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Abstract

In the 1990s and in the beginning of the twentgtficentury, there has been a
growing interest in understanding the main servipgality dimensions that
customers use in evaluating the service qualitgllevhich in turn determines their
level of satisfaction. This paper examines thellefeustomer satisfaction in ATM
service delivery with reference to Dashen Bank. Plaper, using primary and
secondary sources of data, has shown that ATM ceersustomers in the case
company use different service quality dimensiongrilfates). Service quality is
usually defined as the degree of alignment betwamestomers' expectations and
their perceptions of the service received. In fhaper, SERVQUAL was used as
technique to measure customer satisfaction in Dabaek ATM service delivery.
The aim is to explore the most important strengitth weaknesses of Dashen bank
in ATM service delivery. The growing importance ATM machines as another
service delivery channel by banks to their custemkrad to a number of
supposition and deductions, made on the valueioreaf ATM service delivery
and its extent of use. In the light of this, a profd and comprehensive study was
conducted with the aim to first, determine the pkt# use and satisfaction of ATM
service delivery and secondly determine the typeustomer expectations on ATM
service delivery with reference to Dashen Bank.Meament was accomplished by
the subtracting expectation from perceptions regulh a service quality score (gap
score). Positive or zero scores would reflect idealadequate service quality
offered by the bank. A negative score would bedative of a service experience
that did not meet customer expectations. Using SERVQUAL questionnaire
provided, quantifiable reasoning to the researdastjons in each dimension could
be obtained so that precision, objectivity andriggplaced hunches, experience and
intuition as a means of investigating problem areas
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Background and Statement of the Problem

Hill and Alexander (2003), has defined customeistattion as a
measure of how organization’s total products penfan relation to a set of
customer requirements, even though surely the mes® view of
organization’s performance will be a perceptiorstomer satisfaction is up
to the customers’ mind and it may or may not camfevith the reality of the
situation. A more general definition of customesatisfaction is given by
Kotler (2003); he explains satisfaction as a fuwnictiof perceived
performance and expectations. If the performanabkssiiort of expectation
the customer is dissatisfied. If the performancéches the expectation the
customer is satisfied, while when the performanceseeds the expectation
the customer is highly satisfied or delight&ble growth of technology in the
delivery of services has had a dramatic effect v nature of the core
offering. Gilbert (1997) defines this process thevolution” that has taken
place in technological development in the pastdecades.

The nature of service offered by organizations ¢teged over the
past two decades. This change has been influencedebdevelopment of
storage and speed of data transfer, particularlgléctronic funds transfer
known as EFTPOS. Whole new industries have emefBeatlley, 1993),
including news retrieval services and video confergg. At present, Dashen
Bank is involving itself in issuing locally used bie cards. The cards
currently issued are all VISA branded payment caadd the service is
available in the selected existing locations at beinCity Center, Sheraton
Addis, Hilton Hotel, Dashen Tana Area Bank, Daslheain Area Bank,
Dashen Management Area Bank, Admas Pavilion Bugldibashen Piaza
Area Bank, Wabe Shebele Hotel, and Dashen Awassa Bank. Although,
there is a remarkable program in the expansion T¥1/Aservice delivery,
there are observable problems in meeting custompectations, so this

research ahs been conducted with the aim to fingmblems and forward
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possible suggestions, that would enable the comfzapyovide efficient and
effective ATM service delivery.

When customers evaluate the quality of the senvieg receive from
a banking institution, they use different criterlikely to differ in their
importance. While several criteria are importantlyoa few are most
important. These determinant attributes are thes ¢imat will define service
quality from the consumer’'s perspective (Loudon @wlla Bitta, 1988).
However, many established models of service quaktye tended to focus
on expectations and marginalize the issue of dagmpertance. One of the
most widely used model to measure perceived sequedéty was developed
by Parasuramaet al. (1985; 1988). This conceptual model indicated that
customers’ perception of service quality is infloed by a series of
(expectations-performance) gaps, hindering thevesli of high service
guality. This disconfirmation-based model has benobject of some major
criticisms, including ambiguity in the definitionf @xpectations and its
applicability to a variety of industries (Teas, 399994; Cronin and Taylor,
1992, 1994). Another weakness of this model is fioatit to function
correctly, expectations must remain constant, baotesscholars, as Carman
(1990), argue that expectations change with fantyjiavith the service.
Finally, the framework does not explicitly considbe relative importance
of different attributes of service (although it miag that expectations serve
as some kind of proxy for importance — at leasttarms of decisions
regarding the management of service quality).

