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One stop shop services were launched in eastern industry zone first time as an investment 

attraction and it is now implemented in the new industry parks. This service is not satisfying some 

of the customers. The general objective of this research is to study the association of service 

quality and customer satisfaction in the eastern industry zone one stop shop service. Purposive 

sampling technique is applied to select the samples. Primary data is gathered from the customers 

of the one stop shop service in the park using self administered questionnaire. The questionnaire 

used the SERVPERF model with a 22 service quality performance statements and the degree of 

the customers’ agreement (perception) has been measured using five Likert Scale methods. 

Quantitative research approach is applied to analyze the data using Statistical  Package  for  

Social  Science  (SPSS)  software  version  20  and  the  data  is presented in descriptive and 

inferential statistics. In the descriptive analysis of service quality performance measurement, 

tangibility scored highest mean value and responsiveness indicated least mean value relatively. 

The descriptive analysis for    overall customer satisfaction level demonstrated that majority of 

customers are satisfied with the service delivered and some stayed neutral. The findings of 

correlation analysis indicated   that  there  is  a  positive  and  significant  relationship  between 

all service  quality dimensions( tangibility, reliability, responsiveness, assurance and empathy) 

and customer satisfaction. The regression analysis exhibited, the service quality dimensions have 

significant influence on customer satisfaction and empathy has the highest influence on customer 

satisfaction.  Furthermore, 40% of the  variations  in  customer  satisfaction  is  explained  by  

service  quality  dimensions. It can be concluded from the analysis that customer satisfaction is 

positively and significantly influenced by all service quality dimensions. Based on the findings of 

this research it is recommended that the management of EIZ OSS should enhance empathy and 

reliability dimensions since both strongly and positively influence satisfaction and customers 

perceived second and fourth rank of the five dimensions.   

 

Keywords: One stop shop, Service quality, Customer satisfaction, SERVPERF, SERVQUAL  

 



 

 

 

CHAPTER ONE 

INTRODUCTION 

This  introduction  part  of  the  paper  includes  the  following  sections: background of the study, 

background of the organization, statement of the problem, Basic research questions, objective of 

the study, significance of the study, scope of  the  study, limitations of the study and organization 

of  the  paper. 

 

Service providers and marketers primary goal is to develop and provide offerings that satisfy 

consumer needs and expectations, thereby ensuring their own economic survival. The competitive 

nature of the contemporary service industry has led the service providers to focus on their service 

quality. Godfrey (1999) pointed out that the genesis of service quality started with the growing 

importance of services in the developed economics after 1960. Service quality is a concept that 

has aroused considerable interest and debate in the research literature because of the difficulties in 

both defining it and measuring it with no overall consensus emerging (Wisniewski, 2001). Service 

quality focuses on meeting the customer’s needs and requirements and how well the service 

delivered matches the customers’ expectations of it (Philip & Hazlett, 1997). Customers  evaluate 

their level of satisfaction by experimenting the difference between their expectation and 

perception for the service quality offered (Smith & Houston 1982). In a marketplace  where  

businesses  compete  for  customers,  customer  satisfaction  is seen  as  a  key  differentiator  and  

increasingly  has  become  a  key  element  of  business  strategy. Customer satisfaction is an 

ambiguous and abstract concept and the actual manifestation of the state of  satisfaction  will  

vary  from  person  to  person  and  service  to  service (Kanojia, et  al, 2012). 

The current business environment is becoming competitive and challenging than before and 

improving service quality is becoming an essential strategy for success in today’s competitive 



 

 

 

economic environment. This is asserted by Sureshchandar et al( 2002) that the high quality 

demands on customers end is becoming prominent due to the growing fact that high level of 

service quality leads to sustainable competitive advantage in the business environment. According 

to Parasuramanet et, al (1985) and Zeithaml et, al (1990), the quality of services offered will 

determine customer satisfaction and attitudinal loyalty which affects success and survival of any 

business institution. It can be understood here that the quality of service is a crucial component in 

service industry. It’s importance is further underlined by Leonard and Sasser, ( 1982) that during 

the past few decades service quality has become a major area of attention to practitioners, 

managers and researchers owing to its strong impact on business performance, cost minimization,  

customer satisfaction and customer loyalty which leads to  profitability. Therefore, it is not a 

choice to improve service quality nowadays instead it becoming a strategy of existence for service 

firms. As depicted in the research made by Yasin et al., 2004; and Rodie & Artin, 2001, With 

multidimensional challenges and demand of globalization, the organizations are forced to re-

engineer their products and systems to improve the service quality and remain competitive. 

 Many empirical and conceptual studies have been done on the association of service quality and 

customer satisfaction. One assertion comes from Oliver (2009) who suggests in his research that 

both service quality and customer satisfaction are two distinct but related constructs. The finding 

of Mohammad and Alhamadani (2011) indicated that service quality is an important antecedent of 

customer satisfaction. The frequently cited researchers in this area, Parasuraman et al., (1985), 

found that service quality is significant predictor of customer satisfaction by using SERVQUAL 

instrument which measures the gap between expectation and perception. A similar finding  but 

with a different and new instrument of SEVPERF came from Cronin and Taylor (1992) which 

states that service quality significantly impacts customer satisfaction in which only measuring 

service quality perception of customers were considered enough for knowing satisfaction of 

customers. 

In Ethiopia, government implemented one stop shopping service (OSS) in Eastern Industry Zone 

(EIZ). A one-stop shop is a centralized platform for delivering e-government services to citizens: 

“a single point of access to electronic services and information offered by different public 

authorities” (Wimmer, 2002, p. 94).  This service was first implemented by the Ethiopian 

government in EIZ as an incentive to attract investors to invest in the park (UNIDO, 2018). The 



 

 

 

customers in this government service are the investors who should visit different government au-

thorities (customs, banks, telecom, Ethiopian investment commission, water and electric)  for 

carrying out investment activities. This service is expected by the government to attract lots of 

investors in the park and satisfy them with service infrastructure (IPDC, 2014). Therefore, the 

purpose of this study is to see the perception of the investors towards the quality of OSS service 

provided by government in EIZ and its association to the satisfaction related to the service. For 

this, SERVPERF model has been applied. SERVPERF is a performance-based scale that directly 

measures the customers' perception of service quality (Cronin and Taylor, 1992). 

