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Abstract

The purpose of this study was to examine the effects of Motor Insurance service quality on
customer satisfaction in Nile insurance company, Addis Ababa branches only. To meet the
objective the study used descriptive and explanatory, research design with quantitative and
qualitative research approach. In addition, questionnaires and interview were the primary
data gathering tools for this study; 362 respondents filled up the questionnaire properly and
used to conduct the study. The study employed simple random sampling techniques and the
collected data were analyzed using descriptive statistic and inferential statistics (correlation
and regression analysis) using statistical package for social science (SPSS) version 21.The
research finding showed, the independent variables (tangibility, reliability, responsiveness,
assurance and empathy) have positive relationship with customer satisfaction. From those,
tangibility and empathy had positive and strong correlation with customer satisfaction for
the value of r = 0.724 and 0.733 respectively. This correlation finding supported by
regression finding; based on the finding, empathy and tangibility have greater impacts
(statistically moderate effects) on customer satisfaction with the value of f = 0.377 and 0.331
respectively. On the other hand, assurance, reliability and responsiveness were statistically
less or insignificant effect on customer satisfaction with the value of f = 0.280, 0.193 and
0.151 respectively. Customers perception towards insurance service and company service
delivery are relatively well and carry out based on contracts but delaying of service
provision, indemnity long process, absence of spare parts in the market and cost variation,
lack of well-organized information, absence of awareness, crane and poor documentation
are the challenges that are faced service provision. As a result, the company needs effective
and efficient insurance service and also established well organized awareness creation
mechanism and information system to reduced information gap and avoid unnecessary

practice during clam notification or indemnity.

Key words: - customers satisfactions, motor insurance, service quality
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CHAPTER ONE

INTRODUCTION

This introductory chapter consists of background to the study associated with Nile insurance
service and customer’s satisfactions emphasizing on motor insurance. The chapter also
comprised, statement of the problem, objectives of the study, research hypotheses,
significance of the study, scope of the study, description of the study area, and organization

of the study.
1.1. Background of the study

In the contemporary and dynamic world, risks are common and unpredictable occurrence. As
result individual life, societies, commerce, industry or business in generals are victim by those
risks and uncertainty. To reduced and protect these risks/uncertainty, countries and private
company introduced various tackling mechanism. From those, insurance is one on key tools to
manage, mitigate and reducing uncertainty of risks through risk transfer mechanism of

financial, life and physical losses/damage (Beck, 2009).

According to Phillips, (1994), Insurance is a technique, which provides for collection of small
amounts of premium from many individual and firms out of which losses suffered by few are
reimbursed. In this method the individual insured, which is exposed to a large but uncertain
loss, is able to buy protection through the payment of a small but definite cost viz. the
premium. Further, insurance company transfer risk of individual entitles to an insurer, who
agrees for a consideration (called the premium) to assume to a specified extent losses suffered
by the insured (Dorfman, 1998).

In addition, insurance industry plays an important role to ensuring the stability of financial
system and helping for social, economic and sustainable business activity. Even though,
insurance coverage, types, insurance company strength (financial and all over all strength),
service quality and insured awareness were varies across the countries and insurance-to-
insurance (Ekman, 2004; Levine, 1996 & Ahmed, 2010).

On the other hand, insurance industry sustainability and long lasting profitability were

determined by insurance company’s service quality and their customer’s satisfactions. Also,



in highly competitive business environment, insurance companies are unable to longer
survive without customers (Ramin Rakhsha &  Majidazar, 2011). As a result many
insurance companies try to provide customers centered services to satisfying and maintaining

customers.

Indeed, in many developing countries insurance coverage, technology viability, service
quality poorly practiced. This is linked with weak economy, awareness and unstable financial
system. However, insurance are a crucial effect in the socio-economic affairs of the country

as well as an individual life and business by using financial protection reducing risks on time.

Like others developing the insurance practices of Ethiopia passed various ups and downs.
Even though, modern insurance service introduced in 1905 when the Bank of Abyssinia
began to underwrite of fire and marine insurance policies as an agent to a foreign insurance
company (Sambasivam, and Ayele, 2013). During, the liberalization of the economic system,
Ethiopia enabled the emergence of private insurance companies and had created competitive
environment in the insurance industries with various limitations (Akalu, 2015). Among those
emerging private insurance, Nile insurance company was once and it established in 1995 with
a subscribed capital of 12.5 million birr. Though time, Nile insurance company provision

service types and their number of customers increased (Manedo, 2019).

However, to ensured company objective and its sustainability, all insurance employees and
management body should work to maintaining, attracting and satisfying their customers. This
come to effect quality service, insurance company strength (financial, and all over all strength)

and insured awareness are very important (Day, 1999).

In accordance to Parasuraman (1988), service quality has a positive effect on consumer
satisfaction and also has a significant relationship with customer loyalty, and the profitability
of the firms. According to Hanley (2008), the quality of services could be implemented by
providing good quality products with reasonable price, meeting customer expectation of good
service level and having many varieties of products and also handle the customer complains

about the products and services tactfully.



The marketer or organization to gain advantage in the competition modify their services on
time and suit every customer to maximize their profit, efficiency, and productivity of business
(Swift, 2001 and (Krasnikov, Jayachandran and Kumar, 2009). In fact, there is up and dawns
to leads business and to retain existed and attract new customers.

Hence, the study try to depict the effects of Private and Commercial Motor Insurance service

quality on customer satisfaction in Nile insurance company, Addis Ababa branch.
1.2. Statement of the problem

In recent time company attention towards customer were improved and satisfying their
customers is the first mission for any business organization including insurance sectors. When
customers are satisfied, organizations achieve higher sales, profit and market share and vice
versa (Satendra 2011 and Mesay, 2012). The existence of satisfied customer gain loyalty and

achieve the desired objectives of company (Lymperopoulos et al., 2006).

To this effect, service quality improvement and quality of risk management key issue not
only for the survival of the insurance companies but also for the profitability of the insurance
industry; because, unsatisfactory customer service leads to a drop in customer satisfaction and

unwillingness to recommend the service to a friend (Lukmaan, 2013).

On the other hand, the success of any service providing organization can be measured in terms
of its customers™ attitude towards the service delivery practice; which means service quality
will be the dominant element in customers® evaluations of a given service. In relation to this,
most of service sectors services were highly changed due to client perception and expectation
towards service provision process (Akalu, 2015). Further, insurance industry sustainability and
long lasting profitability were determined by insurance company’s service quality and their
customer’s satisfactions. As a result many insurance companies try to provide customers
centered services to satisfying and maintaining customers (Ramin Rakhsha and Majidazar,
2011).

Likewise, the insurance sector has its own distinct features that make it unique from other
businesses due sense of security; a means of sharing risk; a tool to manage risks efficiently;
facilitating trade and investment. Particularly, motor insurance market is the biggest line of

business in the market but motor insurance market experiencing intense price competition and



the intangible nature of service not easily measured or quantified their success and failure
(Awoke, 2015).

As a result, customer’s current perception and expectation are important to depict the current
status of service delivery because Insurances companies regularly interface with customers
based on their agreement or policy. Specifically, insurance is an agreement concluded between
two or more parties Insurance contract is a mechanism by which insured transfers risk to
insurer. It is an agreement made for consideration and regulates the relationship of parties
(Lee, and Couch, 1988). Along this, insurance companies gain advantage in the competition
modifies their services on time and suit every customer to maximize their profit, efficiency,
and productivity of business (Swift, 2001; Mithas et al 2005). In fact, there is up and dawns to

leads business and to retain existed and attract new customers.

In developing country service sectors service quality was poor and the customers were
dissatisfied. The insurance sectors service provisions by in nature full of risks and needs
strong clam management to meet the needs of customer (Mmutle, & Shonhe, 2017).
Further, the research finding of Solomon (2014) indicated that the majority of customers
were not satisfied with the service delivery of in Ethiopian Insurance Corporation. As it can
be seen (Elias, Nohmi, Yasunobu, Ishida, 2016; Teshome and Demissie, 2021 & Shode,
2017) studies, Ethiopian service provision quality and customer satisfaction levels are being
eroded due to various factors such as poor service quality and information system hence this
study try to improved customer satisfaction in insurance industry. On the other hand,
customer satisfaction is the most important element for developing and sustaining
organizational priorities and practices. As a result, this study indicates best customers

handling mechanisms to enhance the insurances.

In addition, as far as the researcher’s awareness, no previous research has investigated to
address the effects of motor insurance service quality on customer satisfaction in Nile
Insurance S.C and others researcher conducted a research only structure questionnaires
hence this study filled this gaps and also helps to shows the current status of service quality.
In relation to this, one of the motives for this study is high significance vales of service quality

and its customer satisfaction in an organization and business as a whole. According to Kassim



and Abdullah (2010) research finding, satisfied customers are a crucial effect on organization

and business sustainability.

The overall motives to conducted this study are poor service quality, weak attention for
customers and their poor customer’s satisfactions and also researcher needs to examine the
question of poor customer satisfaction and their high important in the company (Awoke and
Wollo, 2015; Mulugeta, Girma, Kejel, Meskel, Andarge, Zerihun, 2019 and Lodesso,
Niekerk, Jansen, and Muller, 2018).

1.3. Research question

e What is the relationship between tangibility dimensions of Motor Insurance service
quality on customer satisfaction in Nile insurance company Addis Ababa branches
only?

e What is the relationship between reliability dimensions of Motor Insurance service
quality on customer Satisfaction in the company?

e What is the relationship between responsiveness dimension of Motor Insurance service
quality on customer Satisfaction in the company

e What is the relationship between assurance dimensions of Motor Insurance service
quality on customer Satisfaction in the company?

e What is the relationship between empathy dimensions of Motor Insurance service
quality on customer Satisfaction in the company?

e What is level of customer satisfaction in Nile insurance company?
1.4. Objectives of the study

1.4.1. General objective

The general objective of the study was to examine the effects of Motor Insurance service

quality on customer satisfaction in Nile insurance company, Addis Ababa branches only.

1.4.2 Specific objectives

e To examine the effects of tangibility dimension of Motor Insurance service quality on

customer satisfaction in Nile insurance company.



e To investigate the effects of reliability dimension of Motor Insurance service quality
on customer Satisfaction in company

e To examine the effects of responsiveness dimension Motor Insurance service quality
on customer Satisfaction in company

e To investigate the effects of assurance dimension of Motor Insurance service quality on
customer Satisfaction in company

e To examine the effects of empathy dimension of Motor Insurance service quality on
customer Satisfaction in company

e To examining the level of customer satisfaction in Nile insurance company
1.5 Significance of the study

This study helps for different stakeholders such as finance sector, insurance, policy makers,

researchers, practitioners, and others in many ways.
e The study has an input in formulating strategy for insurance companies.

e The study helps to facilitate/improved service delivery of insurance companies .

e This research helps for new comer policy holders or customers.

e Policy holders/ insured, insurer, new policyholders, sell, and the general public get
better information from research finding

e Finally, the study serves as a reference for other researcher to conduct aresearch in

the study area.
1.6. Scope of the Study

The scope of study delimited to the effects of Private and Commercial Motor Insurance
service quality on customer’s satisfaction in Nile insurance company, Addis Ababa branches
only. Conceptually, study try to depict the relationship between service quality dimensions
(tangibility, responsiveness, reliability, empathy, and assurance) and customer satisfaction by
using SERVQUAL model/tools. Furthermore, the target respondents of study are Nile
insurance company, Private and Commercial Motor Insurance customers, who received service

from Addis Ababa branches only.



1.7. Limitation of the Study

During conducting this research the researchers faced problems, among those; lack of recent
literatures particularly in Ethiopia and some of the respondents did not answer the open-
ended questionnaires properly. Also the researcher faced difficulties; to get respondents
easily and took much time complete sample respondents. As a result, researcher was
establishing a mechanism to solve the problems that are minimizing the scope, limit the

sample size.
1.8. Organization of the Study

This study organized in five chapters. Chapter one deals with introduction, statement of the
problem, research gap, and objective of the study, research questions, scope, and significance
of the study and definition of key terms. The second Chapter presents the review of the
related literature, i.e., theoretical, conceptual and empirical review of literature in relation to
motor insurance service and customer’s satisfaction. The third chapter discussed the research
methodology; including research approach, design, sample size and sampling technique,
research respondents, and data collection instruments, method of analysis and data collection
procedures and ethical considerations. Chapter four covers the data presentation, analysis,
and discussion of the study's findings and its relation to previous studies. Finally, the fifth
chapter presents the major finding, conclusion and recommendation based on the study. In
the end, references and appendices, including questionnaires of the survey and other related

documents are contained.

1.10 Definition of key term

e Customer: external customer who has purchased insurance products (Loma
1997)

e Customers’ satisfactions: - refers to a person’s satisfaction with a product, a service,
or a supplier (Terpstra et al., 2014).

e Dissatisfaction: - results from a (significant) difference between the service a
customer expects and the service they actually experience (Ojasalo, 2001).

e Insured: person or people to whom payment will be made in the case of risk.
(Dinsdale, 1980)



Insurer: a party who sell an insurance policy in order to collect premium and
provide insurance protection to the insured (ClIlI, 2011)

Motor Insurance: is a type of insurance policy which covers your vehicles from
potential risks financially (Lemaire,1995).

Policy Holder: A person who owns an insurance policy/any other person who has

legal right to claim the benefits under that insurance policy (Berhanu, 2014).

Service Quality: The expected and perceived quality of service offerings (Berhanu,
2014).

