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Abstract

Customer satisfaction is a critical factor for service organization like insurance
companies. Company’s sustainable growth revolves around the satisfaction of customers.
Thus, this study focused to investigate the effect of service quality on customer
satisfaction and to examine the relationship between the five service quality dimensions
and customer satisfaction. In addition it tries to assess the level of customer satisfaction
and quality service offered by NIC. In order to attain the research objective, descriptive
and explanatory research designs have been employed and both primary and secondary
sources of data were used. Questionnaire was designed and categorized under five
dimensions of the SERVEPERF model for 391 customers. Then the collected data
analyzed with the help of SPSS version 26. Background information of respondents; and
respondents’ perception on service quality and satisfaction are analyzed under descriptive
statistics such as frequency, mean and standard deviation techniques. Besides, to
investigate relationship between service quality dimensions and customer’s satisfaction
and the impacts of service quality dimensions on customer satisfaction correlation and
regression analysis techniques are applied respectively. The finding indicates that the
performance of NIC in providing quality service is high and customers are satisfied. The
result also indicates that all service quality dimensions have a positive correlation with
customer satisfaction while Reliability and Tangibility have significantly correlated. The
research proves that service quality has a positive and significant effect on customer
satisfaction while reliability, responsiveness and assurance dimensions plays the most
important role in customer satisfaction level. So NIC can improve its customer

satisfaction level more by focusing on these service quality dimensions.

Key words: Tangibility, Reliability, Responsiveness, Assurance, Empathy, Customer
satisfaction, SERVEPERF model.



CHAPTER ONE

INTRODUCTION

1.1 Background of the Study

To remain competitive, service organizations must deliver quality service to their customers.
In the recent years, like other sectors they have realized the significance of customer centered
philosophies. They are also using Service Quality as an important differentiator and a path to
success. l.e., Services business success has been associated with the ability to deliver
superior service (Gale, 1990). But, companies face difficulties in measuring the quality of
services offered to customers. Because unlike measuring the quality of goods, the
measurement of the quality of services offered by the companies is difficult due to the unique

features of the service.

Hence, one way of measuring the quality of services offered by the service provider is the
measurement of the customer's perception of the quality of service they are experiencing
from their service providers. Academicians and researchers have proposed several
approaches to service quality. Some of them are dimensions of service quality, gap analysis,

the design approaches and direct application of quality know-how from goods to services.



SERVQUAL (Parasuraman, Zeithaml, and Berry., 1988) is the most widely used service
quality measurement tool. SERVQUAL scale measures service quality, based on difference
between expectation and performance perception of customers using 22 items and five-
dimensional structure. However, SERVPERF model is the most advantageous among the
available quality models to calibrate service quality by virtue that it focuses on measuring the

perception of the clients regarding the quality of the service received.

Insurance industry is one of the world's most known service industries which is very
important for economic progress. In an increasingly global community and market place,
Insurance service makes possible to spread mega risks throughout the world instantly. The
trend of insurance companies shifting from a product-focused view to a customer-focused
one has been developing recently as insurance products become increasingly hard to
differentiate in fiercely competitive markets. It is becoming desirable for insurance
companies to develop a customer centric approach for future survival and growth. So,
insurance companies must design a strategy to achieve the standard of best insurance service
which ultimately result in customer satisfaction and an increased market share and

maximized company profit.

Nib insurance company (NIC) is one of the 18 insurance companies operating in Ethiopia.
The general assembly of the company formally approved establishment of NIC on November
11, 2001 and the company formally commenced its operations with four branches in Addis
Ababa on May 2, 2002. There were 682 shareholders who contributed a capital of about Birr

14 million.



Currently the total paid up capital has reached to Birr 250 million and the number of
shareholders increased to 1,014. The company undertakes its operations through its head

office, 42 branches office for the Genera Insurance and 1 Life Assurance branch.

Nib Insurance as a service provider gives attention to service quality and prepared strategic
plan which incorporate service excellency as one of the five strategic pillars for strategic year
2020/21 to 2025/2026 with a vision of being a leading private insurance company in Ethiopia
that guarantees peace of mind to its customers through offering agile insurance solutions by

the year 2025.

This work analyzes the user’s quality perception of the services provided and its effect on
customer satisfaction in NIC using SERVPERF model and provides constructive
recommendation for the company. Besides it provide benefits to the local insurance company

or to others with related criteria.

1.2 Statement of the Problem

Service Quality improvement is a key issue that determines the survival of the insurance
companies because, unsatisfactory customer service leads to a drop in customer satisfaction
and unwillingness to recommend the service to a friend (Lukmaan, 2013). This would in turn
lead to an increase the number of customers' shift to the competitors.