 



The government of Ethiopia has launched OSS service in EIZ first time in the country for 

strategic investment attraction. As noted by UNIDO (2018), this service is intended by the 

government to satisfy investor customers of the shop by bringing different authorities services and 

integrating them at one floor in the park premise which saves time, reduces cost and improves 

service quality. The OSS service is now being implemented in different new industry parks in the 

country taking the experience in EIZ as reported by the Ethiopian Development Research 

Institute(2017). This report points out that keeping the investor customers satisfaction remains 

key quality indicator of the OSS service success.  

Several  studies  have  been  done  on  service  quality  and  customer  satisfaction  in different 

service organization in the world and in Ethiopia too. Because, the importance of customers in the 

business process has made it vital to always conduct research about customers. Pertinent to this, 

in the global context, there are researches directly related to OSS service like Giorgi (2017) who 

researched in Georgia and asserted the impact of OSS service quality on customer satisfaction. 

The other researcher is Anderson (2019) from Brazil and concluded in his research that the 

significant effect of service quality on satisfaction of customers. Researches in Ethiopia indicated 

that there is an association of the quality of service and customer satisfaction. The researchers in 

the country found out the significant impact of the service quality dimensions have on the satis-

faction of customers in different sectors. One researcher with this result is Yeshitila (2018) who 



 

 

 

researched the assessment of service quality and customer satisfaction at commercial nominees . 

A research made by Million(2017) at Ethiopian air lines cargo pointed out the existence of effect 

of service quality on customer satisfaction. Sherefedin(2018) has also came up with same result in 

his commercial bank research.  

But, though different researchers has researched different service sectors for the association of 

service quality and customer satisfaction, the researcher didn’t find research related to the 

government implemented OSS service in Ethiopia. So, there is a contextual research gap in this 

industry park sector of OSS. From the first visit to the Ethiopian investment commission 

office(EIC) which is part of the one stop shop in EIZ, the researcher collected an information that 

some of the customers are complaining about the service quality in general.  In light of this, the 

researcher understood that this service has to be researched for its quality and how satisfaction is 

related with it. Because the research findings will be helpful for management of OSS service by 

letting know the shortcomings that should be addressed. The other benefit will be for the Industry 

park development corporation (IPDC) to apply the findings of this research when implementing 

the service in the new industry parks. It may also initiate new researcher to their research in this 

area in the country. 

Therefore, the researcher is interested to study the association of OSS service quality and 

customer satisfaction in eastern industry park which is intended to fill the research gap in the area 

in the country.     

 



 What is the level of one stop shop customers’ service quality perception? 

 What is the level of one stop shop customers' satisfaction of the given service quality? 

 What kind of relationship does exist between service quality dimensions and the 

satisfaction of customers in eastern industry zone one stop shop services? 

 

 

 



 

 

 



In accordance to the  above  problems  and  research  questions  the  general  and  specific  re-

search objectives are the following.  



              

          

  

Specific objectives are;  

 To measure the level of one stop shop service customers service quality perception 

 To measure the level of customer satisfaction for the given one stop shop service quality 

 To identify the relationship between service quality dimensions and eastern industry zone 

one stop shop customer satisfaction 



The findings of this research will be highly important to the management of the EIZ OSS to know 

the practical situation of the service as perceived by customers and take improvements 

accordingly. It also helps the Ethiopian industry park corporation (IPDC) by giving a closer look 

how the quality of OSS service affect the perception of customers satisfaction and the outputs of 

the research can be included in the planning phases of new industry parks OSS services and help 

revise the service architecture by giving more attention to the most determinant dimensions of 

service quality that brings higher satisfaction to customers. The research will initiate interested 

researcher to make their research in this sector as the sector is in the governments  

transformational policy framework of GTP and OSS is put as an incentive for investors.  



 

 

 



This study focuses on the association between service quality and customer satisfaction in EIZ 

OSS service found in Addis Ababa, Dukem. It didn’t include other industry parks which have 

recently started the service for a time constrain. The service quality will consider the five 

dimensions(tangibility, reliability, responsiveness, assurance and empathy). Customer perception 

will be applied for evaluating customer satisfaction and expectation are not included.   

 



The customers included in this research are the operational investors only. The investors at 

implementation phase are excluded so the result may not represent all the customers in the park. 

Lack of previous studies was Convincing to fill and getting the questionnaire from investors were 

a big challenge in this research. 

 



The paper is organized into five chapters. The first chapter contains background of the study, 

background of the organization, statement of the problem, Basic research questions, objective of 

the study, significance of the study, scope of  the  study, limitations of the study and organization 

of  the  paper. And  the second  chapter  presents review  of  related  literature  which  is  about  

relationship  service  quality  and  customer satisfaction. The third chapter deals with the 

methodology of the  research which includes research approach, research design and research 

methods. The fourth chapter presents data analysis, findings and discussion of the data gathered. 

The fifth chapter presents the conclusion and recommendations. 
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Fig 2.1 Grunroos service quality model 

 

 

 

 

 

 

 

 

 

 

 

                  Source: Grunroos (1988:12) 
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Source Parasuraman et al.  1985

 



            

         

   

     



             

            

 

Source Parasuraman et al.  1985 



            

               

               

       

 

             

              

            

      

        

             

              



 

 

 

              

  

            

                

        

  

                  

                 

                    

           

                      

             

                  

                  

             

                

              

                   

                

              

   

           

           



 

 

 

 

 

 

 



 

        

        

         

            

      

     

        

      

 

  

 

          

      

Source: Parasuraman et al. (1986:6-7) 
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Brady and Cronin (2001) proposed a hierarchical model to conceptualize perceived service 

quality. Their model suggested three primary levels of service quality: interaction quality, 

physical environment quality and outcome quality. In turn, each of these were conceived to have 

three sub- divisions. 

 Interaction quality includes attitude, behavior, and experience 

 Physical environment quality includes ambient conditions, design and social factors 

 Outcome quality includes waiting time, tangibles and personal factors 

Their study found that customers aggregate their evaluation of the sub-dimensions to form their 

overall perception of an organization’s performance in each of the three primary dimensions. This 

perception , it was argued, lead to customer’ overall service quality perception.  They claim  that  

this  scale’s  reliability  ranges  between  0.884  and  0.964, depending on the industry type, and 

exhibits both convergent and discriminate validity ( Mesay, 2012). 
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The researcher developed the following hypotheses (H) for the study.  