SERVQUAL: A function of the gap between customers’ expectations of a service
and their perceptions of the actual service delivered by an organization (Berhanu,
2014).



CHAPTER TWO
LITERATURE REVIEW

2. Introduction

This part of the study discusses the concepts motor insurance and its practices in relation
with customer satisfaction. Moreover, this chapter discusses and presents the theoretical,
conceptual and  empirical review of motor insurance, service quality and customer’s

satisfaction finally this review suit in the study.

2.1 Basic Concepts of insurances corresponding with motor insurance

Various literatures shows that term “insurance” has no universally agreed or uniform
definition with different legal systems such as economic, social, legal, etc. Insurance is an
economic and social device for the handling of risks to life, property and liability
(Oluwadamilola, 2011). According to Rajkumar and Adukia (2014) “insurance is a method
of spreading over a large number of persons a possible financial loss too serious to be
conveniently borne by an individual.” In accordance with Garner, (2009) and cited with
Black’s Law Dictionary, insurance is a contract by which one party (the insurer) undertakes
to indemnify another party (the insured) against risk of loss, damage, or liability arising from
the occurrence of some specified contingency, regardless of whether the insured is ultimately
found liable. As said by pfeffer (1956), insurance is a device for the reduction of the
uncertainty of one party called the insured, through the transfer of particular risks to another
party, called the insurer, who offers a restoration, at least in part, of economic losses suffered
by the insured (Hailu, 2007).

Moreover, insurance is a risk transfer mechanism or an economic device whereby a person,
called the insured (assured) transfers a risk of a possible financial loss resulting from
unforeseeable events affecting property, life or body to a person called the insurer for
consideration. It is a means to transfer risk or economic loss of an insured person. In the
insurer point of view, insurance is a mechanism through which a risk is distributed among

the group of persons who are exposed to the same type of risk (i.e., persons who bear the risk



of suffering a financial loss as a result of events affecting property, life, or body) (Fasil &
Merhatbeb, 2009).

According to insurance business proclamation No. 746/2012 of Ethiopia, defined the term
“insurance” as an undertaking by an insurer to indemnify another person, in exchange for
consideration called premium, against damage, destruction, loss or liability in respect of a
certain risk or peril to which the object of the insurance may be exposed or to pay a sum of
money or other things of value depending upon the happening of a certain event. In general
terms, the definition under the above proclamation exhibits that insurance is an agreement of

indemnity between an insurer and an insured person.

Therefore, from the above various expressions it can be inferred that, insurance is a
contractual agreement whereby one party agrees to compensate another party in case of
possible loss or losses and serve as a means of risk transfer. Due to this reason they use
insurance as a mechanism of the spread of financial loss through the pooling of risks
whereby the losses of the few are borne by the many (UNCTAD, 2007).

2.2 Insurance benefit and Claims handling purpose

Insurance has a crucial effect not only the socio-economic development of the country but

also the insured and surer. In relation to this, insurance coverage, technology viability and

financial and insurances strength are necessary. Even, the coverage of insurance is expanded

and both actors (insured and insurer) are highly benefited from them. Some and the most

important benefits of insurance are stated by Dickson (1999). They are:-

A. Peace of mind: Almost everyone has a basic desire for some security or peace of mind.
This wellness helps to improving efficiency.

B. Indemnification: The direct advantage of insurance is indemnification for unexpected
loss.

C. Keep families and business together: The existence of insurance often supplies
financial aid at time of death of family or damage of property due to unforeseen events.

D. Provides a basis for credit; insurance are a base for credit economy developments.

E. Stimulates savings; some insurance is stimulating savings.
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F. Provides investment capital: Insurance premiums normally are paid in advance of
losses and held by insurers until the time of claim payment, which allows insurers to

invest it.

On the other hand, insurance clam handling mechanism has its own purpose. The purpose of
claims handling is far greater than just complying with the contractual promise and also
serves as an opportunity where the insurance company sells its image to the public. In
relation to this an insurance company has dissatisfied customer, it is bad publicity to the
company (Charles, 1980). On the other hand, insurance company provided a service for
public; hence the general public is influence on clam decisions in many ways and for many
reasons. In addition to the general public, policy holders and judiciary is another external
influence in claims settlement. There is a general tendency by courts to protect the public
more than the insurance companies. Any ambiguity is decided in favor of the insured,
considering that insurance contracts are drafted by the insurer without the participation of the
applicant (Teffera, 2009).

2.3 Motor insurance and its nature

Motor Insurance is a type of insurance policy which covers your vehicles from potential risks
financially. Policyholder's car/vehicle is provided financial security against damages arising
out of accidents and other threats (Tsegaye, Asna, and Derbew, 2015). In addition motor
insurance indemnifies motor vehicle damage caused by accidental occurrences and

indemnifies the insured party in the event that it is legally liable to pay compensation to third

party.

The main objective of motor insurance is mainly to cover losses to third party liability to
person and property as well as accidental own damage to the same due to overturning or
collision depending upon the type of cover. The subject matter in motor insurance is motor
vehicle. A motor vehicle is defined by road traffic act of UK as a mechanically propelled
vehicle intended or adapted for use on roads. Road means any highway and any other road to

which the public has access and includes bridges over which a road passes (ClI, 2011).

Motor insurance is divided into two main category, the private motor insurance and

commercial motor insurance that is given for private automobile and commercial vehicle
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cover respectively. A vehicle is classified as private vehicle if it is used solely for social,
domestic, pleasure and professional purposes or business calls of the insured. The term
‘private use’ does not include use in connection with the motor trade, racing, commercial

travelling and hire and reward.

Now a day itself, not a day goes by without dramatic news of serious car, bus or truck
crashes making headlines somewhere in the world. In Ethiopia, as the study by Persson
(2007) shows, road traffic accidents are a huge public health and development problem. Its
situation requires immediate decisions and actions in order to curb the growing problem.

Otherwise, it will get worse from day-to-day as motorization and population increase rapidly.

According to Edosa, (2014) road accidents and their consequences cannot be fully eliminated
but they can be reduced drastically. Reduction in accident rates comes as a result of actions
on many fronts, including more disciplining of the drivers and pedestrians, safer vehicles,

and safer roads through education, engineering, and enforcement.

More importantly, (Edosa, 2014) confirmed that the effective and efficient operation of
insurance markets plays a vital role in improving road safety outcomes. In supportive of this
idea, Tooth (2012) claimed that an insurance based solution involving appropriate financial
incentives for safe road use has significant potential to provide substantial benefits to all road
users. But in Ethiopia, even though the determinant factors are studied, the significance of
insurance in road safety is not studied yet. Human beings face various types of risk connected
with several activities in the day to day life. Consequently human beings have been searching
for methods to tackle or reduce these risks. From the top methods to reduce risks, Insurance
stands first (SCERT, 2006)

On the other hand, commercial vehicles are goods carrying vehicles as well as passenger
carrying vehicles. It is used to describe different types of vehicles that are intended or
designed to carry goods and passengers. It ranges from trucks, busses to small goods
caring delivery vans and small mini buses. Such vehicles can be used for carriage of

goods and people for hire or reward and carriage of own goods pulse own service.
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2.4 Motor Claims handling and common Procedures

In Insurance industry claim handling/management is process of all managerial decisions and
processes concerning the settlement and payment of claims linked with terms of insurance
contract Tajudeen and Adebowale, 2013). It is a core issue for the protection of insurance
policyholders and hence a priority concern for the insurance regulator and supervisors. From
the insurance company viewpoint, claim management is a key element in the competition
between insurance providers and for the improvement of industry’s public image (Goénulal,
2010). The claim should be dealt with quickly and efficiently. The ideal claims management
should focus the followings topics as recommended by Organization for Economic Co-
operation and Development (OECD) such as :- claims reporting, receipt of claims by
company, claims files and procedures, fraud detection and prevention, claims assessment,
claim processing, timely claims processing, complaints and dispute settlements, supervision

of claims related services and market Practices.

According to Wedge and Handley (2003), claims management depicts the entire claims
process particularly focused on monitoring and lowering of claims costs or balance customer
expectations and maintaining cost efficiency. In relation to this, Customer‘s expectation
during a claim, is to be paid without any delay, while a claim manager ascertain whether the
claim is payable and if so, the amount payable. This process requires various service
providers (investigators, assessors, garages, hospitals, doctors, advocates and loss adjusters)
and may not attach the same priority to a customer as the insurer. However, the actual
procedure in handling claims (i.e. the claims process) varies according to the class of
business, type of cover, amount of the claim and, whether it is a personal or commercial risk
that is insured (Wedge and Handley, 2004). Indeed, different insurers follow different

procedures, some of motor claims procedure and executed by the claims handler are:-

Claim notification: Most insurance policies state that, prompt and efficient settlement of
claims should notify. The initial report may provide with telephone, verbally or in writing
than the insured must be required to give further information by completion of a claim form
(Roff, 2004). Further, company should draw the attention of the policyholder to report
claims timely during the signing of the policy (OECD, 2004).
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Claim Review: in this part, the insurer analysis of claim and comparison of information in
claim form with what was provided in the proposal form, interpretation of the policy in light
of the claim and decides whether the claim is too small to warrant further investigations or
the need to call for additional documentation (James, Lyn and Rowe, 2009). The OECD
guideline suggests that the insurer establishes a compliance programs for combating fraud,
discourage fraudulent practices by making the policyholder /claimant/ beneficiary aware of

the consequences of submitting a false statement (OECD, 2004).

Response to Claimant: most of the time the initial response shows that, acknowledgment or
request was needed for further information. Once the insurer is satisfied with information
given, a third response may be offered to pay a lower amount than that claimed or enter into
negotiations with the insured, without initially making any offer on amount. This is in a
situation where liability is accepted, but insurer is not satisfied with amount claimed.
Whether the insurer intends to decline a claim or enter into negotiation, they must convey to
the insured their reasons for the decision, to ensure the insured is satisfied with the decision

and avoid the insured resorting to litigation (James, Lyn & Rowe, 2009).

Claim Investigation: some time, the insurer may not have full facts of the claim and is
unable to make a decision on a claim, hence they require appointing an investigator, to carry
out investigations and file a report to the insurer. As a result a motor assessor assesses the
extent of damage to the vehicle and establishes the cost of repairs. Also, the assessor provide
advises whether to repair the vehicle or treat it as a constructive total loss and pay insured

pre-accident value of the vehicle (Wedge & Handley, 2003).

Claim settlement: where liability is not in dispute and both insurer and insured are in
agreement on quantum, settlement follows immediately. However, in situations where either
liability or quantum is in dispute, the claim is delayed. According to OECD (2004) after
reached an agreement between the insurer and the policyholder (claimant or beneficiary) the
amount of compensation and the payment should be completed within a reasonable amount
of time. A quick claims settlement as well as high quality and punctual information provided
to the policyholder are key competition features for insurance companies. In case of any
delay, the guideline recommends that the insurance company as soon as possible should

advise in writing the policyholder on the reasons for any delay and resolution (OECD, 2004).
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Complaints and dispute settlement: in cases, client has complaints or goes in to disputes,
acknowledgement of the receipt of the complaint to the client within a reasonable period of
time be made, explain how their complaints will be handled and on the procedures of follow
up. Complaints should be processed promptly and fairly with communication of progress.
Final response should be given in writing within a reasonable period of time. Further,
policyholder is dissatisfied with the final response given by the insurer, he should be
informed if interested to activate an internal appeals process or appeal to the dispute
settlement procedure available outside the company (OECD, 2004).

Claim recoveries: although this process does not involve the policyholder, an insurer may
require recovering all or part of their outlay. There are four sources of recovery; from a third
party who was to blame for the accident, from a party insurer has subrogation rights against,

from a reinsurer if reinsurance protection is in place or from sale of salvage

2.5 Motor Insurance in Ethiopia

In Ethiopian history, modern insurance service introduced in 1905; through time, insurance
business realizing and the numbers of insurance company reached thirteen in 1972. The
military government, under proclamation No. 281/1970 nationalized all 13 insurance
companies operating in the country. As a result of 1994 liberalization, many private
insurance companies open and provide services. In 2012/2013 fiscal years Ethiopia had one
public enterprise and 16 private insurance companies are operating insurance as business.
Among those Nile insurance are one of the private insurances in Ethiopia. Nile insurance
provides Non-Life and life insurance, among non-life insurance_Motor insurance was the

major one.

Motor insurance is one of the branches of general insurance; which covers all forms of
insurance other than life. Common forms of general insurance are motor, fire, home, marine,
health, travel, accident, etc. The main objective of motor insurance is mainly to cover losses
to third party liability to person and property as well as accidental own damage to the same
due to overturning or collision depending upon the type of cover. Motor insurance is divided
into two main category, the private motor insurance and commercial motor insurance that is

given for private automobile and commercial vehicle cover respectively. Particularly, Private
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car insurance is bought by personal car owners using their car for personal use whereas
Commercial car insurance is to be bought by people who own taxis or use their car for
commercial purposes. Further, the most popular types of motor insurance coverage in

Ethiopia include:-

A. The road traffic act (Ethiopian third party risk): recently Ethiopia adopted
compulsory third party motor insurance by using proclamation N0559/2008. This limit a
liability by using article 16 of this proclamation as follows: (1) Birr 40,000 - in case of death
:(2) Birr 15,000 - in case of bodily injury; and (3) Birr 100,000 - in case of property damage.
This proclamation sets out the minimum cover for third party liability in respect of death and
bodily injury as well as third party property up to a limited amount. The cover further
stipulated that an injured person will get medical help in government hospitals up to birr
1,000 immediately even if it is not uninsured because the medical center can get refund from
the insurance fund (Solomon, 2014)

B. Third party only: Third Party insurance covers injury or death caused to a third person
by your vehicle along with damage caused to a property or third Party Insurance only covers
third party liabilities. This could be a possible cover which the market may bring to give
some additional covers in addition to compulsory insurance. Without third Party insurance,
you will be driving your car unlawfully on the road and would result in a penalty and/or fine.

