aggregate result of the table indicated thatotrerall result of all facets in the table is veyw.
This means that, employees did not take ample tomeonsult their customers regarding services

delivery.

Table 13. Handling Customer Complaints

Item 1 2 3 4 5 Mean
Employees’ knowledge and ability to \
1. | handle customer complaints efficiently 50 124 63 48 8 2. 452

% | 17.1 425 | 21.8 | 16.1 2.6

Top leaderships’ willingness to solve

2 | customer complaints amicably on tim N 56 113 56 57 9

1)

2.487

% | 19.2 | 38.8 | 192 | 19.7 | 3.1
Average 2.4695

Source: Own Survey, 2013

5 4 3 2 1
Very Happy Happy Averagely Happy ~ Not Happy Not napt all
Table Thirteen depicts the authority’s ability @nldle customer complaints properly. Hence, theltresu
of Item One indicated that 18.7% of the respondemés happy with the employees’ ability and
knowledge in handling their complaints properly.isTlkeoincides with employees’ response which
indicated that they are not satisfied with the aritifs customer handling method. However, the
interviewee stated that there is a procedure ilivagn customer complaints that works properly. This

does not specify well the effort of the authorbyitave employees who have knowledge and ability to
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solve customer problems and a procedure of handluggomer complaints which is effective in
satisfying customers in solving their complaintheTleadership has to give due emphasis for the
development of employees’ knowledge and ability saisfaction of customers because in service it is

people who perform it, design it, deliver it and/bu

Table Thirteen include Item Two which tried to istigate the opinion of respondents about the
willingness of leadership in solving their complainamicably. Consequently, 22.8% of the
respondents replied that they were happy with hisTindicates that the leadership’s ability,
willingness as well as the effort to solve custheomplaints on time does not meet customers’
needs and expectations and leave them with thenplonts which badly damage the authority’s

image and distort customers perception.
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CHAPTER FIVE: SUMMARY, CONCLUSIONS AND RECOMMENDATIONS

This concluding chapter summaries the purpose &fectives of the study, the major findings and
conclusions, discuss the implementation for cieilvice organizations, and makes recommendations
for the authority and future research.

5.1.Summary of Finding

After thoroughly analyzing the information gathetbtbugh questionnaire and interview the following

major findings are presented:-
There is no approved service charter in the authtrat helps to improve service quality. But the
authority is in the process of preparing servicartgdr and also working hard to own ISO certificate
that could have positive impact on the improventémuality of service in future.

Both employee and the senior expert confirmed thate were service standards for almost all
services in the authority prepared after the imgletation of BPR, but majority of employees and
customers are not aware of it. So, it could be #aatl its benefit to the provision of quality seei

in the authority is minimal.

Majority of customers were not happy with the costo complaint handling mechanisms of the
authority. This indicated that the authority’s effcn improving service quality by responding to
customers request is not to the level of custonsatssfaction.

Employees rated as averagely agreed with theiicgaation in improving service delivery and this
has also confirmed in the interview session. Tloeeefthe authority’s effort in participating
employees to enhance service quality is not satsfa

The satisfaction level of employees towards momtprand evaluation of service delivery and
incorporating its output in enhancing service gydialls under the category of unsatisfied. This
was confirmed during the interview session as well.

Customers’ response towards having equal accesertice delivery falls under the category of
moderately agree. This indicated that customersi@ohave trust on the authority to be served
equally. This is an indication of poor service dfyah the authority.
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The provision of immediate remedy for services praivided as per the standard, that is, redress is

not to the level of customers’ expectation andftioet falls under the category of disagree.

The willingness and capacity of the authority toncounicate about the service standard and who is
responsible for what including the service cosat tis, being open and transparent fall under the
category of moderately agree, while that of prawidinformation about the service in general fall

under the category of disagree.

Customers responded that they were unsatisfactprgnployees’ treatment with courtesy and

consideration.

Customers were quite dissatisfied with the actafsaltation to current service delivered by the
authority.