             

             

                         

       

             

            

         

 

 

 

 



 

 

 





The validity assures that the constructs measure what they claim  to measure( Saunder et al., 

2003).  In  other  words, construct validity assurers whether service dimensions could measure the  

predefined dependent variables or not. The research instrument of this study is developed by 

Parasuraman et. al, (1988). They tested is validity in their empirical research in service and retail 

businessin1988.T         

            

  It is an instrument applied for researches in service sector of service quality measurement 

worldwide. Therefore, verifying the validity of the instrument is not needed. 



 

Reliability is the degree to which the measure of a construct is consistent or dependable. In other 

words, if we use this scale to measure the same construct multiple times do we get pretty much 

the same result every time, assuming the underlying phenomenon is not changing. According to 

(Bhattacherjee, 2012) internal consistency reliability is a measure of consistency between 

different items  of  the  same  construct. A value of Cronbach alpha above 0.70 can be used as a 

reasonable test of Reliability. Generally speaking, scales  with  a  coefficient  between  0.80  and  

0.95  are  considered  to have  very  good  reliability. Scales  with  a  coefficient  between  0.70  

and  0.80  are  considered  to  have  good  reliability,  and value with a coefficient between 0.60 

and 0.70 indicates fair reliability. When the coefficient is below 0.6, the scale has poor reliability 

(Zikmund et al, 2010). 

From the of reliability statistics, we can observe that the cronbach’s alpha is > 0.7 for tangibility, 

reliability, assurance and empathy and therefore, the four dimensions of service quality were 



 

 

 

found to be high in their internal consistency and thereby in measuring the dimensions of interest. 

Responsiveness’s cronbach’s alpha is between 0.6 and 0.7 which is fair reliability. 

 



Factors Cronbach's Alpha No. of Items 

Tangibility 0.844 4 

Reliability 0.837 4 

Responsiveness 0.666 4 

Assurance 0.752 4 

Empathy 0.795 6 

Source : Own survey, 2019 
 

Checking the reliability test by taking  all  the service quality dimensions together  gives us the 

more reliable alpha coefficient which is 0.861.This means that the  dimensions  used  to  measure  

the  service  quality  for  this  study  are  very consistent. 



 

Cronbach's 

Alpha 

Cronbach's Alpha Based 

on Standardized Items 

N of Items 

.861 .864 5 

Source : Own survey, 2019 

 

 

 

 

 

 

 



 

 

 

 

CHAPTER FOUR 

DATA ANALYSIS AND INTERPRETATION 

 

This  chapter  describes  the  analysis  and  interpretation  of  the  collected  data.  In addition  to  

this,  background  information  of  respondents will  be  presented.  Finally, the statistical  

methods  of  analysis  were  discussed,  which included a descriptive analysis, a correlation 

analysis, and a multiple regression analysis through SPSS version 20 

 



The respondents profile analyzes the background information of the responding organizations 

which has already invested and started operation in the EIZ park premise.  

 

 

Experience Frequency Percent Valid 

Percent 

Cumulative 

Percent 

Valid 

<2yrs 13 24.1 24.1 24.1 

2-4yrs 23 42.6 42.6 66.7 

>4yrs 18 33.3 33.3 100.0 

Total 54 100.0 100.0  

Source: Own survey, 2019 

 



 

 

 

From the table 4.1 above, we can observe that 13(24.1%) of the total respondents existed in the 

park for less than 2 years and 23 (42.6%) of the responding organizations existed in the park for 

2-4years range. The remaining 18 (33.3%) of respondents existed in the park for greater than 4 

years.  

Table 4.2 Organization owner 

 Frequency Percent Valid 

Percent 

Valid 
foreign 

investor 
54 100.0 100.0 

Source: Own survey, 2019 

 
Table 4.2  above exhibits that all the owners of the organization operating in the park premise 

now are foreigners. 



 

 Frequency Percent Valid Percent Cumulative 

Percent 

 

textile 30 55.6 55.6 55.6 

building material 5 9.3 9.3 64.8 

chemicals 3 5.6 5.6 70.4 

pharmaceutical 1 1.9 1.9 72.2 

plastic 5 9.3 9.3 81.5 

soft paper 3 5.6 5.6 87.0 

food 4 7.4 7.4 94.4 

printing 3 5.6 5.6 100.0 

Total 54 100.0 100.0  

Source: Own survey, 2019 

 
As we can infer from the table 4.3 above, respondents are working in different sectors in the park. 

About 30 (55.6%) of the organizations are indicated to be working in textile sector. The other 

sectors are 5 ( 9.3%) in building materials sector, 3 ( 5.6%) in chemicals sector, 1( 1.9%) in 



 

 

 

pharmaceuticals sector, 5( 9.3 %) in plastic, 3( 5.6%) in soft paper, 4(7.4%) in food , 3(5.6 %) in 

printing. 



 

 Frequenc

y 

Percent Valid 

Percent 

Cumulative 

Percent 

 

Chaina 47 87.0 87.0 87.0 

India 2 3.7 3.7 90.7 

Netherlands 2 3.7 3.7 94.4 

Canada 2 3.7 3.7 98.1 

Joint venture 1 1.9 1.9 100.0 

Total 54 100.0 100.0  

Source: Own survey, 2019 

 
We can see from the table 4.4 above that respondents are from different country of origin. About 

47 (87%) are from China. The remaining 2(3.7%) are from India, 2(3.7%) are from Netherlands, 

2(3.7%) are from Canada and 1(1.9%) joint venture. 

 

 Frequency Percent Valid Percent Cumulative 

Percent 

 

yes 35 64.8 64.8 64.8 

no 19 35.2 35.2 100.0 

Total 54 100.0 100.0  

Source: Own survey, 2019 

 
It can be inferred from the above table 4.5 that 35 (64.8%) of the respondents have OSS 

experience prior to the EIZ park. The remaining 19 (35.2%) respondents are their first experience.   