Dashen Bank has made a ground breaking efforttrodoction and
expansion of payment card service in Ethiopia. Haxe noting this
praiseworthy accomplishment is not to mean theicerng flawless. There
are a number of problems observed in its operaasrdescribed below.
Currently, there exist several different types diVMimachine terminals that
are employed by merchants worldwide. Each typewhinal is capable and
supposed to make life easier for the merchant hecustomer. Goods and
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services can now be purchased with just the swipg card. Lines move
faster as merchants achieve an even higher leveustbmer satisfaction.
Plus merchants can have the credit card fund$uaitd to their own bank
account in forty-eight hours or less. This savesrtterchant from extra trips
to the bank and the hassle of filling out countldeposit slips. Merchants
have a variety of credit card processing termit@lshoose from, so they can
find the perfect solution to meet their businessdse

The Bank Point pin pad is the smallest credit d¢archinal as it fits
right into the customer’s hand. This ensures araesdurce of security when
customers or merchants are typing in debit anditcigfdrmation. Last but
not least a personal computer can be used as & caed terminal with the
right compatible software. This software enables rtierchant to run online
and offline credit card transactions. This optignbest for merchants who
have their own websites or mail-order catalogs roalk internet service
providers. The other is related to ATM (Automateelldr Machines). This
service provides for withdrawal of cash using VI&a#d without the need to
fill out withdrawal forms, writing checks or waignin line for personnel of
the bank to process the transaction. However,ethimachines are not
available everywhere, VISA card holders might netable to use this either
around their living areas or work places. In additithe amount of cash
withdrawal that can be making using a VISA carchwit24 hrs is limited to
Birr 3000. This disregards the needs of custontersake withdrawals from
their account as they wish and ignores uninvitetugences that call for an
additional amount of cash withdrawal. To invedigéhe problem stated

above the following research questions were raised.

Research Questions
This research paper tried to find answers to thleviing basic research

guestions
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A. What are the specific ATM service quality dimensidattributes) with
the highest and lowest value of customers’ expiectdor ATM service

delivery;

a) Specific ATM service quality dimensions (attribytesith the

highest customer expectation value;

b) Specific ATM service quality dimensions (attribytesith the

lowest customer expectation value;

B. What are the ATM specific service quality dimensiavith the highest
and lowest value of customers’ perception for ARdrvice delivery;

a) Specific ATM service quality dimensions (attribytesith the

highest customer perception value;

b) Specific ATM service quality dimensions (attribytesith the

lowest customer perception value;

C. What are the specific ATM service quality dimemsio(attributes)
with the highest and lowest gap score value oforners’ for ATM service
delivery;

a) Specific ATM service quality dimensions (attribytesith the

largest gap score;

b) Specific ATM service quality dimensions (attribytesith the

smallest gap score;

D. Are customers satisfied with the level of ATM sessicoverage in
Dashen Bank?

E. What are the core ATM service quality dimensiondrifates) that

consumers use to evaluate ATM service deliveryast2n Bank?

Research Design and Methodology

Conceptual Framework
Among other things, the level of customers’ satistm is recognized

as dependent on the quality of service delivereith¢atarget market. Hence,
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customers handling require special attention to tieeds and, once settled,
criterions call the organization to adapt the mankestrategy and ensure it
to be a client-oriented one. According to Kotled@2), customer satisfaction
is a person’s feeling of pleasure or disappointmesailting from comparing
a product’s perceived product performance in retato his\her expectation.
Moreover, Hill and Alexander (2003) defined custonsatisfaction as a
measure of how organization’s total product pertamoe in relation to a set
of customer requirements is perceived; customeisfaation is in the
customer mind and it may or may not conform tordéradity of the situation.
Venugopal and Raghu, (2004), defined a servicenagtwvity or benefit that
one party can offer to another that is essentigtgngible and does not
result in the ownership of anything, even thougtfiital output may or may
not be tied to a physical-product.