5.2 Conclusions

After thoroughly analyzing the information gathetbdough questionnaire and interview and based on

the summarized point of study, the following magonclusions were made.

After implementing BPR, ERCA has tried to set ptedmined service standards that could guide
customers and its employees in delivering servi@esides, the authority was in the process of
preparing service charter which is in pipe line #@uld help to strengthen the existing predeteechin
service standards and clearly state what is exgdoben customers and what the obligation of the
authority has to be. Nevertheless, the predetedngeevice standards are not that much helpful in
delivering quality services because they are nditkmewn by the customers and employees as well.

ERCA as service giving authority is not efficiembegh in meeting customers’ needs and expectations
relating to provision of the quality and types offarmation, the efficiency and adequacy of
consultation services, the capability of providingmediate remedy for services not provided as per
the standards, with treatment of employees withrtesy and giving due considerations for customers,
the complaint handling mechanism and give promjuit®ms to problems. Thus, it can be said that the
authority’s effort in meeting the needs and expemta of customers in aforesaid service activities

not to the level of customers’ expectations.
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The experiences of ERCA in identifying service ioygment gaps and take appropriate measures in
narrowing the gap and resolve identified problemmst thinder service quality does not meet the
expectations of customers. Consequently, its efficstistainably improving the quality of serviceasw

not appreciated by customers.

On top of having service standards that were nipftiefor the improvement of quality of servicebgt
practice of the authority in monitoring and evailogtservice activities and continuously analyzihg t
effectiveness of their relative standards and mpemting stakeholders’ feedback for further
enhancement of quality of service don not conviciegomers. As a consequence, they indicated that

ERCA did not satisfy them with such activities.

Notwithstanding the authority is civil service onggation and established to serve the public withou
partiality providing equal access to all servicebas been rendering to customers, the resultef th

study did not witness this.

The study revealed that, the overall perceptionustomers towards the delivering quality of sersice

of the authority was not to the level customergentation.

5.3. Recommendations

5.3.1 Recommendations for the Management of ERCA
Based on the discussions, analysis and interppatatn assessment of quality of service deliveey th
researcher would like to make the following recomdsions for the management body of ERCA

believing that this will add value to the vast khegge and experiences that the authority have:-

Understanding that ERCA is a civil service orgati@athat has the responsibility of estimating and
collecting different types of taxes for the locadafederal government and also facilitate customs
duties, its management has to make sure that atbmers have equal access to services of the
authority avoiding all barriers of unnecessary bungacy and favoritism. This helps the authority to

deliver services to all customers equally and zeahe purpose of its establishment.

It is good that the authority is in the procespiEparing service charter. But it has to be implaiea
very soon including inputs from internal customensiployees, so that it will enhance the quality of
service to be delivered by the authority understandhe rights and obligations both actors.
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Incorporating input from internal customers willlijnghe authority to implement the service charter

efficiently due to the fact that employees will éathe responsibility for what they have agreed dhea

The authority should have to assess deeply thecitgud its employees and fill the gap that theyda

in providing quality service to customers, treatittgem with courtesy and recognition, consult

customers regarding the service of the authorityl@nready to respond with confidence for whatever
guestion raised by customers. Having done thisattieority will benefit in having customers who can

exercise their rights and perform their obligaticnsrectly.

The authority needs to develop a system to padieigmployees on setting up baseline, preparing
service standards, preparing service charter andttier decisive activities and have to respéeir t

opinions and suggestions so that they will deveémognition and sense of ownership to the authority

ERCA needs to develop and implement system of iiyamg and meeting customers’ needs and
expectations and always ready to update and abgservice with the interest of its customers. A so
of forum has to be established which incorporates ¢ustomers, employees, management and
concerned stakeholders so that continuous conseltateetings will be held and enabled to solve the
problem at its infant stage and develop transpaedtopen communication system that could help to

enhance quality of services.

The leadership has to supervise the provision fices physically, develop and put in place proper
monitoring and evaluation systems that ensurepacipation of employees and the feedback has to
be used as an input for further improvement of iquaf service in the future. This benefits more th

authority to take corrective actions promptly andtainably improve the quality of services.