 

 



 

 

 



The result of this analysis will answer the first research question at the end. This  research  used  

SERVPERF  model  to  measure  the  customers‟  perception  on  the  OSS service provided by 

EIZ.  The model contains 22 questions related to the five service quality dimensions namely, 

tangibility, reliability, responsiveness, assurance and empathy. It used the five point Likert scale 

to measure the performances of the service provided by the EIZ. The results obtained from the 

study are described as follows. 



Tangibility is the appearance of physical facilities, equipment, personnel and written materials. It 

contained four questions which refer to the availability of modern equipment that the EIZ OSS is 

utilizing in providing its services; whether the physical facilities and materials associated with the 

services are visually appealing and the neatness of the employees of the shop. 

As we can infer from table 4.8 below, the mean value of tangibility perception of respondents is 

4.12. “The shop has office at a convenient location to its customer” has the highest mean value 

of 4.28 out of the four tangibility questions asked. The least mean value is scored for “The 

shops’ physical facilities are visually appealing/attractive” which is 3.96. Two respondents 

didn’t respond to the first question. So, the tangibility valid respondents is 52.   

 

 N valid Missing Mean Std. Deviation 

The shop has up to date technology / 

equipments 
52 2 4.00 .886 

The shops’ physical facilities are visually 

appealing/attractive 
54 0 3.96 .699 

The shop has office at a convenient 

location to its customer 
54 0 4.28 .712 

Staff of  the shop at  the  front  line  

position  are well dressed and appear 

neat 

54 0 4.24 .867 

Tangibility 52 2 4.12  



 

 

 

Source : Own survey, 2019 



Reliability is the ability to perform services dependably and accurately in a consistent manner. It 

is considered as the vital core of service quality. Other dimensions will matter to customers only 

if a service is reliable,  because  those  dimensions  cannot  compensate  for  unreliable  service 

delivery (Berry et al., 1994). It contains four questions used to assess the accuracy and credibility 

of the services. It evaluates whether the EIZ OSS keeps its promises or not while giving the 

services, the EIZ OSS’s sincere interest in solving the problem of its customers and the accuracy 

of records. 

It is depicted in the table 4.9 below, from the four questions asked for reliability perception, “the 

shop keeps records of customers” has scored the highest with mean value of 4.26. But, the least 

mean value is scored with the question “The shop informs customers for any failure ahead of 

time” which is 3.87.  This least score informs to the EIZ OSS to improve their service failure 

notification mechanism more than the other reliability measures. The mean value of reliability as 

result is 4.04.   

 

 

 N valid Missing Mean Std. Deviation 

The shop staff have interest in 

performing the right service the first 

time. 

54 0 3.96 .751 

The shop keeps customer record 

correctly. 
54 0 4.26 .650 

The shop Provides service at the  

designed   and  promised time. 
54 0 4.07 .578 

The shop  informs customers for  any 

failure  ahead of time. 

 

54 0 3.87 .870 

Reliability 54 0 4.04  

Source : Own survey, 2019 



 

 

 



Responsiveness refers to the willingness and readiness of employees to provide service and to 

help customers.  It  involves  timeliness  of  service  and  understanding  the  needs  and  wants  of 

customers.  Responsiveness comprises four questions that enable to know the willingness and 

readiness of employees to provide prompt service and to help customers in their needs of service 

and information. 

Accordingly, the mean value of respondents’ responsiveness perception is 3.96 as noted in the 

table 4.10 below. The majority of the respondents agreed with a responsiveness question of “The 

shop staffs tell you exactly when the service will be performed” and the mean value is 4.13. But 

the least mean value is scored to be 3.81 for the question “The shop staff provide you prompt / 

quick  service”. The first responsiveness questionnaire has one missing respondent and the valid 

total respondents is 53. We can observe that, the EIZ OSS should give attention on how to give a 

quick service as it shows the least score of quality in responsiveness measures.  

 

 

 

 N valid Missing Mean Std. Deviation 

The shop  staff provide you prompt /quick  

service 
53 1 3.81 .761 

The shop staffs are  willing  to help you always 

when you need 
54 0 3.85 .833 

The shop staffs  are  never  busy  to  respond  

to customer request 
54 0 4.04 .699 

The shop  staffs  tell you exactly when the 

service will be performed 

 

54 0 4.13 .616 

Responsiveness 53 1 3.96  

Source : Own survey, 2019 

 



 

 

 



Assurance is the knowledge and courtesy of employees and their ability to convey trust and 

confidence so that the customer feels that he/she is in courteous, knowledgeable and competent 

hands.  It  is  the  ability  of  a  service  firm  to  inspire  trust  and  confidence  in  the  firm  

through knowledge, politeness and trustworthiness of the employees.  Assurance  contains  four  

statements  that  indicate  whether  the  employees  of  the  EIZ OSS have behavior  that  instill  

confidence in customers,  employees are consistently courteous with customers and  

knowledgeable  to  answer  customers‟ questions,  and  customers  feel  safe  with the service 

offered. 

With regard to the above point, the information in the table 4.11 below tells us that respondents’ 

perception of assurance has mean value of 4.07 from the four questions asked. The highest mean 

value scored is 4.15 and it comes from the question “The shop staffs are consistently polite with 

customers”. Similarly, the least mean value score is noted in the table to be 4.00 and comes from 

the question “You feel safe with the service provided by the staff”. There are three missing 

respondents for second and third questions of assurance so the valid number of respondents is 

51.  It is an alarm for the EIZ OSS because customers are not feeling safe with service provide 

relatively to other measures of assurance. So they have to better improve the other three 

measures of assurance so as to get safe feeling if customers and assurance then.  

 

 N valid Missing Mean Std. Deviation 

personal behavior of  the staffs are 

excellent that you can trust(trustworthy). 
54 0 4.04 .776 

The shop staffs are consistently polite with 

customers 
53 1 4.15 .662 

The shop staffs have adequate  knowledge 

and skill to  serve you 
52 2 4.12 .646 

You feel safe with the service provided by 

the staff 

 

54 0 4.00 .777 

Assurance 51 3 4.07  

Source : Own survey, 2019 



 

 

 



Empathy involves caring and individual attention while the company provides its services for the 

customers. It consists of five statements that request whether the EIZ OSS gives individual 

attention to its customers, has convenient operating hours to all of its customers, assists customers 

best interest at heart and has employees who give personal attentions and understand the specific 

needs of their customers or not. 