Customers in the insurance industry of Ethiopia have many complains about efficiency and
lack of quality excellence in the service they get (Zeleke, 2007). According to the data
acquired from a review of the workshop resolutions of the company and reports of the
National Bank of Ethiopia, NIC’s share in the market has been in a declining trend since
2015/16 budget year to 2019/20 from 7.4% to 4%.
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In addition, based on the years long work related observations and the discussions made with
certain employees, the researcher has already noted that there exists a flaw on the quality
aspects of the service during both underwriting and claim services. There are a lot of
complains on claim services, and visible poor customer handling quality on some
underwriting employees of the company.

Therefore, the researcher is motivated to contribute to this area by examining the effects of
service quality on customer satisfaction in NIC. In addition to overcoming this problem, few
published studies which were conducted in Ethiopia focused on the industry level,
specifically at regional level, cities, and sub cities level. However, there is a limited
published study on individual company level. According to Davidow and Uttal (2009) and
Rampersad (2001), the dimensions of service quality and their effect on customer satisfaction
vary within different countries, institutions and even cultures. So, those studies that have
been made at industry level or at another company cannot exactly represent Nib Insurance.

Based on this, the study aims to answer the following questions.

1.3 Research Questions

The study basically answers the following questions:
1. What is the level of service quality as perceived by customers in NIC currently?
2. What is the level of overall customer satisfaction in NIC?
3. What is the relationship between the five service quality dimensions and customer
satisfaction at NIC?
4. Which of the service quality dimensions do significantly affect service quality in

NIC?



5. What is the extent to which service quality dimensions explain customer

satisfaction?

1.4 Research Objectives

1.4.1 General objective

The general objective of the study is to assess service quality excellence and its effect on

customer satisfaction in insurance company a case of Nib insurance company.

Specific objectives that were measured to achieve the general objective were:

®© To assess the level of service quality as perceived by customers in NIC currently.

®© To investigate the level of customer satisfaction in NIC.

® To examine the relationship between the five service quality dimensions and
customer satisfaction at NIC.

®© To identify the service quality dimensions that do significantly affect customers’
satisfaction in NIC.

®© To evaluate the extent to which service quality dimensions explain customer

satisfaction in NIC.

1.5 Significance of the Study
This particular study will enables the student researcher to have an academic knowledge
on conducting research and contribute to partially fulfill the requirements for the Degree
of Master of Business Administration. In addition the finding of this study will benefit the

management of Nib insurance in the move to improve service quality and excel for



competitiveness. Besides, the study will provide useful suggestions to other stake holders
like shareholders, employees and investors to the improvement of service that the

company offered.

1.6 Scope of the study
This study was restricted and focused on the assessment of service quality and its effect
on customer satisfaction in insurance companies and relies on customer’s perception
towards the 5 service quality dimensions. In order to address the research objectives, the
study was delimitated to Nib insurance. The research has been conducted on the
customers of NIC that are situated in Addis Ababa. Because, as per the data acquired
from internal sources, the majority of the company’s transaction and business is secured

from the customers in the capital.

1.7 Limitation of the study

Due to time constraint, it was not possible to broaden the study to see the relationship
between city and outlying branches customers’ service level in terms of their perception

with respect to the need for insurance service.

1.8 Organization of the Study
This study was organized into five chapters. The first chapter introduce and provides a
description of the background, statement of problem, research questions, objectives of the
study, significance of the study, scope of the and limitations of the study. The second,
chapter includes related literatures that are the concept and theories of service quality and
measurement of service quality excellence. The third chapter explores research design

and methodology. The fourth chapter presents the analysis and the interpretation, while



the last chapter (chapter five) provides the summary of findings, conclusion and

recommendations based on the findings.



CHAPTER TWO

LITERATURE REVIEW

2.1 Theoretical Literature
2.1.1 The concept of Service
Service is defined as a process consisting of a series of more or less intangible activities
that normally, but not necessarily always, take place in interactions between the customer
and service employees and/ or physical resources or goods and/or systems of service
provider, which are provided as solution to customer problem (Gronroos, 2000).
Features of Service
The following are feature of service as identified by (Mudie & Pirrie, 2006):
Intangibility: intangibility is the main feature of service. Service cannot assure the quality
because it cannot count, measured, tested, verified and inventoried in advance of sale.
Most of the firms find it difficult to understand how customers consider their services and
evaluate the quality of their services.
Inseparability: there is a marked distinction between physical goods and services in terms
of the sequence of production and consumption. Services are sold, produced and
consumed at the same time. Whereas goods are first produced, then stored and finally
sold and consumed, services are first sold, then produced and consumed simultaneously.
Heterogeneity: An unavoidable consequence of simultaneous production and
consumption is variability in performance of a service. The quality of the service may

vary depending on who provides it, as well as when and how it is provided.



Perishability: Services cannot be stored for later sales or use. As services are
performances they cannot be stored. If demand far exceeds supply it cannot be met, as in
manufacturing, by taking goods from a warehouse. Similarly, if capacity far exceeds

demand, the revenue and / or value of that service is lost.