There should be effective and efficient way comroation systems between customers and the
authority, i.e. open and transparent and partisipananagement approach should be practiced. The
Leadership and employees should have to be friemidh/customers. This will enable the authority to

solve customer problems promptly.

Among other things, it is compulsory for the auttyoto strengthen and shorten the customers’
complaints handling mechanism to the level of cn&is’ expectation and should have been done on
an open and transparent way so that customerslewtlop confidence and try to exercise their rights

and performing well their obligations.
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It is good to start to providing information to tmsers through free telephone call. But the authori
has to announce the existence of this service stomers and consult them to get information calling
at 8199. Having done this the authority will hetp ¢gustomers to save time and cost and be abletto g

information easily.

It is highly recommended the authority starts tonomunicate with customers and also enabled
customers to report through e-mail. But the acbdggi of the email has to be improved and the
authority needs to have close connection with éfecommunication to fasten the e-mail service. The
language of the on-line system has to be easy deratand and communicate with customers. This

will help the authority to have very fast and easgnmunication with customers.

5.3.2. Recommendations for Further Studies

This study could be considered as a vehicle farr@ustudy in the area of civil service authoriti@s
top of overcoming the aforesaid evils of the studyther research is mandatory to investigate taite
the major causes of poor service delivery in th@a@nty and other civil service authorities as aoleh
The limitations and other factors contribute laygt fade the quality of this study’'s findings and

conclusions. For future research the following fsgigns should be considered:-

It is suggested that for future research a propoatie stratified random sample be used to include
respondents from the Revenue as well as Customiaig and from all branches of the authority in
Addis Ababa and other part of the nation to cleariyestigate the causes for poor quality of service

and forward remedial solution to fix the problem.

68



REFERENCES

Andy Fild (2006):_Discovering Statistics Using SP38d edition, SAGE Publications, London.

Bolton, R.N. & Drew, J.H. 1991. A Longitudinal Anais of The Impact of Service Changes on
Customer Attitudeslournal of Marketing55(1), 1-9.

Borins, S. (2000) ‘New Public Management, North Aiten Style’in McLaughlin, K., Osborne, S. P.
and Ferlie E., Eds. (2002)lew Public management: Current Trends and Futuespects
pp. 181-194.

Babakus, E. & Boller, G.W. 1992. An Empirical Asse®ent of the SERVQUAL Scal@ournal of
Business ResearcB4(3), 253-268.

Baker, J and Cameron, M, 1996, “The Effects ofSbevice Environment on Affect and Consumer

Perception of Waiting Timen Integrative Review and Research Propositiai@irnal of the
Academy of Marketing Science, Volume 24 (4), P.-338®

Baker, J, Parasuraman, A, Grewal D and Voss, GB82 20 he Influence of Multiple Store

Environment Cues on Perceived Merchandise ValuePatidhnage IntentionsJournal of
Marketing, Volume 66 (2), P. 120-141

Brown, T.J., G.A. Churchill, and J.P. Peter (1998)proving the Measurement of Service Quality
Journal of Retailing, vol. 69, no. 1, pp. 127-139.

Bryman, A., and E. Bell (2003), Business Researetthilds Oxford: Oxford University Press.

Chang, J C., 2008, “Taiwanese Tourists Perceptdb@ervice Quality on OQutbound Guided Package

Tours: A Qualitative Examination of the SERVQUAL Dimensg$ Journal of Vacation
Marketing, Volume 15(2), P.164-178

Carman, J.M. 1990. Consumer Perceptions of Se@imdity.: An Assessment of the SERVQUAL
Dimension. Journal of Retailing, 66(1), 33-55.

Cronin, J.J. Jr. & Taylor, S.A. 1992. Measuringvsar Quality a Re-Examination and Extension.
Journal of Marketing, 56(3), 55-68.

Cronbach, L.J. (1951). Coefficient Alpha and thieinal Structure of Testg: Psychometrika, vol.
16, no. 3, pp. 297-334.