C. Third party, fire and theft cover:-

This policy extends the third party cover to incorporate covers that relates to the policy
holder's own vehicle or motorcycle .The additional covers include theft and fire risks. Theft
includes intention of permanently depriving of a thing from its place. In motor insurance, it
also includes loss or damage due to unauthorized use of motor vehicles such as joy riding.
Fire includes external fire, fire resulting from wear and tear, mechanical or electrical
breakdown or failures.

D. Comprehensive Motor Insurance: - this comprehensive car insurance covers end-to-end
protection for you and your car. The cover include, apart from given above, accidental
damage due to collision or overturning to the vehicle insured. The main motor insurance
policy covers include (1) Loss of or damage to the insured car and accessories or spare parts;

(2) accidental collision or overturning to insured vehicle to consequent upon insured
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perils(3) Loss due to fire, external explosion, self-ignition, lightning (4); Theft or attempted
theft (5); Malicious act(6); Whilst in transit by road, (7) Liability at Ethiopian law for
compensation including law costs for death of or bodily injury to any person caused by the
use of any motor vehicles (Fund office manual,2011)

2.6 Challenges of motor insurance in Ethiopia

The Ethiopian Insurance industry is mainly criticized for its unfair and price — focused
competition that makes premium rates extremely low and uneconomical. This practice has
caused most insurance companies to register marginalized profit over the years they have
been in the operation of insurance business. Moreover, the existence of Client dissatisfaction
because of the long time that should elapse while claim files that involve even petty amounts
should pass through a long management chain and distance, skill gap and poor underwriting
on claims management (claims handling policy and procedure manual of Nile insurance,
2013).

In general, increment of traffic accident, poor financial capacity, absence of human skill,
global competition of insurance industry, lack of cooperation among insurance companies,
insurance companies competition with price and service, customers no or poor education,
lack awareness (insured want lower premium and get minimum protection) motor insurance
high hazard risk and higher inflation rate (28%) are highly affect or influenced Ethiopian
motor insurance ( CSA, 2012 & Mulugeta, 2012).

2.7 Service Quality and customer satisfaction

2.7.1 Service Quality

In business organizations quality is a significant role for its sustainability, hence they should
be manage quality. Quality can be defined as the totality of features and characteristics of a
product or services that bear on its ability to satisfy stated or implied needs (Kotler et al.,
2002). Also, quality applicability linked with quality management; therefore quality
management can be defined in the claims management context. The use of service standards
and procedures systematically and independently assessed and audited by experienced and
qualified assessors (Wedge & Handley, 2005).

17



Likewise, service quality and customer satisfaction interrelated concepts and one influence
the others, insurance company to attract and retain more customers through service quality
and increase their market share to compete with rivals and grow their business (Gamage,
2019). These concepts see in detail below. Service quality is that the service should
correspond to the customer’s  expectations and satisfy their needs and requirements
Edvardsson (1998). The insurance services is a quality that will satisfy the customers' needs
and desires and provided service, comply with customer expectations or exceed it (Gilaninia,
2012).

On the other hand, service quality is considered an important tool for a firm’s struggle to
differentiate itself from its competitors (Ladhari, 2008). Also, service quality indicates the
extent to which customers' perceptions of service meet and/or exceed their expectations or
the differences between customer expectations and perceptions of service (Zeithaml ,1990
and Parasuraman, 1988). Furthermore Bitner and Hubbert (1994) “define service quality as
the customers’ overall impression of the relative inferiority or superiority of the organization
and its services.” According, Gronroos (2007) service quality as the outcome of the
comparison that consumers make between their expectations and perceptions. Most of the
above concepts measuring service quality by showing the difference between perceived and
expected service was a valid way and could make management to identify gaps to what they

offer as services.

On the others hand, Service quality has a strong correlation with customer satisfaction and
also a it is a strategic component and marketing plan of an organizations (Cronin et al.,
2000; Wong et al., 2008; Spathis et al., 2004). Through service quality, organizations can
reach a higher level of service quality, a higher level of customer satisfaction and can
maintain a constant competitive advantage (Meuter et al., 2000).

Service quality can be extended to the overall evaluation of a specific service with ten
service quality dimensions: tangibles, reliability, responsiveness, competence, courtesy,
credibility, security, access, communication and understanding/knowing the customer
(Parasuraman et al., 1985, 1988). These ten dimensions define into five to measure

customer’s perceived value of service quality, which is known as SERVQUAL. This
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SERVQUAL adopts the meeting expectations paradigm to measure service against firms
(Parasuraman et al., 1988). Indeed, SERVQUAL scale discussed below.

2.7.2 Measurement of service quality

The SERVQUAL scale depicts the relationship between service quality and customers
satisfaction. According to Parasuraman, Zeithaml and Berry (1985) the external perspective
regarding service quality, which states that the customer’s assessment of the service quality is
paramount. This assessment is conceptualized as a discrepancy or gap between what the
customer expects by way of service quality from a class of service providers and their
evaluation of the performance of a particular service provider. This evaluation is not simple
since, as Parasuraman, Zeithaml and Berry (1985) first formulated it, service quality is a
multidimensional construct having 10 components:- such as; reliability; responsiveness;
competence; access; courtesy; communication; credibility; security; understanding/ knowing
the customer and tangibles. Three years later, in 1988, Parasuraman and his team
compressed them into five dimensions to measured service quality: reliability, assurance,

tangibles, empathy and responsiveness defined as follows.

(a) Tangibility: The physical facilities, equipment, and the appearance of the staff or and
communication materials. On the other hand, tangibility is physical facilities, equipment,
appearance of personnel and communication materials. In other words, the tangible
dimension is about creating first hand impressions. A company should want all their
customers to get a unique positive and never forgetting first hand impression, this would
make them more likely to return in the future.

(b) Reliability: The dependability and accuracy of the service provider regarding with
delivery, service provision, problem resolution and pricing.

(c) Responsiveness: The ability to know and willingness to cater to customer needs or the
ability to respond customer request, questions, complaints and problems.

(d) Assurance: The ability of the staff to instill confidence and trust in the company or
knowledge and courtesy of employees and their ability to inspire trust and Confidence.

(e) Empathy: The ability of the staff to provide a caring service to customers through quality
services, skillfully handling of conflicts and efficient delivery of services resulted in satisfied

customers for long term benefits. This helps to reduced service quality | measurement issues
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through attention centered on the determinants of perceived service quality with particular
emphasis on the service delivery process.

To measure the dimensions and their impact on service quality the researcher used
Parasuraman, Zeithaml and Berry (1988) SERVQUAL scale and employed the instrument
with 22 items, four or five items attributed to each dimension.

The reason to applied this model are; SERVQUAL helps to measure and manage service
quality and also an opportunity for a firm to assess its service quality performance on the
basis of each analyzed area for both individually and overall company departments. Another
important point is that the SERVQUAL model can be used in various service sectors and it
also provides a basic framework, which can be adapted to fit the specific attributes of a

particular organization or company (Kumar, Kee, & Manshor, 2009).

2.7.3 customer satisfaction

Satisfaction is a person’s feeling of pleasure or disappointment resulting from comparing a
product’s performance (outcome) in relation to his or her expectation. Likewise, customer
satisfaction is a person’s feeling of pleasure or disappointment resulting from comparing a
product’s perceived performance (or outcome) in relation to his or her expectation (Kotler,
2000). Again Kotler (2006) defined customer satisfaction by giving details on the attributes
of a highly satisfied customer. According to him, a highly satisfied customer stays loyal
longer, and buys more as the company introduces new products and upgrades existing
products; talks favorably about the company and its products, pays less attention to
competing brands and is less sensitive to price, offers a service or product ideas to the

company and costs less to serve him than new customers because transactions are routine.

Customer satisfaction is a consumer’s post-purchase evaluation and affective response to the
overall product or service experience. In business organization customer satisfaction
associated with the increments of their customer, customer loyalty, revenue, profits, market
share and survival. Among those profit is the primary driver, exemplary businesses focus on
the customer and his/her experience with the organization. They work to make their
customers happy and see customer satisfaction as the key to survival and profit. Customer
satisfaction in turn hinges on the quality and effects of their experiences and the goods or
services they receive Center for the Study of Social Policy (2007). Further, customer
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satisfaction can be experienced in a variety of situations and connected to both goods and
services. It is a highly personal assessment that is greatly affected by customer expectations
(Hanan & Karp, 1989).

Krishnan et al. (1999) conducted various studies and put forward that satisfaction with
perceived product quality was the prime driver of overall customer satisfaction. Furthermore,
their studies also found and recommended that the impact of service delivery factors

varies considerably on customer satisfaction.

Continuous measurement of satisfaction level is necessary in a systematic manner
(Chakravarty et al., 1996). Because satisfied customer is the real asset for an organization
that ensures long-term profitability even in the era of great competition. Cronin et al., (2000)
mentioned in their study that satisfied customer repeat his/her experience to buy the products
and also create new customers by communication of positive message about it to others. On
the other hand, dissatisfied customer may switch to alternative products/services and
communicate negative message to others. Customer satisfaction is a set of feeling or outcome
attached with customers experience towards any product/ service (Solomon, 1998). Hence,

organizations must ensure the customer satisfaction regarding their goods/services.

On the other hand, Customer satisfaction is cumulative or overall evaluation of service
experience (Jones & Suh, 2000). These highlight the fact that customer satisfaction is based

on experience with service provider and also the outcome of service.

Likewise, consumer’s /customer /satisfaction is determined by his/her contact experience
with the service provider and this is supported by Cicerone et al., (2009,) and Sureshchandar
et al., (2002), who believe customers’ level of satisfaction is determined by their cumulative
experiences at all of their points of contact with a supplier organization. As a result this study
measured motor insurance customer satisfactions by considering the experience or provision

of services given for customer.

2.7.4 Measurement of Customer Satisfaction

In accordance with different marketing theoreticians customer satisfaction had several
definitions have been offered. It is the degree to which the real performance of a company

satisfies the expectations of customers. In other words, customer satisfaction the performance
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of a company satisfies the expectations of the customers, the customer will feel satisfied;
otherwise, the customer will be dissatisfied (Divandari & Delkhah, 2005). Similarly
satisfaction is the degree that actual performance of a company satisfies customer
expectations, meaning the performance of a company satisfies customer expectations, the
customer will have sense of satisfaction; otherwise he/she will be dissatisfied (Abdoli &
Fereidunfar, 2008).

Customer’s satisfaction is fulfilling their needs and wants as means for the achievement of
organization’s objectives. This underlying motivation on customer focus is clear mission to

create value for customers, stay profitable and gain desired performance (J. Munaiah, 2017).

Additionally, customer satisfaction is an expected outcome of complementary marketing
activities, so that by providing of satisfied services and products succeed in today’s highly
competitive world of trade. Satisfaction can be revised as supplementary pleasurable
activities when the consumer feels it in consumption (Haghighi, et al, 2012). On the other
hand, Customer satisfaction can be defined the customer achievement to the goal that has
before predicted. That is, the products and services that meet customer already has in mind
(Javanmard & Husseini, 2013).

Customer’s satisfactions measured by service quality and responsiveness of the firms.
Researchers and scientists in service marketing have presented several metaphors for service
quality. For example, Berry has defined it as “the most powerful competitive weapon”, Clave
has considered it as “the reviving blood for the organization” and Peters as “the magic bullet
that provides the customer with less expensive services at lower prices” (Haghighi et al,
2003). The customers expect two desirable and sufficient levels of services that are separated
by the tolerance zone of the customer (Baglou & Zomorodpoush, 2009). According to
interactive views, quality is the outcome of customer and the service-provider and
organizational quality (Shahriari, 2006). In addition, Parasuraman (1988) service quality is
the “the differences between customer expectations and perceptions of service”. According to
him, measuring of service quality as the difference between perceived and expected service

was a valid way and could make management to identify gaps to what they offer as services.

In order to describe customer’s satisfaction, links with motor insurance and service quality.

Customer satisfaction in insurance means the use of the policy product purchased for a cost

22



(premium) to the ultimate satisfaction of the buyer, when a claim is paid. The product bought
by the buyer/policy holder will give him/her the expected fruit i.e., peace of mind during the
product cycle when it is in use by the customer (Berhanu, 2014).

Even if, the single predicator or drivers is not depicted customer satisfaction; it is influenced
by a coalition of variables that act together. The mix of relationship factors with tools and
processes have an impact on overall satisfaction. As a result according to the research

findings the impacts of the variables varies one to another’s.

2.8 Empirical Review

This review of empirical studies revealed that, depicting the relationship between service
quality and customer satisfaction. Among those, Negash and Chekole (2017) research
conducting with the Effect of Service Quality on Customer Satisfaction in Selected Insurance
Companies in Hossana Town. Based on a finding of regression analyzes responsiveness had
relatively strong significant and direct effect on customer satisfaction with beta value of .376
and followed by reliability with beta value of .327, tangibility with beta value of .187,
empathy with beta value of .149, and assurance with beta value of .113 respectively.