One of the most basic concepts in marketing isntlagketing-mix,
which are the elements an organization controls tatd can be used to
satisfy or communicate with customers. AccordingJe&yome McCarthy
(1960), traditional marketing-mix is composed otifd®’s: product, price,
promotion, and placement. These elements appearasiesign variables in
any marketing plan. However, in selling pure segsiadditional marketing-
mix elements are required, referred to as “extemdarketing-mix elements”
that include people, process, and physical evidehimavever, no single
variable has a greater predictive validity with asy to customers’
satisfaction on bank service delivery, more paldidy with reference to
ATM service delivery. Perspectives on bank serggality can be classified
on the basis of a conceptual framework that dessriuality of ATM
service delivery. The most frequent used way tahde is to depict ATM
service delivery as a productive system, in whigbuis are transferred into

outputs.
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Figurel: The Input-Process-Output Framework of Qustrs’ Satisfaction

on ATM Service Delivery

In the Input-Process-Output (IPO) framework, in ethi“Input’

refers to the entry requirement, “Process” referthe ATM service delivery

of the case company, and “Output” refers to theelleof customers’

satisfaction on ATM service delivery. Accordingtte productivity system

view, the success of the bank service deliveryesyss seen as depending on

the attainment of the aspired output (Satisfactibssatisfaction, or delight).

This view underlines the output\outcome\impact ¢athr as predominant or

even the only type of quality indicator that needoe monitored. The IPO

model is popular and comprehensive in conceptugjigjuality and to have

an operational understanding of quality. Basingtlms model, this study

have tried to define quality of ATM service deliyefrom the specific

perspective of input variables like considering tongers’ expectation,

company’s promises, quality of service deliveran athers as a parameter

of quality ATM service delivery. According to Kotlg1998), customer

service is to give what we promised on time an@rseto every possible

value from the goods and services customer arehpsirg. It is the actions
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companies can take to add value to the basic gaodservices. Moreover,
Johanson (2000) pinpointed companies by doing terbgib in order to
satisfy their customers’ needs and wants, and @at customer-centered

companies are committed at building customersjusbtuilding a product.

Research Method

To collect the data needed and to address the alewtioned problems
descriptive research method were used.

Population, Sample Size, and Sampling Technique

s Treating the whole ATM service users in the casegany as a source
of primary data could not be possible due to resmuronstraints; the
population was represented by sample elements.

s The Purpose of this research is to gain a bettdenstanding of level of
customer satisfaction in ATM service delivery ofdban bank from the
customer perspective;

« For the study sample respondents were selected tlienAddis Ababa
area because it was convenient for the researaoldat has taken less time to
conduct research;

« To seek answer to the above mentioned researchiianesATM
service users of Dashen Bank and VISA section memagre considered
with the intention of assessing satisfaction lefeATM service users in the
case company;

% As a unit of study, 200 sample respondents (ATM3g)ssere selected
by using convenience sampling technique from theci§pd location to
make generalization towards the total population,par the explanation

made by Motholtre (2007) on sample size deternonati
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Types of Data Used
Both primary and secondary data were used in ormemnake the study
complete and achieve the stated objectives:
= Primary data include responses gathered from DaBhek ATM service
users and interview responses from VISA sectiongegn
= Secondary data include data which helps the researfor assessing
customers’ level of satisfaction obtained from ttmenpany’s record and

from other different books, pertaining to researoder consideration.