De Vaus, D.A. (2002), Surveys in Social Reseghalstralia: Routledge.

Drucker, P. (1974), Management: Tasks, Resports#isiliPracticesNew York: Harper & Row

ECA . 2003. Public Sector Management Reforms incAfDevelopment Policy Management

Division. Addis Ababa, Ethiopia http://www.unecay@ccessed on 28 December 2009

69



Flipo, J.P. (1988), On the intangibility of sengca: The Service Industries Journal, vol. 8. npE.
286-298.
Ftzsimmons J.A and Fitzsimmons M.J (2006).Serviemadfiement Operations, Strategy, Information

Technology McGraw Hill, Singapore.
Sheperd, Goefery (2003). Civil Service Reform irvEleping Countries 11th Anti Corruption

Conference. Seoul, May 2003.

Gronroos, C. (1984), A Service Quality Model argd\tarketing Implicationsin: European Journal of
Marketing,vol. 18, no. 4, pp. 36-44.

Gronroos, C., 2007, _“Service Management and MargeG@ustomer Management in Service
Competition”, 3rd Edition, John Wiley & Sons Lté&ngland, P. 483

Johnson, M. D. (2001). Customer SatisfactionN. J. Smelser & P. B. Baltes (Eds.), Interorweil
Encyclopedia of the Social and Behavioral Scierfpps3198-3202). Amsterdam, The

Netherlands: Elsevier.

Kumra, R., 2008; Service Quality in Rural Tourisr Perspective ApproathConference on
Tourism in India-Challenges Ahead, IdR, 424-431

Kotler P.&Kelivin K., (2006) Marketing Managemeh?" edition, Pearson Education Inc, New Jersy.

Kotler, Philip & Keller, L. Kevin (2012). Marketinlylanagemeni4e. Pearson Education Limited
2012
Lovelock Christoffer & Wirtz Jochen, 2003ervice Marketing- People, Technology, Straté&parson

Prentice Hall
Lewis, R.C., and B.H. Booms (1983), The Marketirgpécts of Service Qualityn: Emerging

Perspectives on Services Marketing, L. Berry, Qs®ick, and G. Upah (eds.), Chicago:
American Marketing, pp. 99-107.
Lethinen, U., and J.R. Lethinen (1982), Servicel®uaa Study of Quality Dimensions, Helsinki:

Service Management Institute.
Mark Schacter(2000) “Public Sector Reform in Depalg Countries Issues, Lessons and Future

Directions” Institute On Governance Ottawa, Canddacember, 2000.

Mazis, M.B., O.T. Ahtola, and R.E. Klippel (1973) Comparison of Four Multi-Attribute Models in
the Prediction of Consumer Attitudes: Journal of Consumer Research, vol. 2, nppl 38-
52.

Mills, P., R.B. Chase, and N. Margulies (1983), Mating the ClierHEmployee System as a Service
Productivity Strategy, in: Academy of ManagementiRe, vol. 8, no. 2, pp. 301-310.

70



Nezzam Luddy(2005). Job Satisfaction Amongst Eygss at a Public Health Institution in the
Western CapdJnpublished Mini-thesis ,University of the Wast€ape.

OECD. (2003). Knowledge Management: Learning-by-@armg Experiences from Private Firms

and Public Organizationéwvailable at: http://www.oecd.org [January, 180Z].

Parasuraman A, Zeithmal V.A and Berry L.L, 1985,CAnceptual Model of Service Quality and its

Implications of Future ResearchJournal of Marketing, Volume 4, P. 45-50

Parasuraman, A., Zeithaml, V.A. & Berry, L.L. 19&ERVQUAL A multiple-item scale for
Measuring Consumer Perceptions of Service Qualdyrnal of Retailing, 64(1), 12-40.