Moreover, Bizuneh, (2019), research finding all the independent variables of service quality
dimensions were found to have a positive and significant correlation with the dependent
variable which is customer service quality. Similarly, the multiple linear regression analysis
revealed that, all the independent variables (tangibility, reliability, responsiveness, assurance
and empathy) have statistically significant relationship to predict customer service quality.
Tangibility and reliability accounts the largest share to explain the variation of Customer

service quality.

The An analysis and assessment of customer satisfaction with service quality in insurance
industry in Ghana research finding shows that, Reliability and Responsiveness are Functional
quality dimensions that were found to have significant impact on customer satisfaction in
Ghana’s insurance industry. Again, Technical quality, Price, and image quality were found to
be factors that do not significantly affect customer satisfaction determination in Ghana’s

insurance industry (Kwadwo Duodu & Amankwah, 2012).
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Acording to Birhanu (2014) research studies on the Effects and Prospects of Customer
Handling in Nile Insurance Share Company. The researcher used survey research method and
also employed questionnaire for data collection. The research findings shows that, high
number of population and economic growth of Ethiopia were the major opportunities for life
insurance business however, absence of insurance culture, low income and lack of awareness

were the main challenge for the growth of life insurance business in Ethiopia.

Moreover, the research conducted by Yosef (2018) on the effect of motor insurance claim
management on customer satisfaction at EIC. The study was descriptive in nature and applied
convince sampling techniques. The research results indicated that there is a statistically
significant correlation between customer satisfaction and motor insurance claim management
processes regarding with ‘claim reporting’, ‘response to a claim’, ‘towing damaged vehicle’

‘damage assessment’ and ‘repair handling.

Further, the research conducted by Solomon (2014) on the assessment of customer
satisfaction on motor insurance services in Ethiopian insurance corporation (EIC). The
research finding shows that the majority of customers were not satisfied with the service

delivery of EIC.

The research gap among the above study or focuses motor insurance service quality with
customer satisfactions and their practices. This study examines over all motor (private and
commercial) motor insurance service quality with customer satisfaction in consideration with
claims handling procedures and service quality dimensions. Hence this study try to full fill
the research gapes and investigate the effects of motor insurance service quality on customer

satisfaction through main service quality diminutions.

2.9 Conceptual framework

The conceptual framework of study design based on the review of theories, empirical studies
and also comply the independent and dependent variables of the study. Moreover, this
conceptual framework summarized from reviewed literature and postulated insurance service
quality and customer satisfactions by SERVQUAL model, because it is important to indicate
current performance or level of services quality with customer satisfaction (Brochado, 2009).
As it can be seen the relationships of independent and dependent variables i.e., all
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independent variables or service quality measurement dimensions (tangibility, reliability,
responsiveness, assurance and empathy) degree of influence on customer satisfaction clearly

indicate in this study.

Predicate Variable

Reliability
Mediator’s variable Outcome variable
Assurance
Perceived
Customer
Responsiveness Service quality satisfaction
Empathy
Tangibility

Source: Niguel Hill & Jim Alexander (2003)

Figure 2. 1 conceptual framework

2.10 Hypothesis of the Study

e HI1: The tangibility dimension of motor insurance service quality has statistically
significant positive effect on customer satisfaction Nile insurance company.

e H2: The reliability dimension of motor insurance service quality has statistically
significant positive effect on customer satisfaction Nile insurance company

e H3: The responsiveness dimension of motor insurance service quality has
statistically significant positive effect on customer satisfaction Nile insurance
company

e H4: The assurance dimension of motor insurance service quality has statistically
significant positive effect on customer satisfaction Nile insurance company

e H5: The empathy dimension of motor insurance service quality has statistically

significant positive effect on customer satisfaction Nile insurance company
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CHAPTER THREE
3. RESEARCH METHODOLOGY

3.1 Introduction

This chapter deals with research methodology emphasizing on type of research design and
approach, data source, sampling design (population, sampling frame, sampling technique,
sampling procedure, and sample size), methods of data collection, data analysis and ethical

consideration
3.2 Research design and approach

As the conceptual structure, research design indicates which research is conducted. According
to Kothari (2004) designing a research is making a road map to a study, which leads all
activities, and steps that would be undertaken. To conduct this study the researcher applied
descriptive and explanatory research design based on the ground that it helps examine the
effects of Private and Commercial Motor Insurance service quality on customer satisfaction in
Nile insurance S.C, Addis Ababa branch only. Particularly descriptive research design
method helps to collect details of data from many respondents and it describes what the reality
or what actually exist within a situation such as current service quality of insurance and its
practices, progresses and challenges whereas explanatory parts of study explaining and
showing relationship/ degree of influences between motor insurance service quality and

customer satisfaction.

According to Creswell, (2013) mixed research strategy is more useful to triangulate results so
as to ensure the validity and reliability of the research findings and to control possible data
bias. As a result, this study employed both qualitative and quantitative research approach. The
qualitative method used to find out a depth investigation in study regarding with insurance
service quality and customer satisfaction, whereas quantitative approach used numeric
explanation to determine opinions of population and nature of issue with breadth research

findings. These both approaches help to substantiate the breadth and depth of the finding.
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3.3 Description of study variables

The major variables of this study are described below.

Tangibles: - physical facilities, equipment, staff appearance, etc.

Reliability: - ability to perform service dependably and accurately.

Responsiveness: - willingness to help and respond to customer need.

Assurance: - ability of staff to inspire confidence and trust.

Empathy: - the extent to which caring individualized service is given.

These variables come to affect, the researcher use multi-item scale SERVQUAL to assess
service offering and the customer's perceptions of the service received, requiring respondents
to answer questions about both their expectations and their perceptions (Parasuraman, et. al.,
1988).

3.4 Study area description

This study’s focused on Nile insurance S.C Motor Insurance service quality and its customer
satisfaction in Addis Ababa. Nile Insurance Share Company was established by prominent
entrepreneurs in 1995 with a subscribed capital of 12.5 million birr. Currently the paid up
capital of the Company is raised to Birr 100 million. The company is licensed and registered
as legal entity with the licensing and supervisory body of the National Bank of Ethiopia. The
company offers both general and life insurance product to its customer across Ethiopia. It is
one of the oldest private insurance Companies entering into the industry serving more than
19 years with diligent and professional experience committing itself to excellence. The
Company is backed by more than 9 reputable and renowned international reinsurers located

in the different parts of the globe.

MISSION, VISION AND CORE VALUE OF Nile Insurance Company
Mission statement
e To provide unmatched value in insurance services and engage in investment through
high profile of expertise and state of the art technology.
Vision statement

e To be afront line insurer with excellence
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Core value of the company

e We strive for the highest customer responsiveness and measure our success by the
level of customer satisfaction

e We commit for team work with integrity and highest ethical standard

e We strive to sustain high earning power with balanced growth orientation.

e We take our responsibility seriously to contribute for the development of continuous

learning via innovative and sustained leadership style.

General objectives

The general objective is to facilitate more objective decision making process in the areas of
human resource management to build and foster productive and healthy work culture, team
spirit, consistent decision making and cultivate ethical behavior.

Motto - Your security is our prime concern

3.5 Target population and Sampling Design

In this study, sample size and sampling design help to select samples. Hence, the researcher
determined, the study population, the sample frame, sampling technique and then selecting
the sample to examine the effects of Motor Insurance service quality on customer

satisfaction.

3.5.1 Study population/ universe

This study assessed the effects of Private and Commercial Motor Insurance service quality
on customer satisfaction in Nile insurance S.C. Currently, Nile insurance operated 24
branches in Addis Ababa only. For these 24 branches the insurance has 32, 629 customer.
The target population of this study was the current customers of Nile insurance. Particularly,
the study limited with Tewodros, Kality, Abakoran,Gotera, Gofa and Bole branches and their

customers only.
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3.5.2 Methods of sampling and Sampling Technique

The researcher used both probability and non-probability sampling techniques to conduct this
study. By using non-probability sampling (purposive sampling techniques) the researcher
specified (selected) Nile insurance Addis Ababa branches only and its total number were
24. From those 24 branches the researcher used six branches and their customer only such as
Tewodros, Kality, Abakoran,Gotera, Gofa and Bole branches. These branches select
purposively. As a result, the researcher easily collect necessary data with different work
environment and helps to shows the current status of motor insurance service quality by

using deferent work environments of Nile insurance.

Furthermore, the researcher applied probability (simple random) sampling technique to
provide equal chances for customer and easily get information from these six selected
branches customers. On the other hand, the researcher employed three key informant
interviews only to manage the interviews data and selected them purposively. The target

interviewees are branch managers and employees of the insurance.

3.5.3 Sample Size Determination

According to Kumar (2002), states that an optimum sample size is one of fulfilling the
requirements of efficiency, representativeness, flexibility and reliability while taking into
consideration the constraints of time and cost. As a result of this, to determine the sample
size take in to account the acceptable confidence level and true representation of sample.

Hence, for the purpose of this study Yamane (1967) formula employed.
The formula and its calculations given below

f\lr
1 + N(e)

H =

Where N = Population of study = 8039
e = degree of error expected = 0.05
n = sample size

n = 8,039 =381
1+ 8,039(0.05)°
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The sample sizes of this study were 381 and taken from Nile insurance customers. If a
sample of 381custemer were needed, determine samples to be selected from each sample

frame list (six branches of Nile insurance customers) by using proportionate sampling.

Table 3. 1 target population, sampling fraction and number of sample

No | Name of branches No of target customers No of sample
Tewodros branch 1,299 62
Kality, branch 1,460 69
Abakoran branch 1,664 79
Gotera, branch 2031 96
Gofa branch 765 36
Bole branch 820 39
Total 381

Source: (Nile insurance Marketing department)
3.6 Source of Data

To conduct the study, the researcher used both primary and secondary data source and also

applied various data gathering tools and techniques that are appropriate for data triangulation.

3.6.1. Primary Data Sources

To conduct this study the researcher used Nile insurance customers and Branch managers as
a primary data sources and also applied questionnaires and unstructured interviews data
collection tools  to show motor insurance service quality and its effect on customer

satisfaction.

3.6.2 Secondary Data Sources

To realize the purpose of this research, the researcher collected relevant secondary data

(second hand information) from published and unpublished materials, professional journal
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articles, thesis papers and different research books related with motor insurance service
quality and customer satisfaction This help the researcher to cross check and validity of the

results of primary data.

3.7 Methods of data Collection

For the purpose of data triangulation, the researcher employed both primary and secondary
data source by using various data gathering tools and techniques. The primary data collected
through questionnaire and interview whereas the secondary data collected through document

review.

3.7.1 Questionnaire

To get required information the researcher applied semi-structured (both an open-ended and
closed end) type of questionnaire. The open-end question was limited in its number.
However, it has two parts; the first part focused on demographic information of respondents,
while the second part is prepared to get information about motor insurance service quality
and level of their customer satisfaction. Further, Nile insurance customers were the only
respondents for this study. In addition, the questionnaires were distributed for 20 non-
sampled motor insurance customers’ as pilots test to improve the answerability of the
questionnaires and used feedback. Finally, the researcher distributed 381 questionnaires for
sample respondents to get relevant data. After distribution the researchers collected 362

questionnaires properly and analyzed the data to confirm its postulate.

3.7.2 Key informative interview

Interview has a series of open ended questions related to motor insurance service quality and
customer satisfaction. The open-ended natures of the questions define motor insurance
service quality and level of customer satisfaction. This help to provide opportunities to both
interviewer and interviewee to discussed some topics in more detail. To this effect the
researcher used 3 key informant interviews from Nile insurance managers and employee with
the help guideline. Finally the researcher interviewed these three workers and included in the

study.
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3.8 Method of Data Analysis and Interpretation

This section describes the process and procedures of data analyze that obtain from
questionnaire, key informative interview, and documents. The collected data of the study
analyzed using several methods. The data analysis method is chose based on the type of data
used and the nature of the research questions and objectives of the study. In this study, a
blend of quantitative and qualitative data analysis methods is employed. Also, the researcher
used 5-point Likert scale, with choices from “strongly disagree” to “strongly agree”. Likert
Scales are appropriate to calculate answers as Likert scales provides superior answers as
compare to any other method (Aaker et al, 2000).

3.8.1 Data Analysis

After the raw data collection the researcher organized, categorized and enters the raw data
into the computer than editing; coding would be done for quantitatively analyzing for all
adapted questionnaires data. Moreover, the researcher interprets interview and systematic
document review qualitatively. Therefore, the descriptive (descriptive statistics) and numeric
(inferential statistics) analysis techniques used to analyze the collected data.
3.8.2 Data Presentation
The collected and analysis data presented qualitatively and quantitatively. The qualitative
data presented through descriptive ways. Particularly, it presents by using tables, charts,
graphs and percentages by the help of statistical package for social science (SPSS version
21), whereas the quantitative data is presented by using ordinary least squares regression
model. Ordinary least squares regression model (OLS) needs at least one interval scale, it is a
dependent variables. According to Pohlman (2003) OLS models the relationship between a
dependent variable and a collection of independent variables. The technique used in single or
multiple explanatory variables and also categorical explanatory variables. In OLS models at
least one dependent variable and two or more independent variables treated. Also the study
sought to establish how dependent variables influence the independent variables using
multiple linear regression analysis. The regression model and its formulas indicated below.
Y=Bo+ PB1 Xe + B2 Xo+ B3 X3 P4 X4+ Bs X5 + €

Where Y = customer satisfaction,

Bo is regression constant,
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B1 — PBs regression coefficients,
X3 is Tangibility

X is Reliability,

X3 1s Responsiveness,

X4 is Empathy,

Xs is Assurance,

€ model’s error term.