Data Gathering Instruments
In order to collect the above mentioned types ofadtne following
instruments were employed:

» The primary data were acquired through structuregestionnaire
incorporating a total of 23 close-ended questididgs was supplemented
by collection of data through unstructured intemwvieonducted with the
VISA section head at Dashen Bank about the deligéservice demanded
by ATM customers;

= Secondary data were collected through reading siecgisources

Data Analysis Techniques

Quantitative and qualitative data analysis techesgwere used in this study.
To summarize the findings, percentages and meaoevalf customer

expectations and perceptions, and gap scores werputed to get the total
picture of the data collected from sample respotsden

Then, the summarized data were presented in the fof tables and

analyzed through qualitative data analysis tectesqu

Data Presentation and Analysis

Out of the 200 survey questionnaires that wereridiged to

respondents for this study, 180 useable questioemaivere filled and
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returned giving a response rate of 90 per centchviwas considered
satisfactory for the analysis purpose. This ansalpsoceeded by identifying
the relevant dimensions of service using the itgerserated from the focus
groups and these were then examined in more dfgnilpurposes of

comparison between themselves and across respandent

It is clear from the SERVQUAL results that thereaigiap between
what Dashen Bank’s VISA card customers expect amak the service firm
is providing. A lot of criticism, over a number Bkues, has been published
about the SERVQUAL instrument but this instrumeaesl clearly identify,
and has identified, weaknesses in Dashen Bank'sicesr on which
management should further work. The research fgslirshow that
SERVQUAL identified key service quality shortfalesxd is a more than
sufficient yardstick to measure service quality anbank. Ziethaml and
Parasuraman (2004) stated that a good listeninggraysould incorporate
approaches to address all possible reasons forundéerstanding what
customers expect. Reading the customers comment@mecting it to
what the research data has revealed shows thahsthaiion and VISA card
section do not know what customers expect, so kmpwhat customers
expect is the first and most important step in drettelivering a quality
service.

This section of the thesis is devoted to the pegpresentation of the
study and briefly describes how the study was cotath Moreover, it
presents the major findings of the study as dismissder chapter four.
According to the data collected about the geneharacteristics of the
respondents, male respondents with the age ran@6-db constitute the
largest portion of the population, 63.9% and 67 1@%pectively. Moreover,
with respect to the educational background and metoon of the
respondents more than half of the respondents ¥&§4d® have either first
degree or second degree and above and most oéspendents indicated
that they are employed in a private firms. Finatgspondents indicated that
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(58.3%) of them earn a monthly income between ZWI0 (in ETB),
followed by (22.2%) who earns a monthly income 006-10,000 (in ETB).
With respect to the data presented about mean vélugstomer expectation,
perception, and gap score for the tangibility ssrvjuality dimension
respondents indicated that they have the higheeatapon (3.83) for the
bank’s materials, associated with the service (sashpamphlets) to be
visually appealing. However, based on their responle highest mean
value of perception (4.08) and the highest gapes¢@i56) is related to the
physical facilities in the bank to be maintainedhwihe type of service
provided.

Looking at the mean value of expectation, perceptmd gap score
for the reliability service quality dimension resents indicated that they
do expect the bank to perform their service atfttst time (4.37), but the
data pinpointed that customers had the highesepgon (4.23) for the trust
worthiness to solve their problems if occurred. ©ftithe total reliability
specific service quality dimensions, the lack obifdy things right the first
time’ caused the highest dissatisfaction (-1.26)e highest mean value of
customer expectation, perception, and gap scorethierspecific service
guality dimension of effective ATM & card procedaracludes ATMs in
the bank are easy to use (4.23), the bank hasprasgdure for obtaining
ATM cards (4.18), and Dashen bank to have an exteios easily accessible
ATM networks (-1.12). On accessibility service dtyaldimension the
highest mean value of customer expectation, pemepand gap score is
indicated in the ATMs in the bank to be user-frign{#.06), to have a
sufficient number of ATMs, and ATMs to be placed atconvenient
locations (-1.10).