Peng, B. 2006. Mobile Marketing-The Chinese Pertsgednternational Journal of Mobile Marketing,
1(2), 50-59. Cited in

Parasuraman, A., Zeithml, V. A. and Berry, L. 1990, “Delivering Quality ServiceBalancing

Customer Perception and Expectations”, The FreesPMNew York, P. 226

Ramsaran-Fowdar, R.R., 2007, “Developing a Se@igality Questionnaire for the Hotel industry in

Mauritius”, Journal of Vacation Marketing, Volume 13(1), P-1I®

R Miniram 2007, An Investigation into the Factore&ting Job Satisfaction at the Kwazulu Natal
Further Education and Training Colleg8WINTON, Mini Dissertation, UNISA, South

Africa.

Sasser, W.E., R.P. Olsen, and D.D. Wyckoff (19K¥&nagement of service operatiotext and
cases, Boston: Allyn & Bacon.
Schmenner, R.W. (1986), How can Service BusineSgesve and Prospgein: Sloan Management

Review, vol. 27, no. 3, pp. 21-32.
Woodruffe, H. 1995. Services Marketirigpndon: Pitman.
Woodruff, R.B., E.R. Cadotte, and R.L. Jenkins @98/odelling Consumer Satisfaction Processes

Using Experience-Based Normis; Journal of Marketing Research, vol. 20, np3,296-304.
World Bank (1999), Rethinking Civil Service RefgrPREM Note No. 31, October
Zeithaml, V.A., A. Parasuraman, and L.L. Berry (33&roblems and Strategies in Services

Marketing in: Journal of Marketing, vol. 49, no. 2, pp. 83-

Zeithaml, V. A., 2009, “Service Quality, Profitaibit, and the Economic Worth of Customevghat
We Know and What We Need to Learn”, Journal of Agagl of Marketing Science, Volume
28(1), P.67-85

http://www.mofed.gov.et

Wikipedia, 2013

71



Appendix A: Questionnaire I: To be Filled by Custoners of ERCA (Ethiopia Revenue & Custom
Authority)

Dear Respondent,

The purpose of this questionnaire is to collectnpriy data for research entitled “Assessment of
Quality of Service Delivery in Ethiopian Revenueda@ustom Authority in Addis Ababa" for the
partial fulfillment of the Masters of Business Adnstration (MBA) in Human Resource

Concentration Program at St. Mary’s University €g#.

This survey deals with your opinions of servicebef® are no wrong or right answers and what is

required is to show the level of your personal apirto each item.
The quality of this study highly depends on thelitgp®f your response, therefore, | kindly request

you to provide me reliable information. Your respes will be kept confidential. No need to write
either your name or the name of your authority/s.

Thank you in advance for your cooperation.

Instruction: Please circle your choice or put | mark whenever possible

Kiros Bereket,
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PART 1. General Profile of the Respondents

1.1 Your Gender

1) Male [ ] 2) Femald ]

1.2.Your Current age

1)18-30 [_] 3)345 [ ]
2)46-60 [ 4) above § |

1.3. Years you have beegceiving services from the authority?
1) Lessthanayed | 3) 1-5 years [ ]
2) 5-10 years ] 4) more tharyaars [ |

1.4. What is the type of your business?

1) Other private busines| | 2) Government owned busine{ |
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PART Il

Opinion Survey on Customer Service Delivery

l. Having Equal Access to the Service Strongly | Disagree | Averagely | Agree | Strongly
Disagree Agree Agree
1 2 3 4 5
EASL | You feel confident that you receive equita
service from the authority
EAS2 | Assessment workers treats you fairly stemn
from the belief everyone, big or small alike
EAS3 | You received undivided attention at the fr
desk and they follow first come, first seryve
principle
Il. Provision of immediate remedy for services not
provided as per the standard i.e. redress
PIR 1. | Whenyou have a problem, the authority shc
sincere interest in solving it
PIR 2. | Once you appeal you believe that you will
remedy for your solution
PIR 3. | The authority assure that a problem will
handled effectively and efficiently
[ll. Communicating who is responsible for what
including service cost ( Open and Transparent
CWW1 | The authority promote an interactive environrr
with open communication
CWW2 | The authority explain the service itself includ
associated costs
CWW3 | The authority communicates transparently as
it estimate taxes and duties and whom to contact
to get services
\VA Informing Services & Service Standard Zgg Poor Average Good Very
1 2 3 4 5
ISS1 | The quality of information provided by ti
authority regarding the service standard
ISS2 | The awareness creation and educational pro
of the authority provides comprehensive
information regarding service delivery
ISS 3 | The authority’s website is easy to access and
resourceful in providing information regarding
services
ISS4 | There is free of charge telephone service
provides information to customers
ISS5 | The efficiency of the authority iupdating you ir
change of service and service standards
V. Treating with Courtesy and Consideration | gqidom | sometimed Neutral Often \C/)?trgn
1 2 3 4 5
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TCC1