3.9 Reliability and validity of instruments

An evaluation of the research data collection instrument involves an assessment of reliability
and validity about the test measures to ensure the research results accuracy. Kothari (2004)
asserted that sound measurement is required to test validity and reliability, while validity

refers to the extent to which a test measures what a researcher wants to measure, and

reliability deals with a precision of a measurement procedure.

Hence, the researcher used reliability test to improve the clarity and responsiveness of the
questionnaire the researcher distribute the prepared questionnaire before the actual data
collection as a pilot test. Then, after data collection Cronbach Alpha reliability statistics
used to check reliability of the instruments. The Cronbach Alpha reliability test result
coefficient should be above 0.7, which is an acceptable level of internal consistency.
Accordingly, the Cronbach’s alpha coefficients of all the study variables are above 0.70, as
indicated in Table 3.2 Hence, all the variables have met the minimum threshold.

Table 3. 2 Cronbach Alpha for Independent and Dependent Variables

Reliability Statistics No. of Items Cronbach’s Alpha

Tangibility 6 .930
Reliability 4 .930
Responsiveness 6 .926
Assurance 6 922
Empathy 5 921
Customer Satisfaction 5 935

Source: Own survey 2021
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According to Field (2005), validity of instruments can be tested by the sampling adequacy
which is measured by KMO value. The value of KMO ranges from 0 to 1, in which the
larger the value (approaching to 1) indicates the more adequate, is the sample for running

factor analysis.

Verma (2012) suggested that any KMO value above 0.5 is significant to carry out factor
analysis, and more clearly, the following decision rule has been developed (Verma, 2012).
According to him, the value of KMO ranging from 0.8 -0.9 the validity of the result are great.
The overall KMO and Bartlett’s Test result of variable and its significance level are given
Table 3.3 below.

Table 3. 3 KMO and Bartlett's Test of validity
KMO and Bartlett's Test

Kaiser-Meyer-Olkin Measure of Sampling .896
Adequacy.
Approx. Chi-Square 1537.695
Bartlett's Test of
- Df 10
Sphericity )
Sig. .000

Source: Own survey 2021
Based on the above figures the validity of the result is great and meets required measurement
fully. In addition to this, the researcher follows scientific research procedures, collected the
data from appropriate information providers and the data measured by appropriate data
analysis tool to ensued the validity of the data. Also, different theories and empirical studies

used to assure its validity.
3.10 Ethical Considerations

To conduct this study ethical consideration is mandatory for researcher such as, He preserved
and respects all the respondents and also he carry out the whole study free from any negative
judgments or the researcher follows scientific procedure throughout the study and every
individual who are involved in this research process is entitled to the right to privacy and
dignity of treatment; no personal harm occurred to conduct the study. Moreover, every
individual who support me to conduct the study and sources of data acknowledged properly.
In general, the following basic ethical considerations kept conducting the study; openness,
fairness, disclosure of methods, respect work values and norms of the respondents; informed

willingness of every person who involve in this research.
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4. DATA ANALYSIS, PRESENTATION AND DISCUSSION

4.1 Introduction

The objective of this chapter is to present, interpret and discuss the effects of Private and
Commercial Motor Insurance service quality on customer satisfaction in Nile insurance
company. Also, it presents the demographics characteristics of the study respondents. The
analysis is focused on the main elements of service quality dimensions and shows its

relationships of customer satisfaction. To this effect

CHAPTER FOUR

used to answer the research questions.

4.2 Response Rate

A total of 381 questionnaires were distributed to Nile insurance company
Commercial Motor Insurance service users or customers and 362 questionnaires were
returned to the survey, which accounted for 95 % response rate. The remaining 5% of the
questionnaire were uncollected. The response rate was adequate to proceed with the data
analysis and make inferences about the Nile insurance company total customer and to

accomplish the research objectives. The summary of the response rate is indicated in Table

4.1 below.

Table 4. 1 Response Rates of Respondents

incomplete

Item Response Rate
No. Percent
Total sample size 381 100
Collected and used 362 95
uncollected and 19 5

Source: Own survey (2021)

4.3 Demographic Characteristics of Respondents

The respondents' background information, particularly gender, age, educational level, service

years of customers and respondents knowledge towards insurance are discussed in this
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subsection. The demographic profile of the respondents is illustrated in Table 4.2 below.

Data were analyzed using descriptive statistics.

Table 4. 2 respondent’s characteristics in sample survey

Description Category Frequency (%)
Sex Male 220 60.8
Female 142 39.2
Total 362 100
Age 18-25 years 47 13
26-40 years 243 67.1
41-65 years 60 16.6
Above 65 years 12 3.3
Total 362 100
Educational Primary education 30 8.3
background Secondary education 30 8.3
Diploma 112 30.9
First degree 166 45.9
Second degree and above 24 6.6
Total 362 100
Service Years | 1- 2 years 119 32.9
of customers 3- 4 years 46 12.7
5- 6 years 89 24.6
Above 6 years 108 29.8
Total 362 100
Respondents High 155 42.8
Knowledge Medium 183 50.6
towards Low 24 6.6
insurance Total 362 100

Source: Own survey (2021)

There was a need to analyze the gender composition of respondents participated in the

research study. The result is described in Table 4.2., above.60.8% of the respondents were
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male, whereas female respondents consisted of 39.2%. From the finding, the significant

portions of the respondents involved in the study were male.

Furthermore, table 4.2 shows, the majorities 67.1% of the respondents were the aged between
26-40 Years. May be this age are an opportunity to understand insurance services of the

company and helps to improved service provision.

On the other hand, almost (45.9%) of the respondents were degree holders and also and
30.9% of were diploma holders. This indicates the majority of the customers can understand
the service provision process and practices of the insurances, hence this is logically

determine the level of customer satisfaction in the study.

Table 4.2 shows that, out of 362 respondents 32.9% of them were less than two years who
received insurance services from Nile Insurance Company. Also 24.6% of the respondents
were staying 5-6 years to get services. On the other side, 29.8% of the respondents were
above 6 years who got services from the insurance. May be this indicate that, in recent time
Nile Insurance Company increased the numbers of customers but the insurance have good
trends to retained customers and 29.8% of the respondents got services more than 6 years.

According to the data in table 4.2, out of 362 total sampled respondents 50.6% of them
replied customers knowledge about insurance were average, and also 42.8 of them had high
knowledge about insurance practices of the company. The rest 6.6%of the respondents
replied customers had low knowledge about insurance. This shows that, Nile Insurance
Company customer’s had strong knowledge about insurance. May be this knowledge
facilitate the service provision of the company and helps to improved customer satisfaction.

37



4.4 Descriptive statistics and level of customer satisfaction

One of the objective this study was examine the level of customer satisfaction in Nile
insurance company; hence descriptive statistics of the finding given above.

Table 4. 3 level of customer satisfaction

Content SD D PA A SA
F % F % F % F % F %
Service level of insurances 48 133 125 345 166 459 23 6.4

close to my expectations

The service conditions of 10 28 68 188 95 26.2 154 425 35 9.7
insurances are excellent

| am satisfied with the 4 1.1 44 122 143 395 153 423 18 5
service of Insurances

| have gotten important 4 11 20 55 124 343 190 525 24 6.6
services when joined
insurances

Service level of insurances 6 1.7 201 555 77 213 54 149 24 6.6
is less than my expectations

Source: Own survey (2021)

According to table 4.3, half (52.3%) of the respondents agreed that, service level of Nile
insurances close to my expectations and also 34.5% of the partially agreed about the issues.

In addition, 52.2% of the respondents believed the service conditions of insurances are
excellent and 47.3% of the respondents/customers satisfied with the service of Nile
Insurances. Likewise, 59.1% of the participants agreed that, important services got when
joined Nile insurances. On the other hand, 57.2% of the respondents disagreed Service level
of insurances is less than my expectations. This indicates that the level of customer

satisfaction in Nile insurance company is relatively good and it founds an encouraging level.

4.5 Analysis of Correlation between Service quality & Customer
Satisfaction

Pearson correlation analysis was used to determine the relationship between independent
variables (tangibility, reliability, responsiveness, assurance and empathy) and dependent

variable (customer satisfaction). According to Marczyk, DeMatteo, and Festinger (2005) a
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correlation coefficient indicates the intensity and direction of two or more variables'
relationship. The intensity of the relationship ranges between 1 to -1, while direction refers to
a negative or positive relationship. Moreover, the correlation coefficient indicates the
significance of the relationship between variables. The validity of the findings about the
relationship between variables and their representation of the population is determined by the
level of significance with p-value, which is less than .05. According to Marczyk, DeMatteo
and Festinger (2005) correlations of .01 to .30 are regarded as weak, correlations of .30 to .70
are deemed moderate, correlations of .70 to .90 are considered strong and correlations of .90
to 1.00 are regarded as very strong. Accordingly, the associations between independent and

dependent variables indicated in Table 4.4 below are measured by using this standard.

Table 4. 4 Service Quality and Customer Satisfaction associations in Nile Insurance

Variables Tangibility | Reliabilit | Responsive | Assuranc | Empathy | Customer
(services y ness e Satisfaction
dimensions)

Tangibility 1

Reliability 710 1

Responsiveness | .685 6917 1

Assurance 716 7417 8117 1

Empathy 697 728" 787" 851" 1

Customer 724 649" 669" 620" 7337 1
Satisfaction

**_Correlation is significant at the 0.01 level (2-tailed), Significant at p<0.05 level and N=362
Source: Own survey (2021)

The correlation analysis indicates that the degree of relationship between the independent
variable Service quality dimensions (tangibility, reliability, responsiveness, assurance and
empathy) and customer satisfaction. As indicated table above, all Service quality dimensions
had positive relationship with customer satisfaction with p-value = 0.000. Particularly,
tangibility and empathy had positive and strong correlation customer satisfaction with the
value of r = 0.724 and 0.733 respectively, since p=.000, which is less than 0.05. Moreover,
responsiveness, reliability and assurance had positive and moderate correlation with
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customer satisfaction for the value of r = 0.669, 0.649 and 0.620 consecutively since the

correlation coefficient is positive and the two tailed significance test value is less than 0.05.

The result indicates a significant positive correlation between Service quality dimensions
(tangibility, reliability, responsiveness, assurance and empathy) and customer satisfaction.
The relationship and degree of influences all most similar hence Nile insurance Company
used all identified service quality dimensions to satisfy and retained the customers.

4.6. Multiple Regression Analysis of Service Quality & Customer
Satisfaction

The purpose of regression analysis is to examine the effect of independent variables on
dependent variable. A regression can be used for prediction, inference, and hypothesis
testing, and modeling of causal relationships between variables, when supported with
assumptions in the form of a statistical model. In this study, multiple regression analysis was
employed to examine the effect of independent variables, Service quality dimensions
(tangibility, reliability, responsiveness, assurance and empathy) on dependent variable
customer satisfaction in Nile Insurance Company. Before going to multiple regressions,
assumptions have been checked whether the data meet the requirement so as for the analysis

to be reliable and valid.

4.6.1. Multiple Regression Assumptions Test

The assumptions of normality, homoscedasticity, linearity, and absence of multi-collinearity
were examined before proceeding to the regression analysis to make ready the data for
regression analysis and get reliable results from the study. The test results on the

assumptions of regression using SPSS version 21 are presented as follows.

4.6.1.1 Normality Test

Multiple regressions needs to depict the predictor and dependent variable should be normally
distributed. In other words, non-normality (highly skewed or kurtosis variables) with an
indication distort relationships.  Therefore, the researcher checked the normality of
assumption or accuracy of variables distributions by using histograms. When histograms are
close to zero it is assumed that the data is normally distributed for the dependent variable.

However, when skewness and kurtosis are not close to zero and the histogram does not
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appear to have a normal distribution (Osborne & Waters, 2002). According to the
information in figure 4.1 below indicated that the data is distributed symmetrically around
the center which shows that a normal distribution with the skewness and kurtosis is not far
from zero. Thus, the result assured that the distribution is normal for this study.

Histogram
Dependent Variable: Customer Satisfaction
50 Mean=8.06E-15
Std. Dev.=0993
B N =362
40 —
ayac il
=)
|5}
£ a0 |
=
o
i
20
10
[i] T T T
-4 -2 o] 2

Eegression Standardized Eesidual

Figure 4. 1 Histogram regression of standardized residual of service quality and customer
satisfaction

4.6.1.2. Multicollinearity Test

The presence of high degree of correlation between two or more independent variables or the
existence of non-related variables in regression result for multi-collinearity problem (Kothari,
2004). As a result, the researcher checked whether a multi-collinearity problem occurs or not
with the assumption of tolerance and Variance Inflation Factors (VIF) of the linear
regression. VIF measures the extent how the standard error of the estimated regression
coefficient is overstated as a result of multi-collinearity problem. Tolerance explains the
amount of variance in individual variables not explained by other predictor variables.
According to Andy (2006), the tolerance values below 0.1 and VIF above 10 indicate a
multi-collinearity problem. As indicated in Table 4.5 below, the researcher has confirmed

that there is no multi-collinearity problem between the predictor variables.
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Table 4. 5 Multi-co linearity Test Results

Multi-co-linearity Statistics Remarks
Tolerance VIF
Tangibility 397 2.520
Reliability .365 2.736
Responsiveness 294 3.404 | \o Multi-co-linearity
Assurance 205 4.874
Empathy 233 4.289 problem

NB. Dependent variable: Customer Satisfaction

Source: own survey (2021)

4.6.1.3. Homoscedasticity Test

Homoscedasticity test indicates a condition that the error term is similar throughout all values
of the independent variables, which shows whether residuals are similarly distributed, or
whether they tend to group at some values, and other values, spread distant separated.
Opposite of this assumption is heteroscedasticity (where the variances of the errors are not
constant). The scatter plot can serve to check whether the data is homoscedastic or not. This
assumption was tested in Figure 4.2 below by plotting the predicted values and residuals on a
scatter plot. This assumption is valid as the point is random and evenly throughout the
scattered diagram because no funnel shapes of points on one side of the graph is identified.