As noted in the table 4.12 below, the mean value of respondents’ perception of empathy is scored 

to be 4.08.  “The shop service has convenient working hours to all its customers” is the question 

scoring the highest mean value from the four questions. The least score comes from the question 

“The shop Staffs give customers individual attention” which is 4.02. Two  respondents are 

missing for first and fourth questions of the empathy questions so the valid number of respondents 

are 52. We can infer from this result that EIZ OSS should work on how to give better customer 

individual attention which customers are giving least point for.  

 



 N valid Missing Mean Std. Deviation 

The shop staff understand what customers specific needs are 53 1 4.09 .791 

The shop Staffs give customers individual attention. 54 0 4.02 .765 

The shop staff  give  due consideration for customers 

property. 
54 0 4.11 .634 

The shop staffs  give  orientation  about  the  new  service and 

the cost related with the service. 
53 1 4.08 .703 

The shop service has convenient working hours to all its 

customers. 
54 0 4.13 .778 

The shop works at heart to your best interest. 

 

 

54 0 4.06 .763 

Empathy 52 2 4.08  

Source: Own survey, 2019 

 



 

 

 

Therefore, we can summarize the above results in to table 4.13 below.  The table shows that 

respondents’ tangibility perception has scored the highest mean value of all the service quality 

dimensions and followed by the perceptions of empathy, assurance and reliability with mean 

values of 4.0817, 4.0775 and 4.04 respectively. The least mean value is scored by responsiveness 

and it is 3.9575 which indicate that the EIZ OSS should focus on why employees don’t have 

willingness and readiness to help customers as it is one dimension of service quality.  

The respondents’ perception of service quality dimensions mean is 4.055 and it tells us that the 

service quality in the EIZ OSS is satisfactory as is shows majority of the respondents agreed to 

the questions on average. So, with this we can answer the first research question. 

 

 

 N valid Mean Std. Deviation 

Tangibility 4 4.1200 .16330 

Reliability 4 4.0400 .16793 

Responsiveness 4 3.9575 .15262 

Assurance 4 4.0775 .06946 

Empathy 

 
6 4.0817 .03869 

Servqual mean 5 4.0553  

Source: Own survey, 2019 

 

 



The finding s of this analysis will answer the second research question. It was dealt in the 

previous chapter that customer satisfaction involves the fulfillment of customers‟ anticipation of 

the goods and services. Customers  become  satisfied  if  the  performance  of  the good  or  

service  is  equivalent to,  or  even  surpasses,  the  original  expectation.  Accordingly, identifying 

satisfaction level of customers is one interest of this study. The satisfaction level in this study is 

also categorized using five point likert scales which are:  highly dissatisfied, dissatisfied, neutral, 

satisfied and highly satisfied. 



 

 

 

As it is exhibited in table 4.14 below, out of the total 54 respondents for customer satisfaction, 15 

respondents (27.8%) strongly agree for the overall satisfaction level with EIZ OSS. The other 29 

respondents (53.7%), which is more than half of the total, agreed for overall satisfaction level 

with the EIZ OSS. The remaining 10 respondent (18.5%) replied that they are neutral with the 

level of customer satisfaction in EIZ OZZ which is less than quarter of the respondents. But, The 

EIZ OSS should make improvements to maintain the perception of agreeing and strongly agreeing 

respondents and to enhance the satisfaction level of the 18.5% neutral respondents.  



 Frequency Percent Valid Percent Cumulative 

Percent 

 

neutral 10 18.5 18.5 18.5 

agree 29 53.7 53.7 72.2 

strongly agree 15 27.8 27.8 100.0 

Total 54 100.0 100.0  

Source: Own survey, 2019 

 

Table 4.15 below depicts that the respondents overall customer satisfaction mean value is 4.09  

with a standard deviation of 0.68 which tells us that respondents agreed for overall satisfaction of 

the EIZ OSS on average. So , it can be observed from this result that there is a satisfactory level 

of customer satisfaction in EIZ OSS in general but as there are some replied below average, the 

management of EIZ OSS should still give due attention for satisfaction. This result answers the 

second research question.   
 



 N valid Range Minimum Maximum Mean Std. Deviation 

Your level of satisfaction 

with the overall OSS service 
54 2 3 5 4.09 .680 

 4      

Source: Own survey, 2019 

 



 

 

 





 
Correlation analysis  is  a  measure  of  relationship  (association)  and  strength  between  two 

variables. To answer the third research question, this analysis will determine the relationship 

between service quality dimensions (tangibility, reliability, responsiveness, assurance, and  

empathy)  and customer  satisfaction. Pearson’s  correlation  coefficient  (r)  which  measures  the  

strength  and  direction  of  a  linear  relationship  between  two  variables is  used.  Values of 

Pearson’s correlation coefficient are always between -1  and  +1. A correlation  coefficient  of  +1  

indicates  that  two  variables  are perfectly related in a positive sense; a correlation coefficient of 

-1 indicates that two variables are perfectly related in a negative sense, and a correlation 

coefficient of 0 indicates that there is no  linear  relationship  between  the  two  variables.  

 A low correlation coefficient;  0.1-0.29 suggests that the relationship between two items is weak 

or non-existent. If r is between 0.3 and 0.49 the relationship is moderate.  A high correlation 

coefficient i.e. >0.5 indicates a strong relationship between variables. The direction of the 

dependent variable's change depends on the sign of the coefficient. If the coefficient is a positive 

number, then the dependent variable will move in the same direction as the independent variable; 

if the coefficient is negative, then the dependent variable will move in the opposite direction of 

the independent variable. Hence in this study both the direction and the level of relationship 

between the dimensions of service quality and customer satisfaction are conducted using the 

Pearson’s correlation coefficient. It will answer research question three. 

Hypothesis testing 

Referring to table 4.16 below, we can test the first five hypotheses. 

From the exhibited results of table 4.16, we can observe that reliability and empathy has strong 

correlation with customer satisfaction( r of 0.547 and significance < 0.01 both) and followed by 

assurance (r of 0.518 and significance < 0.01). Tangibility and responsiveness shows moderate 

correlation with customer satisfaction (r of 0.43 and 0.465 respectively with both <0.01 

significance). 