Physical environment features were the final speesiérvice quality
dimension and according to the data presented enfdahrth chapter, the
highest mean value of customers’ expectation amcepdon were recorded
in the bank to have an attractive and well desigeradronment (3.47), and
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yet this factor had the highest mean perceptionevéd.01). The lowest gap
score (0.09) that creates the lowest level of fsati®n were related to the
availability of parking lots. When we look at alhet service quality
dimensions, respondents indicated that the higiresthe lowest mean value
of customer expectation is related to the bankgperihg their service at the
first time (4.37) which is a reliability service gjity dimension and the bank
replaces their ATM cards if lost or stolen (2.79)ieh is effective ATM &
card procedures respectively. With respect to tighdst and the lowest
mean value of customer perception , respondenteatedi that “l trust
Dashen bank to solve problems if occurred” (4.23d hthe highest
perception mean value which is reliability servipeality dimension, and
customers’ perception mean value for all the ATkIghe bank were found
the lowest (2.87).

The bank performs my service at the first time”.Z6é), which is the
reliability service quality dimension and “the baalkvays keeps my privacy
of transaction at ATM” (-0.20), which is relatedtte effective ATM & card
procedures, were found to be the largest and thedbgap score recorded
respectively.

Conclusions

The conclusion reached as a result of data anaysisnterpretation is:

= The higher mean value of expectation for each serguality dimensions
(attributes) are indicated as follows:

= The bank’s materials associated with the servideetoisually appealing;

= The bank performs my service at the first time;

= ATMs in the bank are easy to use.

= The three lowest mean value of customer expectation
The bank replaces my ATM cards if losstolen;

| can easily park my car, and
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The bank has clear environment
Looking at all the variables used in evaluating ARdrvice quality, the
following three variables do have the highest meafue of customer
perception:
-1 trust DB to solve problems if occurred’ (Relibty),
-The Bank has easy procedure for obtaining ATM gafffective ATM &
card procedures),
-Dashen Bank’s equipment is modern’ (Tangibility).
The following three variables do have the lowestmealue of customer
perception:
-All ATMs in the bank are in working order (Effeece ATM & card
procedure),
-DB placed its ATMs at a convenient locations’ (Assibility), and
-DB has an extensive/easily accessible ATM netwofkfective ATM &
card procedures).
-The following are variables with the largest m&atue of gap score (P-E):
-The bank performs my service at the first timegliRbility),
-DB has an extensive/easily accessible ATM netwofkfective ATM &
card procedures),
-DB placed its ATMs at a convenient locations’ (Assibility),
The following variables do have the smallest mealnes of gap scores (P-E):
-The bank always keeps my privacy of transactioA &Y (Effective ATM
& card procedures),
-ATMs in the bank are easy to use (Effective ATMl @ard procedures),

-Service is delivered at the right time (Relialyjit

Recommendations
The analysis from the mean value of customers’ egpien,
perception, and gap scores displays a perceptoblgm, when the sample

indicates poor performance of electronic bankirgylitees compared with an
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ideal banking service. The major findings and cosicns made up on these

major findings of the research Dashen Bank shoofttentrate on its efforts

in several areas and providing appealing ATM sexvic

v

DB should identify service quality expectations twithe higher
value and accordingly design strategies, as th&’®amaterials
associated with the service to be visually appgalithe bank
performs my service at the first time, ATMs in thenk are easy to
use;

DB should provide statements of all transactiorst thave been
conducted electronically, since such visible docutmecreate
confidence in the customers’ mind,;

DB should find ways of making their electronic sees more
accessible to promote the level of customers’ feati®on;

DB should strive hard to deliver its services a first time or
follow the fail-safe strategy, which is one of theajor service
quality dimensions which hugely affect customergvel of
satisfaction;

DB should focus on service quality dimensions witle lowest
mean value which includes All ATMs in the bank a@meworking
order’ (Effective ATM & card procedure), DB placdd ATMs at a
convenient locations’ (Accessibility), and DB hasn a
extensive/easily accessible ATM networks’ (Effeet&TM & card
procedures).

DB should improve the security of ATMs by makingeth well lit
up at night;

DB should also provide customers with a toll freember, so that
they will be allowed to vent their discontent i tbervice;

DB should develop even the ATM facilities to catiee elders and
disabled.
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