So there is no evidence for the presence of heteroscedasticity.

Seatterplot

Dependent Variable: Custemer Satisfaction
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Figure 4. 2 Scatter Plot of Regression Standardized Residual of Service quality and
customer satisfaction.
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4.6.1.4. Linearity Assumptions Test

A reliable measure of the strength of the linear relationship between the independent and
dependent variables has to be checked before proceeding to multiple regression analysis.
Because as multiple regression can only reasonably estimate the relationship between
dependent and independent variables if the relationships are linear in nature and to model the
relationship between explanatory variables and a response variable by fitting a linear

equation to observed data in multiple regression is depicted as follow.

Y = By + Bx; + Bx, + BX3

Accordingly, Figure 4.3 below indicated Normal P-P Plots show that this assumption has
been met for this study.

Mormal P-T Flot of Fegression Standardized Eesidual

Dependent Vanable: Customer Satisfaction
0

0.8

Expected Cum Prob

0.0 T T T T
0.0 02 0.4 0.6 0.8 1.0

Obzerved Cum Frob

Figure 4. 3 Linearity Assumption Test between Service quality and customer satisfaction
Since the assumptions required to proceed with multiple regression analysis are satisfied, as

explained above, the regression analysis results can be statistically viable.
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4.6.2 . Multiple Regression analysis and its result

The major objective of the study was

examined the effects of motor insurance service

quality on customer satisfaction in Nile insurance Company. This came to effects multiple

regressions analysis was essential. As a result, this study test the relationship between the

dependent variable (customer satisfaction) and independent variable (tangibility, reliability,

responsiveness, assurance and empathy) were discussed table 4.6 below. Based on the

finding all of the independent variables have positive effects on customer satisfaction. To

explain in detail all intended tests and discussion given bellow.

Table 4.6, Regression analysis and its result

Model Summary”

Model R R Square | Adjusted R Square Std. Error of the Estimate
1 .809° .655 .650 .35602
a. Predictors: (Constant), Empathy, Tangibility, Reliability Responsiveness , Assurance
b. Dependent Variable: Customer Satisfaction
ANOVA?
Model Sum of Df Mean Square F Sig.
Squares
Regression 85.691 5 17.138| 135.210  .000°
1 Residual 45.124 356 127
Total 130.815 361
a. Dependent Variable: Customer Satisfaction
b. Predictors: (Constant), Empathy, Tangibility, Reliability, Responsiveness, Assurance
Coefficients®
Model Unstandardized Standardized T Sig.
Coefficients Coefficients
B Std. Error Beta
(Constant) 1.003 103 9.733 .000
Tangibility 331 .041 402 8.130 .000
Reliability 193 .042 213 2.192 .009
! Responsiveness 51 .046 .188 3.282 .001
Assurance .280 .057 339 4.939 .000
Empathy 377 .048 512 7.935 .000

a. Dependent Variable: Customer Satisfaction

Source: Own survey (2021)
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The model summery table 4.6 shows that R Square was found to be 0.655 (65.5%).
Therefore, included five indicating predictor variables (tangibility, reliability, responsiveness,
assurance and empathy) totally determine 65.5% of the variance in the dependent variable of
customer satisfaction. As depicted in the ANOVA table 4.6 the significance value of F
statistics is 0.000 which is less than 0.05. This also shows that there is a significant
relationship between the dependent and independent variables. Based on table 4.6 above,
unstandardized beta () values of the five predictor (independent) variables have statistically
positive significant effects on customer satisfaction in Nile Insurance Company.

Specifically, empathy and tangibility have greater impacts (statistically moderate effects) on
customer satisfaction with the value of f = 0.377 and 0.331 respectively. Than assurance,
reliability and responsiveness were statistically less or insignificant effect on customer
satisfaction with the value of f = 0.280, 0.193 and 0.151 respectively. This indicates that, all
the independent variables (tangibility, reliability, responsiveness, assurance and empathy)

have an effect on customer satisfaction with some degree variation.

The research finding of Helen (2017) confirmed that, all five service quality dimensions
(tangibility, reliability, responsiveness, assurance and empathy) had positive and significant
effects on customer satisfaction regarding with Oromia Insurance Company. On the other
hand,

According to Desalegn, (2017) research finding shows that, the independent variables
(reliability, responsiveness and empathy) are significant with customer satisfaction at the level
p < .05, only. The other two variables (tangibility and assurance) have not an effect on
customer satisfaction. This indicates that insurance service quality and customer’s satisfaction

varies within insurance company.

4.6.3 Hypothesis of the Study and result
Based on the above regression result all motor insurance service quality dimensions (all of
the (independent variable) had an effect on customer’s satisfactions in Nile insurance

company but the effects varies among variables. All variables test given bellow the table.
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Table 4. 7 Hypothesis test summery

statistically significant positive effect on customer satisfaction

Hypo | Statement of the hypothesis Decisions &

theses sig. value

Ho H, tangibility dimension of motor insurance service quality has | Accepted
statistically significant positive effect on customer satisfaction sig. 0.000

H; H; tangibility dimension of motor insurance service quality has No | Rejected
statistically significant positive effect on customer satisfaction in

Ho Ho, reliability dimension of motor insurance service quality has | Accepted
statistically significant positive effect on customer satisfaction Sig. 0.009

H; H; reliability dimension of motor insurance service quality has No | Rejected
statistically significant positive effect on customer satisfaction

Ho H, responsiveness dimension of motor insurance service quality has | Accepted
statistically significant positive effect on customer satisfaction Sig. 0.001

H; H; responsiveness dimension of motor insurance service quality has | Rejected
No statistically significant positive effect on customer satisfaction

Ho H, assurance dimension of motor insurance service quality has | Accepted
statistically significant positive effect on customer satisfaction sig. 0.000

H; H; assurance dimension of motor insurance service quality has No | Rejected
statistically significant positive effect on customer satisfaction

Ho H, empathy dimension of motor insurance service quality has | Accepted
statistically significant positive effect on customer satisfaction sig. 0.000

H; H; empathy dimension of motor insurance service quality has No | Rejected

Source: Own survey (2021)

The above Hypothesis test summery presented below in details

satisfaction.
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The tangibility dimension of motor insurance service quality has statistically
significant positive effect on customer satisfaction in Nile insurance company: the

intended null hypotheses are accepted and have significant effects on customer

The reliability dimension of motor insurance service quality has statistically

significant positive effect on customer satisfaction in Nile insurance company; the




intended null hypotheses are accepted and have insignificant effects on customer
satisfaction.

e The responsiveness dimension of motor insurance service quality has statistically
significant positive effect on customer satisfaction in Nile insurance company; the
intended null hypotheses are accepted and have insignificant effects on customer
satisfaction.

e The assurance dimension of motor insurance service quality has statistically
significant positive effect on customer satisfaction in Nile insurance company; the
intended null hypotheses are accepted and have insignificant effects on customer
satisfaction.

e The empathy dimension of motor insurance service quality has statistically significant
positive effect on customer satisfaction in Nile insurance company; the intended null
hypotheses are accepted and have significant effects on customer satisfaction.

In addition, most open ended questionnaire participants replied that one of the major
challenges of the company is delaying of service provision during indemnity. In other words,
the participants approved the insignificant effect of responsiveness on customer satisfaction.
According to open ended questionnaire participants, absence of spare parts and cost variation
in the market, lack of well-organized information, poor documentation, language barriers and
misunderstanding during contract or policy purchasing and lack of crane are the other

challenges for motor insurance service provisions in the company.

4.7 The practice, challenge and possible solution of Nile Insurance Service

To support the above study finding the researcher used open ended questionnaires and
interview focused on company service provision practice, challenge and possible solution.
According to most open ended questionnaires and interview participant’s views, the service
delivery of the insurance relatively well and carry out based on mutual contracts. The
regression finding also indicates service provision of Nile insurance had positive and an
average effects on customer satisfactions. In relation to this, the research participants

confirmed that, the customers get expected indemnity from the insurance.

However, delaying of service provision during indemnity and long process, absence of spare

parts and cost variation in the market, lack of well-organized information, poor
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documentation, absence of awareness creation to words insurance practice, the language
barriers and misunderstanding during contract or policy purchasing and lack of crane are the

challenges that are mentioned the research participants.

On the other hand, open ended questionnaires and interview participant’s forwarded possible
solution for those challenges. According to them, the insurance company should provide
effective and efficient insurance service and also established well organized information
system and give adequate information for customer before policy purchase and renewal to

minimize information barriers.

Furthermore, the company established effective awareness creation mechanism and carryout

timely, avoid unnecessary practice and process through well-organized system, company
policy should be written in Amharic to improved understanding of the issues, indemnity
provide within selected branches, every activities should be taken by company itself or
without the intervention of others body and the company used modern monitoring technology
to get information during accident on time. The regression finding of this study also shows
that the service quality measurement assurance, reliability and responsiveness were
statistically less or insignificant effect on customer satisfaction with the value of = 0.280,
0.193 and 0.151 respectively.

According to Tenaw (2020) absence of timely responses or services (during accident,
maintenance, biding, incidence checking or observation...), poor systems and its service
provision, less value/ emphasis for customer, absence of modern technology (crane), the
occurrence of promises and action gap and poor checking practice insured motors were the
other challenge and reducing factor for customer’s satisfactions in North District of Ethiopian
Insurance Corporation. The regressions finding of his study shows, reliability and assurance
have statistically moderate and positive significant effect on customer satisfaction with the
value of B = 0.544 and 0.391 respectively but tangibility has insignificant effects on customer

satisfactions.

This indicate that, poor systems, technology and absence of timely responses or services
were common problems in insurance industry hence the responsible worked to reduced such

problems.

48



CHAPTER FIVE
5. SUMMARY, CONCLUSION AND RECOMMENDATIONS

5.1 Introduction

This chapter summarized and discussed the main findings obtained from each research
questions. It also dealt with the conclusions derived from the analysis and recommendations
that can be used for future research.

5.2 Summary of Main Findings

This study aimed to examine the effects of Private and Commercial Motor Insurance service
quality on customer satisfaction in Nile insurance company, Addis Ababa branches only. The
variables for this research study are tangibility, reliability, responsiveness, assurance and
empathy as independent variables, while the dependent variable customer satisfaction.

To achieve the intended objectives the researcher used descriptive and explanatory research
design with both quantitative and qualitative research approach. To this effect the researcher
collect the relevant data from Nile insurance company customers and used 362
questionnaires to conducts this study. The collected data were analysis descriptively and

inferentially.

The respondents' demographic profiles were analyzed using descriptive statistics to identify
the basic features of the data. Among 362 respondents 60.8% of the respondents were male,
67.1% of the respondents were the aged between 26-40 Years, 76.8% of the respondents
were diploma and degree holders, 50.6% of them replied customers knowledge about
insurance were average, and also 42.8% of them had high knowledge about insurance

practices of the company.

Correlation was used to study the relationship between independent and dependent variables,
and regression analysis was done to examine the effect of leadership style on organizational
commitment. Based on the quantitative data analysis, discussion of results concerning the

research, the summary of major findings of this study is presented as follows.
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The major findings regarding the Pearson correlation results determine the relationship
between each motor insurance service quality dimensions and customer satisfaction
explained below. According to Pearson correlation results tangibility and empathy had
positive and strong correlation with customer satisfaction for the value of r = 0.724 and 0.733
respectively, since p=.000, which is less than 0.05. Moreover, responsiveness, reliability and
assurance had positive and moderate correlation with customer satisfaction as a value of r =
0.669, 0.649 and 0.620 consecutively.

In addition, Pearson correlation result, regression result showed all motor insurance service
quality dimensions (tangibility, reliability, responsiveness, assurance and empathy) have

positive relationship or significant impacts on customer satisfaction.

Particularly, empathy and tangibility have greater impacts (statistically moderate effects) on
customer satisfaction with the value of B = 0.377 and 0.331 respectively. Than assurance,
reliability and responsiveness were statistically less or insignificant effect on customer
satisfaction with the value of p = 0.280, 0.193 and 0.151 respectively.

The model summary of multiple regression revealed that 65.5% of the variation in customer
satisfaction is explained by tangibility, reliability, responsiveness, assurance and empathy;
the remaining covered by other factors which are not included in this study. As depicted in
the ANOVA table the significance value of F statistics is 0.000 which are less than 0.05. This
also shows that there is a significant relationship between the customer satisfaction and
independent variables motor insurance service quality. The study found that tangibility and

empathy to be a better predictor of customer satisfaction.

According to most open ended questionnaire and interview participants, the service delivery
of the insurance relatively well and carry out based on mutual contracts. Also, they agreed
that, the customers get expected indemnity from the insurance. However, delaying of service
provision, during indemnity and long process, absence of spar part and cost variation in the
market, absence of well-organized information and poor documentation, lack of awareness
creation to words insurance practice, the language barriers and misunderstanding during
contract or policy purchasing and lack of crane are the major challenges in accordance with

them.
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Some of the participants also believed, indemnity provision limited head office only, skill
gap of expert and their long process, unorganized profile request, poor knowledge customer
and complicated of garage bide, poor customer handling, Poor service delivery and
absence of controlling and monitoring mechanism were others challenge during service

delivery.