 

 

 



 Tangibility Reliability Responsi

veness 

Assuran

ce 

Empathy Customer 

satisfaction 

Tangibility 

Pearson Correlation 1      

Sig. (2-tailed)       

N 54      

Reliability 

Pearson Correlation .526
**
 1     

Sig. (2-tailed) .000      

N 54 54     

Responsiveness 

Pearson Correlation .254 .657
**
 1    

Sig. (2-tailed) .064 .000     

N 54 54 54    

Assurance 

Pearson Correlation .492
**
 .703

**
 .545

**
 1   

Sig. (2-tailed) .000 .000 .000 
 

  

N 54 54 54 54   

Empathy 

Pearson Correlation .381
**
 .731

**
 .481

**
 .828

**
 1  

Sig. (2-tailed) .004 .000 .000 .000   

N 54 54 54 54 54  

Customer 

satisfaction 

Pearson Correlation .423
**
 .547

**
 .465

**
 .518

**
 .547

**
 1 

Sig. (2-tailed) .001 .000 .000 .000 .000  

N 54 54 54 54 54 54 

**. Correlation is significant at the 0.01 level (2-tailed). 

Source: Own survey, 2019 

 
Accordingly, we can conclude that there is a positive and significant correlation or relationship 

between service quality dimensions and customer satisfaction. So, any improvement in one of the 

dimensions will positively contribute to enhancing customer satisfaction.  

This answers the third research question. 

Pertinent to these results, we can test the first five hypothesis. Accordingly, H1, H2, H3, H4, and 

H5 can be accepted as all dimensions are observed to have significant and positive relationship 

with satisfaction.  . 



 

 

 

 But once we confirmed the positive and significant correlation between service quality 

dimensions and customer satisfaction, we further check if there is causal relationship between 

service quality dimensions and customer satisfaction so as to strengthen the answer of the third 

question and check second hypothesis. 

 



Before analyzing variables for multiple regressions, a multicollineary test should be done first. 

Multi-co-linearity  is  the  situation  in  which  the  independent  variables  are  highly  correlated. 

The test of multicollinearity is detected by Tolerance and Variance inflation factor (VIF) result. 

Tolerance is an indicator multicollinearity which is calculated using the formula 1– r squared for  

each variable. If this value is very small that it is less than 0.10, then multiple correlations with 

other variables is high, suggesting the existence of multicollinearity. Variance inflation factor 

(VIF) is the inverse of the Tolerance value i.e.  1 divided by Tolerance (1/1-r). VIF  values  above  

10  implies  the  existence  of  multicollinearity  between  variables.  



 

Model Unstandardized Coefficients Standardized 

Coefficients 

t Sig. Co linearity Statistics 

B Std. Error Beta Tolerance VIF 

1 

(Constant) .331 .706  .469 .641   

Tangibility .225 .140 .224 1.604 .115 .641 1.559 

Reliability .062 .238 .055 .263 .794 .288 3.477 

Responsiv

eness 
.293 .199 .228 1.472 .148 .521 1.918 

Assurance .043 .227 042 191 .849 .255 3.917 

Empathy .398 .254 .347 1.566 .124 .254 3.932 

a. Dependent Variable: Customer satisfaction 

Source: Own survey, 2019 

 



 

 

 

From the above table 4.17, we can infer that the tolerance of all the service quality dimensions is 

> 0.1 and the VIF is less than 10 which tells us that   there is no multicolliniarity between 

predictor variables (independent). Therefore, multiple regression analysis can be carried out.  

 



 
Regression  analysis  is  a  statistical  measure  that  attempts  to  determine  the  strength  of  the 

relationship between one dependent variable and a series of other changing variables (known as 

independent  variables).  More  specifically,  regression  analysis  helps  one  understand  how  the 

typical  value  of  the  dependent  variable  (criterion  variable)  changes  when  any  one  of  the 

independent variables is varied, while the other independent variables remain constant. This 

regression analysis will be multiple regression analysis since the independent (predictors) 

variables are five.  

The  regression  coefficient  is  the  value  that  represents  the  rate  of  change  of  one  variable  

(dependent  variable)  as  a  function  of  changes  in  the  other  variable  (independent  variable).  

It represents  the mean  change  in  the response  variable  for  one  unit  of  change  in  the 

predictor variable  while  holding  other  predictors  in  the  model  constant. This statistical 

control that regression provides is important because it isolates the role of one variable from all of 

the others in the model. 

This multi linear regression analysis confirms or disconfirms the hypothesis “Service quality 

dimensions have an effect on customer satisfaction” and strengthens the answer of research 

question three.  

 

 

 

 



 

 

 



                 

       

             

             

               

        

 

Model R R Square Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .423
a
 .179 .163 .623 

a. Predictors: (Constant), Tangibility 

Source: Own survey, 2019 
 
From the following coefficient table 4.19, we find the beta value which measures how strongly 

tangibility influences the customer satisfaction. Thus a unit increase in tangibility leads to a 0.424 

increase in customer satisfaction, other things remain constant.  

 
 



a
 

Model Unstandardized Coefficients Standardized 

Coefficients 

t Sig. 

B Std. Error Beta 

1 
(Constant) 2.362 .522  4.525 .000 

Tangibility .424 .126 .423 3.362 .001 

a. Dependent Variable: Customer satisfaction 

Source: Own survey, 2019 
 



 

 

 



As depicted in the regression model table 4.20 below, it is exhibited that there is a positive 

statistical relationship between reliability (independent variable) and customer satisfaction 

(dependent variable). In this case, the coefficient of determination (R-squared) indicates the 

proportionate amount of variation in the response variable (customer satisfaction) explained by 

the independent variable (reliability) in the linear regression model. Therefore, 29.9% (R-

squared=0.299) of the variation on customer satisfaction is explained by reliability.  

 

 

Model R R Square Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .547
a
 .299 .285 .575 

a. Predictors: (Constant), Reliability    

     Source: Own survey, 2019 

 

The beta coefficient indicated in table 4.21 below shows us how strongly reliability influences 

customer satisfaction. Hence, we can observe that a unit increase in reliability implies 0.623 

increase in customer satisfaction, other things kept constant.   