Employees in the authority show respect, «

and understanding to your needs and expectations
TCC2 | The authority promotes ethical conduct
everything it does
TCC3 | Employees in the authority consistently courte
with customers
TCC4 | Employees in the authority shows signs
recognition towards you
VI. Consulting Customers to Current Service Not Less Moderate | Satisfied| _ V&Y
Provision Satisfied | Satisfied Satisfied
1 2 3 4 5
CCS1. | You receive enough consultation about
services that you need to receive and how |you
can access to them
CCS2. | You areconsistently consulted about your rig
and obligations in obtaining services in the
authority
CCS3. | The authority is willing to provide custom
driven alternative services
VIl.  Customer Complaints Handlin hSOt Not Ha Averagely | . very
. p g 'appy PRY | appy PRY | Happy
1 2 3 4 5
CCH1. | Employees of the authority have the knowle
to solve your complaints properly
CCH 2. | Top leadership of the authority have
willingness to solve your complaints on time
CCH 3. | The authority give priority to solve yol
complaints amicably rather than rushing for

enforcement
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APPENDIX B: QUESTIONNAIRE Il TO BE FILLED BY THE EMPLOYEES

Dear Respondents,

The purpose of this questionnaire is to collectnpriy data for research entitled “Assessment of
Quality of Service Delivery in Ethiopian Revenueda@ustom Authority in Addis Ababa" for the
partial fulfillment of the Masters of Business Adnstration (MBA) in Human Resource

Concentration Program at St. Mary’s University €g#.

The information you provide will be kept strictlymfidential and only aggregate figures will be
reported. Your genuine, frank, timely responsetil ¥or the success of the study.

Therefore, | kindly request you to respond to equhstion item carefully and return the completed
guestionnaire to the deliverer

Note:
1. No need of writing your name.
2. Please circle your choice or put () mark whenever possible

Thank you, in advance for your cooperation and lymesponse.

Yours sincerely

Kiros Bereket
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Part I: General Profile of the Respondents

1. What is your current job title in the authority?

2. For how long have you been in this authority?

Less than one year ] from 1to 5 yed } from Bhtgears [ ]
From 10 to 15 year{ ] above 15 yeal ]
3. What is your gender? Mald_] emdale [ ]
4. What is your Current age?  18-2{ | 30-39 [
40- 497 50 and aboy]

5. What is your highest level of education?
Did not complete high schoo[_] Rigchool graduate [] College diploma
Bachelor's degree [] Master’s degree [ ] PhD

Others, please specify
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PART Il. Opinion Survey on Customer Service Delivey
1. How do you agree with the presence of seriegter in the authority?

Strongly agre 5 Agree 4 Averagely agre 3 Disagrer 2 Strongly disagre 1
2. How satisfied are you with employees’ partitip@in setting up service baseline?

Totally satisfied 5 Quite Satisfied 4 Neutral 3 feulissatisfied 2 Totally dissatisfied 1
3. The authority identifies improvement service ggagppmeet customer needs and expectations ?
Almost alwaystru 5 Mostlytrue 4 Sometimestrt 3 Rarely trus 2 Notatall true 1

4. The efficiency of the authority in gearing up éfforts and resources towards supporting pronssedce
delivery?

Highly efficient 5 Efficient 4 AverageBfficient 3 Inefficient 2 Highly 1

inefficient
5. Your knowledge regarding the standard of servelevery is?