On the other hand, open ended questionnaires and interview participant’s suggest that, the
insurance company should provide effective and efficient insurance service and also
established well organized information system and give adequate information for customer

before policy purchase and renewal to minimize information barriers.

Furthermore, the company established effective awareness creation mechanism and carryout
timely, avoid unnecessary practice and process through well-organized system, company
policy should be written in Amharic to improved understanding of the issues, indemnity
provide within selected branches, every activities should be taken by company itself or
without the intervention of others body and the company used modern monitoring technology

to get information during accident on time.

5.3 Conclusion

This study examines the effects of motor Insurance service quality (tangibility, reliability,
responsiveness, assurance and empathy) on customer satisfaction in Nile insurance company,
Addis Ababa branches only.

The Pearson correlation result indicates that all independent variable (tangibility, reliability,
responsiveness, assurance and empathy) have a positive relationship with customer
satisfaction in the study area. As a result service quality measurement is an important issue to
meet customer’s needs. However, tangibility and empathy have strong relationship with
customer satisfaction in Nile insurance company. The other three independents’ variables
have moderate relationship with customer satisfaction. This finding was supported by

multiple regression result.

Regarding with regression result, all identified independent variables;- (tangibility,

reliability, responsiveness, assurance and empathy) were statically significant positive effects
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with customer satisfaction with some degree of variations. Among those tangibility and
empathy were greater impacts as compared with others predictor’s variables with the value of
B =0.377 and 0.331 respectively. This indicates that, service quality tangibility and empathy
were greater impacts to come up customer satisfaction in Nile Insurance Company. This
shows others service quality indicators needs more practices to satisfied customers. Open
ended questionnaire and interview participants agreed the service delivery of the insurance
relatively well and carry out based on mutual contracts. Also, they agreed that, the customers
get expected indemnity from the insurance.

On the other hand, assurance, reliability and responsiveness were statistically less or
insignificant effect on customer satisfaction. This issue confirmed by open ended
questionnaire and interview participants; delaying of service provision, during indemnity and
long process, absence of spare part and cost variation in the market, absence of well-
organized information and poor documentation, lack of awareness creation to words
insurance practice, the language barriers and misunderstanding during contract or policy
purchasing and lack of crane reduced the service quality and customer satisfaction in
accordance with them. In any service providers company the issues of responsiveness is a
critical point to meet their needs and the profitability of the company, therefore the insurance
company highly dedicated to improved service delivery time. According to (Fasil, 2009)
research studies and its finding show that, all service quality dimensions have positive and
significant impact on customer satisfaction in Ethiopian insurance industry with some

problems.

As a result, the company should provide effective and efficient insurance service and also
established well organized information system and give adequate information for customer
before policy purchase and renewal to minimize information barriers. Also, the company
established effective awareness creation mechanism and carryout timely, avoid unnecessary
practice and process through well-organized system, company policy should be written in
Ambharic to improved understanding of the issues and used modern monitoring technology

to get information during accident on time.
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5.4 Recommendations

The realization of service quality and the creation of satisfied customer are the means to
ensuring the sustainability of companies or business. As a result, this research shows the
current practice Motor Insurance service quality and its effects on customer satisfaction in
Nile insurance company. Hence, based on the research findings; the following suggestions
are forwarded bellows

The finding shows, Motor Insurance service quality diminutions (tangibility, reliability,
responsiveness, assurance and empathy) have positive significant effects on customer
satisfaction in Nile insurance company. Also, the service delivery of the insurance relatively
well and carry out based on contracts but delaying of service provision, indemnity long
process, absence of spar part and cost variation, absence of well-organized information and
poor documentation, awareness and crane are the major challenges.

As a result, the insurance company more emphasis on service quality diminutions of
tangibility and empathy because they are strong impacts on customer satisfactions.
However, service quality diminutions (responsiveness, reliability, and assurance) are the
other main elements to enhance customer satisfaction; hence company critically understands
the issues of those service quality diminutions to maximize the impacts on customer
satisfactions.

Particularly, the company should provide effective and efficient insurance service during
clam notification and indemnity and also established well organized awareness creation
mechanism and information system to reduced information gap and avoid unnecessary
practice during service provision.

Moreover, the insurance company should provide adequate information for customer before
policy purchase and renewal to minimize information barriers in the implementation of the
policy and used customer feedback for all round improvement. Again, the company
established effective awareness creation mechanism and carryout timely and the company
policy should be written in Amharic to improved understanding of the issues, indemnity
provide within selected branches to save time and cost, every activities should be taken by
company itself or without the intervention of others body and the company used modern

monitoring technology to get information during accident on time.
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The company provides skill gaps training for their employees and monitor and assessed
employees work performance through modern technology to minimize delaying of services

and avoid spar part and cost variation problems.

On the other hand, the insurance company creates awareness regarding with the rights and
obligations of customers and also the customer should understand the overall policy of the
company before contract, renewal and indemnity and also organized their insurance profile to

reduce unnecessary practices during service provisions.

Finally, the researcher recommends for further investigation in-depth regarding with
customer satisfaction in comparable with developed countries insurance policy with specified

variables

54



Reference

Abdoli, K., & Fereidunfar, S. (2008). Customer satisfaction models. Tadbir Monthly
Magazine, 182.
Ahmed, A. (2010). Global financial crisis: an Islamic finance perspective. International
Journal of Islamic and Middle Eastern Finance and Management.
Akalu, A. (2015). The effect of service quality on customer satisfaction in selected insurance
companies in Addis Ababa (Doctoral dissertation, Addis Ababa University).
Awoke, H., & Wollo, S. (2015). Service quality and customer satisfaction: Empirical
evidence from saving account customers of banking industry. European Journal of
Business and Management, 7(1), 144-165.
Beck, U. (2009). World at risk. Polity.
Berhanu, b. (2014). Effects and Prospects of Customer Handling in the Insurance Industry in
Ethiopia (A Case Study at Nile Insurance Share Company) (Doctoral dissertation, ST.
MARY'S UNIVERSITY).
Day, G. S. (1999). The market driven organization: understanding, attracting, and keeping
valuable customers. Simon and Schuster.
Demarso, Y. K., & Abba, B. A. (2020). Trade Competition among Insurers in Ethiopia: A
Critical Analysis. Beijing L. Rev., 11, 444,
Desalegn, B., (2017); The effects of service quality dimensions on customer satisfaction: the
case of nib Insurance S.C; ST. Marry*s University
Divandari, Ali, and Delkhah, Jalil. (2005). Developing and designing a model for measuring
customer satisfaction in the banking industry and measuring Mellat bank customer
satisfaction based on it. Journal of Business Research, 37, winter 2005, pp. 185-223.
Dorfman, M. S. (1998). Introduction to risk management and insurance
Edosa, G. T. (2014). Motor Insurance Industry and Its Role in Road Safety in
Ethiopia (Doctoral dissertation, Mekelle University).
Ekman, B. (2004). Community-based health insurance in low-income countries: a systematic
review of the evidence. Health policy and planning, 19(5), 249-270.
Elias, A., Nohmi, M., Yasunobu, K., & Ishida, A. (2016). Farmers’ satisfaction with
agricultural extension service and its influencing factors: a case study in North West

Ethiopia. Journal of Agricultural Science and Technology, 18(1), 39-53.

55



Fassil, A., (2009), The Impact of Service Quality on Customer Satisfaction and Loyalty in
the Ethiopian Insurance Industry, Addis Ababa University

Gondlal, S. (2010). Motor third-party liability insurance. World Bank.

Gonulal, S. (2010). Motor third-party liability insurance. World Bank.

Gronroos, C. (1988), Service Quality: The Six Criteria of Good Service Quality: Reviews of
Business, St John’s University Press, New York, NY.

Haghighi, M.; Moghimi, M; Keimasi, M. (2003) Service Loyalty: The Effects of Service
Quality and the Mediating Role of Customer Satisfaction, Management Science, No.
60-61: 53-72

Hailu Zeleke (2007). Insurance in Ethiopia: Historical Development, Present Status and

Future Challenges. Addis Ababa: Master Printing Press.

Helen, G., (2017); Assessment of service quality and its impact on customer satisfaction: the
case of Oromia insurance; ST. Marry*s University

James, S., Lyn, B., & Rowe, P. (2009). Claims Practice. The Chartered Insurance Institute,
Great Britain.

Jones, M. A., & Suh, J. (2000). Transaction-specific satisfaction and overall satisfaction: an
empirical analysis. Journal of services Marketing.

Kassim, N., & Abdullah, N. A. (2010). The effect of perceived service quality dimensions on
customer satisfaction, trust, and loyalty in e-commerce settings: A cross cultural
analysis. Asia pacific journal of marketing and logistics.

Krasnikov, A., Jayachandran, S., & Kumar, V. (2009). The impact of customer relationship

management implementation on cost and profit efficiencies: evidence from the US
commercial banking industry. Journal of marketing, 73(6), 61-76.

Kumar, M., Kee, F. T., & Manshor, A. T. (2009). Determining the relative importance of
critical factors in delivering service quality of banks: an application of dominance
analysis in SERVQUAL model. Managing Service Quality: An International Journal.

Lemaire, J. (1995). Bonus-malus systems in automobile insurance (Vol. 19). Springer science
& business media.

Levine, R. (1996). Foreign banks, financial development, and economic growth.

56



International financial markets: Harmonization versus competition, 7, 224-54.

Linnerooth-Bayer, J., Mace, M. J., & Verheyen, R. (2003, May). Insurance-related actions
and risk assessment in the context of the UNFCCC. In background paper prepared
for the UNFCCC Secretariat (UNFCCC, Bonn, 2003). http://unfccc.

Lodesso, S. L., van Niekerk, E. J., Jansen, C. A., & Miiller, H. (2018). Student satisfaction
regarding sService quality at Ethiopian Public Higher Education Institutions: A case

study. Journal of Student Affairs in Africa, 6(2).

Manedo, M. (2019). Assessment of Reward Management Practice the case of Nyala
Insurance SC (Doctoral dissertation, St. Mary's University).

Marczyk, G., DeMatteo, D., & Festinger, D. (2005). Essentials of research design and
methodology. John wiley & sons, Inc..

Mmutle, T., & Shonhe, L. (2017). Customers' perception of service quality and its impact on
reputation in the hospitality industry.

Mulugeta, B., Girma, M., Kejela, G., Meskel, F. G., Andarge, E., & Zerihun, E. (2019).
Assessment of youth-friendly service quality and associated factors at public health
facilities in southern Ethiopia: a facility-based cross-sectional study. BioMed research
international, 2019.

Ojasalo, J. (2001). Managing customer expectations in professional services. Managing

Service Quality: An International Journal.

Organization for Economic Co-operation and Development, (OECD, 3004).

Parasuraman, A., Zeithaml, V., & Berry, L. (1988). SERVQUAL.: a multiple-item scale for
measuring consumer perceptions of service quality. Journal of Retailing, vol. 64 :12-40.

Parasuraman, A., Zeithaml, V., & Berry, L. (1991). Refinement and reassessment of the
SERVQUAL scale. Journal of Retailing, wvol. 67(no. 4):420-450.

Parasuraman, A., Zeithaml, V., & Berry, L. (1994). Reassessment of expectations as a
comparison standard in measuring service quality: implications for future research.
Journal of Marketing, vol. 58(January):111-124.

Persson, A. (2007). Road traffic accidents in Ethiopia: Magnitude, causes and possible
Interventions. Lund University, Sweden.

Peter Wedge and Deborah Handley, (2005). Chartered Insurance Institute (CIl) Course book,
Claims Management (Non-Life), Cll Learning Solutions

57



Phillips, R. D. (1994). Financial pricing of insurance in the multiple-line insurance
company. University of Pennsylvania.

Rakhsha, R., & Majidazar, M. (2011). Evaluation of effectiveness of green marketing mix on
consumer satisfasction and loyalty:(case study: the East Azarbaijan Pegah Dairy
Company in Tabriz, Iran). Middle East Journal of Scientific Research, 10(6), 755-763.

Roff, N.A. 2004. Chartered Insurance Institute (CII) Course book, Insurance Claims

Handling Process, CIl Learning Solutions.

Sambasivam, Y., & Ayele, A. G. (2013). A study on the performance of insurance companies
in Ethiopia. International Journal of Marketing, Financial Services & Management
Research, 2(7), 138-150.

SCERT, S. (2006). General Insurance: vocational higher secondary teachers’ source book.

Government of Kerala, Department Of Education. Retrieved on 28 October, 2013.

Shode, K. T. (2017). Determinants and outcome of customer satisfaction at the commercial

bank of Ethiopia: Evidence from Addis Ababa. African Journal of Marketing
Management, 9(7), 107-119.

Teshome, E., & Demissie, E. (2021). Assessment of Tourist Satisfaction in the Simien
Mountains National Park, Ethiopia.

Thorne, T. C. (2003). The world's richest Indian: The scandal over Jackson Barnett's oil
fortune. Oxford University Press.

Tooth, R., (2012).An insurance based approach to safer road use. Sapere Research Group,

Australia.

Tsegaye, B., Asna, Y., & Derbew, Z. (2015). Comparative Analysis of Insurance Policies
and Advising System for the Prospective Public (Doctoral dissertation).