 



 

Model Unstandardized Coefficients Standardized 

Coefficients 

t Sig. 

B Std. Error Beta 

1 
(Constant) 1.571 .541  2.902 .005 

Reliability .623 .132 .547 4.708 .000 

a. Dependent Variable: Customer satisfaction 

Source: Own survey, 2019 

 



 

 

 



From the regression model table 4.22 below, we can see that there is a positive statistical 

relationship between reliability (independent variable) and customer satisfaction (dependent 

variable). The coefficient of determination (R-squared) indicates the proportionate amount of 

variation in the customer satisfaction (response variable) explained by the responsiveness 

(independent variable) in the linear regression model. It shows us clearly that 21.6% (R-

squared=0.216) of customer satisfaction is explained by responsiveness. 



 

Model R R Square Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .465
a
 .216 .201 .608 

a. Predictors: (Constant), Responsiveness 

Source: Own survey, 2019 

 
From the table 4.23 of coefficient for responsiveness below, we can infer the strong influence of 

responsiveness on customer satisfaction. The beta value here implies that a unit increase in 

responsiveness results in 0.598 increases in customer satisfaction, other things remaining 

constant.  



 

Model Unstandardized Coefficients Standardized 

Coefficients 

t Sig. 

B Std. Error Beta 

1 
(Constant) 1.744 .625  2.788 .007 

Responsiveness .598 .158 .465 3.788 .000 

a. Dependent Variable: Customer satisfaction 

Source: Own survey, 2019 
  



 

 

 



Table 4.24 of regression model for assurance indicated below shows that there is a positive 

statistical relationship between reliability (independent variable) and customer satisfaction 

(dependent variable). The coefficient of determination (R-squared) indicates the proportionate 

amount of variation in the customer satisfaction (response variable) explained by the assurance 

(independent variable) in the linear regression model. The R-squared value of 0.269 indicates a 

26.7% of variation on customer satisfaction is explained by assurance. 

 

Model R R Square Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .518
a
 .269 .255 .587 

a. Predictors: (Constant), Assurance 

Source: Own survey, 2019 
 

The results of coefficient of responsiveness depicted below in table 4.25 tell us that there is a 

strong a strong influence of assurance on customer satisfaction. The beta value shows a unit 

increase in assurance brings in a 0.531 increase in customer satisfaction, other things being 

constant. 



 

Model Unstandardized Coefficients Standardized 

Coefficients 

t Sig. 

B Std. Error Beta 

1 
(Constant) 1.958 .495  3.956 .000 

Assurance .531 .122 .518 4.370 .000 

a. Dependent Variable: Customer satisfaction 

Source : Own survey, 2019 

 



 

 

 



As shown in the regression model for assurance in table 4.26 below, it indicates that there is a 

positive statistical relationship between empathy (independent variable) and customer satisfaction 

(dependent variable). The coefficient of determination (R-squared) indicates the proportionate 

amount of variation in the customer satisfaction (response variable) explained by the empathy 

(independent variable) in the linear regression model. Therefore, 30% (R-squared=0.3) of the 

variation on customer satisfaction is explained by empathy.  

 



 

Model R R Square Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .547
a
 .300 .286 .575 

a. Predictors: (Constant), Empathy 

Source: Own survey, 2019 

 
From the following coefficient table 4.27, we find the beta value which measures how strongly 

empathy influences the customer satisfaction. Thus a unit increase in empathy leads to a 0.627 

increase in customer satisfaction, other things remain constant.  



 

Model Unstandardized Coefficients Standardized Coefficients t Sig. 

B Std. Error Beta 

1 

(Constant) 1.551 .544 
 2.84

9 
.006 

Empathy .627 .133 .547 
4.71

7 
.000 

a. Dependent Variable: Customer satisfaction 

Source : Own survey, 2019 

 

 



 

 

 



A multiple linear regression analysis is carried out. As  it  can  be  inferred  from  the result of  

table 4.28 below,   there  is a  positive  and  statistically  significant relationship between the 

independent  variables  (tangibility,  reliability,  responsiveness, empathy  and  assurance)  and  

the dependent  variable  (customer  satisfaction).  Thus 40% (R-squared = 0.399) variation on 

customer satisfaction is explained by the independent variables.  

 

 

Model R R Square Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .632
a
 .399 .336 .554 

a. Predictors: (Constant), Empathy, Tangibility, Responsiveness, Reliability, 

Assurance 

Source : Own survey, 2019 

From the ANOVA table 4.29 below, it is determined that service quality dimensions have  

Significant impact on customer satisfaction as F = 6.373 and Sig. is .000. Therefore, this result 

indicates that the hypothesis “Service quality dimensions have an effect on customer satisfaction” 

is accepted.   

 



 

Model Sum of Squares df Mean Square F Sig. 

1 

Regression 9.790 5 1.958 6.373 .000
b
 

Residual 14.747 48 .307   

Total 24.537 53    

a. Dependent Variable: Customer satisfaction 

b. Predictors: (Constant), Empathy, Tangibility, Responsiveness, Reliability, Assurance 

Source : Own survey, 2019 

 

 



 

 

 

 

Model Unstandardized Coefficients Standardized 

Coefficients 

t Sig. 

B Std. Error Beta 

1 

(Constant) .167 .706  .469 .641 

Tangibility .127 .140 .224 1.604 .115 

Reliability .229 .238 .055 .263 .794 

Responsiveness .204 .199 .228 1.472 .148 

Assurance .181 .227 .042 .191 .849 

Empathy .257 .254 .347 1.566 .124 

a. Dependent Variable: Customer satisfaction 

Source : Own survey, 2019 

 
The above coefficient table 4.30 indicates the beta (B) values of the independent variables.  

The regression function for service quality dimensions and customer satisfaction can be derived  

from the  table 4.30 as follows:  

   β  β2   β   β  β  β   

        

   

β   β β          

Y=0.167+0.127Tan+0.229Rel+0.204Res+0.181Ass+0.254Emp 

 

Therefore, the relative importance of the significant predictors is determined by observing the 

beta values of service quality dimensions on customer satisfaction. Empathy has the highest beta 

value which means empathy is the best predictor. Reliability and Responsiveness are the second 

and third predictors respectively. Tangibility shows least beta value and is least predictor.     