Very Good 5 Good 4 Moderade Poor 2 Very Poor 1

6. How do you agree customers are continuouslynoamicated about service standards so that theyeshah
exercise their rights?

Strongly agree 5 Agree 4 Averagesea 3 disagree 2 Strongly disagree 1

7. The quality of services delivery is continuoushproving as a result of frequent monitoring andleation
activities of the authority

Almost always tru 5 Mostlytrue 4  Sometimes trt 3 Rarelytrue 2 Notatall true 1
8. How do you agree the management follow-up systelps to improve service delivery in the auth&rity
Strongly agre 5 Agree 4 Averagely agre 3 Disagrer 2 Strongly disagre 1
9. Customers are happy in getting prompt resolutioheir immediate problems?

Almost alwaystrue 5 Mostlytrue 4 Sometimestrt 3 Rarely trus 2 Notatalltrue 1

10. How satisfied are you with equal treatmentusgtomers by the authority?

Totally satisfied 5 Quite Satisfied 4 Neutral 3 fulissatisfied 2 Totally dissatisfied 1

11. Most customer complaints get remedy at higieatchical level than at lower hierarchical level?

Almost alwaystru 5 Mostlytrue 4 Sometimestrt 3 Rarely tru 2 Notatalltrue 1

12. The success history of the authority in hangddustomer complaints is?
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Very successfi 5 Successft 4 Moderatt 3

Not successfi 2 Very unsuccessf 1
13. How frequently have you participated in monrgrand evaluation of service delivery?

Very often 5 Often 4

Neutral3 Sometimes 2 Seldom 1
14. The experience of the authority in revisingehisting service standards based on the feedback
from monitoring and evaluation of service delivesy

Very Gooc 5 Gooc 4 Moderate 3

Poor 2 Very Poo 1
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APPENDIX C: Interview to be conducted with leadership of ERCA

Dear Respondents,
Sir/Madam,

The purpose of this questionnaire is to gather d@taesearch entitled “Assessment of Quality of
Service Delivery at ERCA in Addis Ababa" for therfe fulfillment of the Masters of Business

Administration (MBA) in Human Resource Concentratlrogram at St. Mary’'s University College.

The study is purely for academic purpose and tlwes chot affect any one in any case. The provided
information will be kept strictly confidential andnly aggregate figures will be reported. Your
genuine, frank, timely response is vital for thecass of the study.

Thank you, in advance for your cooperation and afalle1 time.

Yours sincerely

Kiros Bereket
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Interview Guide

1. Is there service charter in the authority? Whataatikges does your authority gained after
owning the service charter?

2. How frequently does your authority analyze custahneeeds and expectations? Do you satisfy
in meeting their expectations in delivering thevgass?

3. In setting up service base line which groups dfedtalders are participated?

4. What was the role of employees of the authorityétting up service base line?

5. Have you ever identified improvement gaps? If ysase mention major results achieved? If
no, do you have a plan to identify improvement gefuture? When?

6. What is the role of management in setting serviaadards? And how customers involved in
such activity?

7. What are the efforts so far made and how do yoluate the result obtained to support the
promised service delivery?

8. How do you communicate your customers about sestaedards of your authority?

9. Who is responsible for monitoring and evaluatingviee standards? How frequently you
monitor and evaluate service standards? How doeyaiuate the feedback in this regard? Do
you revise the service standard as per the fee@back

10.What system is in place for management to follow Hervices delivery process in the
authority?

11.How do you compensate for customers who wronglgreefl to pay extra taxes or waiting for
extra time to get the services?

12. Almost all of your customers are engaged in busiragl value their time in terms of money,
therefore, how does your authority align its ingeneith this particular interest of customers?

13. How does the authority handle customer complaiAtg?complaints left to be solved at lower
hierarchical level or the higher leadership invdiviea providing solution? What types of

complaints solved by higher officials?
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