Tsegaye, B., Asna, Y., & Derbew, Z. (2015). Comparative Analysis of Insurance Policies
and Advising System for the Prospective Public (Doctoral dissertation).

Wedge P & Handley D (2003); Claims Management Study Course 820, The Chartered

Insurance Institute, Great Britain.
Zeithaml V.A., Parasuraman A. and Berry L.L. (1985). “Problems and Strategies in Services
Marketing”, Journal of Marketing ,

58



ANNEX 1. English Versions questionnaires

ST MARY UNIVERSITY

SCHOOL OF GRADUATE STUDIES

DEPARTMENT OF BUSINESS ADMINISTRATION (MBA)

Dear Respondents: - The objective of this questionnaire is to examine the Effects of Motor Insurance
Service Quality on Customer Satisfaction in  Nile Insurance S.C. The effects of motor insurance
service quality on customer’s satisfaction in Nile Insurance S.C focused on Addis Ababa branches
only. Your genuine and complete answers have great input to the outcomes of the research.
Therefore, the researcher is kindly asked you, to give valid responses to the questions below. The
answers you provide on each paper will use for research purpose only. The information generated in

the study will remain confidential hence no need to write your name on the paper.
Thank you in advance for your cooperation!

Part one: general Information about the respondents.

Instruction one: Answer the following questions by choosing the appropriate alternative

and tick mark (v") on the space provided.

1. Sex: 1) Male [ 2) Female [
2. Age: 1) 18-25,1 2) 26-40, ™ 3) 41-65, [ 4) above 65 [
3. Level of education that you have completed:
1) primary education ] 2) secondary education [ 3) Diploma [J
4) First Degree [ Second degree and above [
4. Duration of years, you have used company insurance service

1) 1-2vyears [ 2)3-4 years 1 3) 5-6years [ 4) above6years [
5. Yours knowledge about corporations insurance service delivery?

1) high 2) medium 3) low —
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Part Two, research focused questionnaires

Instruction one: This section aims to measure the effects of Nile insurance and its motor

service quality on customers satisfactions. The scale has five dimensions namely tangibility,

reliability, responsiveness, assurance and empathy. please answers the questions and indicate

your agreement and disagreement with the reasons given in the table below by putting X or a

tick mark (v') in front of your reasons only (1= strongly disagree 2= disagree 3 =partially

agree 4 = agree 5 =strongly agree)

Service measurement and its item description

strongly
disagree

1)

disagree

()

Partiall
y agree

(©)

Agre
e (4)

Strongl
y agree

()

1. Tangibility

1.1 Nile Insurances have modern looking

equipment

1.2. Nile Insurances physical facilities are

visually appealing

1.3. service provider employees are neat in

appearance

1.4 The appearance of the physical facilities is
in keeping with the type of services provided

1.5 all over service indicators flayers or other
information sources are available in Nile
insurance

1.6 Nile Insurances has its own state-of-the-art
system to monitor car accidents

2. Reliability

2.1. Nile Insurances provides its services at the

time it promises to do so

2.2. The employees are helpful to give
appropriate service

2.3. Employees of Nile Insurances ready to
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reduce misunderstandings by provides accurate

information to the customers

2.4. Employees are responsible to provide
insurance services

2.5. The time it takes to provide Nile insurance

service is sufficient according to your needs

3. Responsiveness

3.1. Employees in Nile Insurances tell you
exactly when the service will be performed

3.2 Nile Insurances employees understand

their customer

3.3 Employees of Nile Insurances gives quick

response for their customers questions

3.4 Nile Insurances employees worked closely

to provide prompt services for their customers

3.5 Nile insurance Employees are never too

busy to respond to customers’ questions

3.6 | have a good attitude towards Nile

Insurances as | have a quick insurance service

4. Assurance

4.1. Nile Insurances Employees have adequate
skills to provide appropriate service with

contract

4.2 Nile Insurances service are realistic

4.3. Nile Insurances employees provide
information-based solutions to build trust

4.4 Insurance service providers employees are

ethical

4.5 Nile Insurances employees treat customers

equally

4.6 The insurance agreement is clear for you
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5. Empathy

5.1 Insurance service providers employees gives

attention for their customers

5.2 Nile Insurances employees have great

experience to provide insurance service timely

5.3. Nile Insurances employees are worked
hard to meet the needs of their customers
according to the contract

5.4. Nile Insurances employees highly
understand the needs of customers

5.5 Nile Insurances awareness creation helps to

reduced unnecessary customers’ requests

6 Customer Satisfaction

6.1 In most ways the service level of Nile
Insurances close to my expectations

6.2 The service conditions of Nile Insurances
are excellent

6.3 | am satisfied with the service of Nile
Insurances

6.4 So far | have gotten important services
when in joined Nile Insurances

6.5 In most ways the Service level of Nile
Insurances is less than my expectations

Instruction three: please answers the following questions by writing on the space

provided.

1) In your opinion, how do you describe the appropriateness of the way the insurance

company provides services regarding with motor insurance?
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2) what are the obstacles or challenges in the service provision process and implementation

of vehicle iNSUranCe? ----------m-mommm e m-mmmmmmmmemeeeee

1) What remedial action should be taken to address the limitations of the insurance service

provided by the company and increase your satisfaction? Please eexplain in detail? ------------
Thank you!
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ANNEX 1. Amharic Versions questionnaires

NP0t “609° RuiCH A

POLHIN ALTLLNTENT SVL 92l TEVI°

@& PTGk FAFLLT PHY oom@P PGS AT PSRN ATV CAIAINT
ANNTG Teob NLMNET  AChF AL PTLLACE D TOhT 9°F WIL7.av0A NTST
AZINC T oolB ATINANN 1@ NAPII® ACNE  PaHEH0 L0F 0L9° Fmdo,
Mo 3PS CAININET OB (AN o000 OAYLTA Poom@d PGS OT4
A% 0ANC tooCmPA: DAPIY® ACAL U-N79° TEELT NTI°GS 077700
0-H29AG QAR OPY oAb A7SIPAANT MARNCT ATNEPAT: PULAM-T ovlE
P OAML- Pk CEmOP 1@ NFTIE®9° 1R AL N9°PT av19: ALNENTP I

NN Q7L Pavld AR PT hmPAL ovlB

aoanld,f WL n1-4 PPLO TLLLT7 NN hblNT A%74-6F avhhdh
TRANG@F 000l T NI 0F0r AL Px ®LI° P(v) AT NTIndan T
Lav\(\?

1. #2:1) o2& O 2) 0+ O
2. A% : 1) h18 -25 [0 2) h26-40 [ 3) h41-6 [ 4) h65 NAL -
3. PTIUCT LLE:
1) PavEavl@ L% HI°VCT [ 2) PUNTE LS TI°VCT 3) & Th7 -
4) PaoPovl P 871, [ 5) UATE 824 (CINHC) AS hiLg NAL .

4. A9°7 PR UL PIPT PRCEE PRGN AIATNT aomPbI® hEas.?
1) 1-2 9ovi [ 2) 3-4 oo+  [B) h5-6 Yoot ] h6 9oot (AL -

5. NA AT0-C770 AIANNCT  AMIACT  AONPES QA“LaAE T ANANCT  PALT
AP 9°77 PUA 1o-?

1) he s 7 2) evhhAf 3 3) HP+HE .
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heA vat:- ereE7? PST LHT 92900
nNeA AL

PHANChS W70 PAININT UG PAININT PATERGS

Tél AL PACNE  PAChZ  £48  h9°F 0TI ACHK® holadT AS
WG DTLAMD WIADNT ATAC AP LONAPA PoLAT £TC AL P(V)
FANT N99€:47 PPATIZT gami (Phbooml TCT PolonnT; 1= “nmye
AANTTNI 2="h AT, 3="(hdA ANTITINUY, A="A0TITIAU, 5="0M9°

ANTITIAYY)::

PAININT T ot aoA PP

nag®
AANT
“79° (1)

han
mg°
@

NhdA
aNo7970
U- (3)

Y ]
AU

(4)

nmg®
ano1970
U (5)

5. TarT (Tangibility )

1.1 G2A AFST0 AT POLATOTFD HooGP
o Le DT adrt

1.2, G2A A HreTN PULMPPVTF D aoINIEPT ARL S
T¢é-h. STa-

1.3 A1 €7L0Mm  OGHETF A0S PoLaN
hdélAN hATFor

1.4 SEA a3he7N WIATNT CTLATWVT @ oA L LT
heLam-t CAINTINT GRHPTF IC PULNTOT o

1.5. NA GRA a7(te-7 ANG-C ovlB P7LOM (146
OLP T 0BI° AT ovl8 oopemy, oo P1LT NPAN AT
79T SFAN

1.6 £CEH: hLIPTF N9°7 U-BF AILLLN: C7LhIFANT
P¢-0 HooSP Chne-C ACYT hhar

6. T9°7T711 (Reliability)

2.1. &CEA M@ oo0lT hNLAL PAINCH0 TEEDPT)
Lavh\AA

2.2, ARG OGATT AL PO ACALA PULAMS
+00CPT ST

65




2.3. PECEE NTTF WeART 1nnnG ovls
ALNGET Nooamt Adee 00T A18525C £LCIN:

2.4, OHETF WA oot PALIT®7 NATN-
LoMh-

2.5. PATNGTHN AIATET Aot CULo0La- LH hnP
SN WG 0E o

7. AT AT (Responsiveness)

3.1. PGLA AGMNETH O FRT LHPTF PTLLANTT
AT P ATLTLETT hhA 857160

3.2 PATOCTH OGFET PRTING T T G 24250

3.3 AF0¢30 @A 0@ go0LT A, Pooed Ti4F
NP+ SAMA

3.4 PaIE10 AC-ARTF AN, ACLH Agohmt
TelCOm- BOE-M3:

3.5 PGLA AWINHETN AT ET OTIAIRT TLE
Aagvavph hL.LHao-P°

3.6 4M7 P00 AN 021775 ALCTE aoAhg®
hoopil hA

8. ACIM 1t (Assurance)

4.1.06FFTF P OF°T°1rET 0A00: N0 +CT9° -0,
AN ool PULENTA N hvAeT AT

4.2 P3G DNk NoolB L1245 7717 10

4.3. P10 G AIATNT COLOAM AT aohTYav
ATRSC NoolE O+L14 Poogitch, VANTT £4CON

4.4 hhL)D IC OHLPH AT PULOAM Wt ST
nny 9°0C 3% STFo-

4.7 a0 AN POLAM (AT LTINGTT
NairA he7 £

4.8 Pa0¢10 AIADNE POA OGP T NG 0>

5. Pavl&%t A¥9° (Empathy)

51 PAT0CTIN WA POLAM NATET ALTINGT
Tt BOMA-

5.2. PAI0ETIN  AINDNT POLOAM WETET AIA DN
NOP+ Coohm APSTO® he 5 10

5.3. P 1 ¢ WIATNT £ULOM  OEHTET M@0
oo\t PRTINGTT GATE ATLTIAT hANT @ B0d-N

5.4. P30 ¢ AIATNT €OLOAM  NGFET NN
PULPCH TLELPTIT FANIFT@F CovlSt Thod heHs

66




1~

55 &CEA NTLeNS@- 10 ¢77MN. oodaNeaS HooSP
Pane-C NCYF 1IN, LAV TLEPTF a18LPCN 1Ll
TAA

6 PL70% Achd- ( Customer Satisfaction)

6.1 PAF0S30 AN £4K5 hmNd T 2C
oMy 1@-

6.2 P&CEE PTG AINTNT AONT
nmM° T4 1.

6.3 N&CEE PTG AIAINT WOMT AWlnFav-

6.4 ha7(v¢70  &CPE I2C NINGT $23 Mo,
WINPT TT ATIFAU-

6.5 NIk TICT PHY AHNE-70 AINTINF AGNT
£L8 D9k 0T .

avand @ OO - ACLNTEAT PPERPT W18 A PPPTo- hPCT 10D oo LAm

1) NACA®2 ALJ: - FGhChe A-IPT N1°1.2CANT @P 1 PATA-CT0 L CP:
NI T Aovhmt PO 0T a1 L 0 H7 R78 T L1A0-JA (INHCHC
L700-?

2) Nara. oot -0, PP ¢FGCE PATACIN AIANNT A“1TT T+ T ed
N°72.+COHNT Pt oOThA ©L9° +ASCT CoUPT H4PT7 LHCNHS?

1) NLCE-1: P2.0mm PATTN-CI0  AIANT AL PoL0TPA. @-0T18T7
AG IS PACAL T ACQT he A“1L:4 9°7 9°77 Covqtdh, ACY°E oo L
AANT? NHCHC L00-?

AsPn7907

67




ANNEX 2. Interview question

ST MARY UNIVERSITY

SCHOOL OF GRADUATE STUDIES

DEPARTMENT OF BUSINESS ADMINISTRATION (MBA)

Interview questions

1.

2.

What are the major objectives Nile Insurances? Please explained in details?

Discussed motor insurance practices/overall work conditions regarding with
customers? In yours opinion, Nile Insurances intended objective successfully
achieved regarding with customers satisfaction and the provision of quality service?
Please discuss in details?

What are the major tasks to retain and attract customers in yours insurance company,
indicate level of customer’s satisfaction and also discusses the mechanism to satisfied
customers?

What are the major challenges in the provision of quality service and customers
satisfactions?

What are the possible mechanisms to improved motor insurance services and
customers satisfactions Nile Insurances? Please discuss in details?

Thank you!
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