 

 



 

 

 

CHAPTER FIVE 

SUMMARY OF FINDINGS, CONCLUSION AND 

RECOMMENDATION 

 

This chapter deals with the summary of findings, conclusions drawn from the findings and the  

recommendations forwarded for improvement of services  delivery  process  of  the EIZ OSS. 



The main objective of this research is to study the association between service quality and 

customers satisfaction at EIZ OSS. In undertaking the research, the level of service quality and 

customer satisfaction and their relationship is analyzed. In doing so, the study  used  SERVPERF  

model with  self-administered questionnaire  that  contained  22  performance  statements  related 

to  the  five  service  quality dimensions which was distributed for 63 sample respondents. The 

instruments are checked for reliability test. 
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This  research has shown that the  causal relationship  between  service  quality  and  customer  

satisfaction  in  EIZ OSS.  The  results  obtained  confirms  that  all  the  service  quality  

dimensions  have  a positive effect on customer satisfaction. Though satisfaction level of 

customers indicated to be satisfactory on average, there are about 18.5% customers who perceived 

neutral for the service quality provided by the EIZ OSS. Therefore, based on the findings and 

conclusions of the study, the following recommendations are forwarded to the management of 

EIZ OSS to enhance the unsatisfied perception of customers. 

               

              

              

                   

               

               

             

                

     

 As it is exhibited in the study, 40% (r squared = 0.399) of the overall customer satisfaction 

variation is explained by the independent variables (tangibility, reliability, responsiveness, 

assurance and empathy). Hence, the management of the EIZ OSS should work hard on  all 

service quality dimensions as all dimensions have positive  and  statistically  significant 

relationship with customer satisfaction at different level . 

 It is recommended that the Industry Park Development Corporation (IPDC) need to 

consider the results of this thesis and built in the OSS services of new industry park projects 

as lessons has to be taken from existing parks in every aspect.  



 

 

 

 It is recommended for other researchers to do further research in this service area taking this 

paper as a base. Because, OSS is the governments transformational policy framework of  

GTP and OSS is put as an incentive for investors in industry parks.  
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St. Mary’s University 

school of Graduate Studies 

Department of project management 

Questionnaire to be filled by customers of Eastern industry zone OSS service 

Dear Respondents,  

I  am  Solomon Bihonegn,  a  graduate  student  at  st. merry university  .  I  am  conducting  a  

research  on‘’  Impact  of  Service  Quality  on  Customer Satisfaction:  The  case  of  Eastern 

industrial zone OSS service ’’  in  partial  fulfillment  of  Master  of  Arts  in project management.  

I  kindly  request  you  to  spend  some  minutes  of  your  time  in  filling  the  questionnaire.  

Any information which you provide  will  be  kept  confidential.  Your genuine response  is  

highly appreciated for the outcome of the thesis.  

Thank you in advance for your kind cooperation in filling the questionnaire. 

Instruction      

 No need of writing your name   

  Your confidentiality will be maintained sincerely.  

 Use √ to indicate your answer 

 

 



 

 

 

Part I.  Organizational information 

  1.1 Your organization existed in this park and used the service for  

          1.  <2 years                  2.    2-4 years                   3.   >4 years                                                

 1.2 Your organization is owned by 

         1. Local investor                2. Foreign investor  

1.3 In what sector does your organization manufacturing in the park? ________________ 

1.4 What is your country of origin________________________ 

1.5 Your organization have OSS experience prior to the park 

       1. Yes                  2.  No     

                       

 

 

 

 

 

 

 

 

 

 

 



 

 

 

Part II Service quality dimensions questionnaire 

This part of questionnaire intended for you to fill your perception of the 

service quality in OSS service 

Instructions: Please tick  the number that  you feel most appropriate, using the scale from 1 to 5  

(Where  1  =  strongly  disagree,  2  =  disagree,  3  =  neither  agree  nor  disagree,  4  =  agree  

and  5  =  

strongly agree) 

 

 

Dimension 

 

Q . 

No 

 

Statement of Evaluation 

Rating scale 

Strongly 

Agree 

Agree Neutral    Disagree Strongly 

disagree 

5 4 3 2 1 

 

 

 

 

 

Tangibility 

 

1 

The shop has up to date 

technology/equipments 

     

2 

 

The shops’ physical facilities are 

visually appealing/attractive 

     

 

3 

The shop has office at a 

convenient location to its 

customer 

     

 

4 

Staff of  the shop at  the  front  

line  position  are well dressed 

and appear neat. 

     

 

 

 

Reliability 

5 The shop staff have interest in 

performing the right service the 

first time 

     

6 The shop keeps customer record 

correctly 

     



 

 

 

7 The shop Provides  service  at  

the  designed   and  promised 

time 

     

8 The  shop  informs customers for  

any failure  ahead of time 

     

 

 

 

 

Responsiveness 

9 The shop  staff provide you 

prompt /quick  service 

     

10 The shop staffs are  willing  to 

help you always when you need 

     

11 The shop staffs  are  never  busy  

to  respond  to customer request 

     

12 The shop  staffs  tell you exactly 

when the service will be 

performed 

     

 

 

 

 

Assurance 

13 personal behavior of  the staffs 

are excellent that you can 

trust(trustworthy) 

     

14 The shop staffs are consistently 

polite with customers 

     

15 The shop staffs  have  adequate  

knowledge and skill to  serve 

you 

     

16 You feel safe with the service 

provided by the staff 

     

 

 

 

 

 

 

17 The shop staff understand what 

customers specific needs are 

     

18 The shop Staffs give customers 

individual attention 

     

19 The  shop staff  give  due 

consideration for customers 

property 

     



 

 

 

Empathy 20 The shop staffs    give  

orientation  about  the  new  

service and the cost related with 

the service 

     

21 The shop service has convenient 

working hours to all its 

customers 

     

22 The shop works at heart to your 

best interest . 

     

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

 

Part III:   Overall customer satisfaction  

In this part of the questionnaire, your valuable information on the overall level satisfaction with 

OSS service quality will be sought. Please put √ to indicate your answer. 

Your overall satisfaction with 

OSS service 

Highly 

satisfied 

satisfied Neutral Dissatisfied Highly 

dissatisfied 

 

Your level of satisfaction with the 

overall OSS service  
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