2.1.2 Insurance Industry Services

Insurance is a special type of contract between the customer i.e. the insured and insurance
company the insurer which reduces or eliminates the risk of life and property loss. The
agreement is on which the insurer agrees to pay the insured for any financial losses
arising out of any unexpected events in return for a regular payment called “premium”.
The principles of insurance works on the concept that large number of people exposed to
a similar risk makes contribution to a common fund and those who suffer loss due to the
occurrence of any uncertainties or risk are compensated from this fund. (Vijayalakshmi

and Keerthi, 2007)

As insurance products had become increasingly hard to differentiate in fiercely
competitive markets, insurance companies appeared to have directing their strategies
towards increasing customer satisfaction and loyalty through improved service quality.
The trend of insurance companies shifting from a product-focused view to a customer
focused one has become phenomenal event. There is a need for the insurance companies

to shift from the policy centric to becoming customer centric.

Many articles had advocated that it is timely for insurance companies to follow other
service organization to develop a customer centric approach for future survival and

growth. The customer centric approach espoused that prompt, efficient and speedy
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service alone will entice the existing customers continuing to subscribe to the
organization service whilst inducing potential customers to try the services of the

company (Ahmed, 2012).

2.1.3 Quality management

Quality is one of the five key objectives of operations alongside with cost, flexibility,
material management and delivery. While quality management is cross-functional in
nature and involves the entire organization, operation has a special responsibility to
produce a quality product for the customer. This requires the cooperation of the entire
organization, the operation manager has a special responsibility to produce a quality

product or deliver a quality service for its customers. Schroeder, (2006).

The definition of quality depends on the role of the people defining it. Most consumers
have a difficult time defining quality, but they know it when they see it. Since quality can
be several things at the same time and may have various meanings, according to the
person, the measures, applied and the context within which it is considered. The difficulty
in defining quality exists regardless of product, and this is true for both manufacturing
and service organizations. There is no single universal definition of quality. Some people
view quality as “performance to standards”. Others view it as “meeting the customer’s
needs” or “satisfying the customer”. Let’s look at some of the more common definitions

of quality.

“Quality is the search for excellence”

The ‘search for excellence’ is inbred in a Darwinian philosophy for the survival of the

fittest. Quality is thus an expression of this excellence, which leads one firm’s product to

10



dominate another, and to guarantee its survival by image of quality. Over time,

excellence creates an image and quality. Trapiero, (1996).

“Quality is in the eye of the beholder”

Heizer and Render(2006), demonstrated that quality is the ability of a product or service
to meet customer needs, or quality may be in the eyes of the beholder, but to create a
goods or a service, operation managers must define what the beholder (the customer)
expects. Thus, the characteristics that connote quality must first be defined through
research (user based approach to quality). Then the characteristics will be translated to
specific attributes of a product (product based approach of quality). Then, the
manufacturing process is organized to ensure that products are made precisely to
specification (a manufacturing based approach to quality). A process that ignores any one

of these steps will not result in a quality product.

“Value for price paid”

Quality is defined in terms of product or service usefulness for the price paid is a
definition of quality that consumers often use for product or service usefulness. This is
the only definition that combines economics with consumer criteria; it assumes that the
definition of quality is price sensitive. Chase, B., J. Aquilno & R. Jacob. (2002).
Moreover, G. Schroeder, (2006) point out a more comprehensive definition of Quality
can be formulated by defining quality from four dimensions: Quality of Design, Quality

of Conformance, the “Abilities” and Field service.

Thus, whether the product is a service or good, quality can be defined by, Quality of
Design (determining specification before the product is produced), Quality of

11



conformance (means producing a product to meet the specifications), Ability:
availability, reliability, and maintainability are another dimensions of quality, and Field
service, the last dimension, represents warranty and repair or replacement of the product

after it has been sold. Schroeder, (2007)

Key characteristics of service quality can be difficult to define due to the highly
subjective nature of service quality. This is underlined by Deming (1986) when he stated
that; quality can be defined only in terms of the agent. In essence, ultimately this means
that it is the consumer that will form a judgment about the quality of any given service
that they receive. Service quality is the consumer’s judgment about an entity’s overall

excellence or superiority (Zeithaml, V., Berry, L. and Parasuraman, A., 1986).

A further complexity in trying to understand the service quality is its dynamic nature.
Firstly, the speed of a consumer’s reaction to service quality is immediate, compared, for
example, with the speed of reaction to manufactured goods. Additionally, because of the
immediacy of the consumer’s service quality evaluation, attempting to understand a
consumer’s reaction to a future service cannot be ascertained today as consumer needs
and expectations continually change. Therefore, the relevant characteristics are those

which are important to each individual consumer at a specific point of time.

2.1.4 Customer Satisfaction

Many researchers have looked into customer satisfaction. Kotler (2000) defined
satisfaction as: “a person’s feeling of pleasure or disappointment resulting from
comparing a product’s perceived performance (or outcome) in relation to his or her

expectations”. Hoyer and Macinnis (2001) said that satisfaction can be associated with

12



feelings of acceptance, happiness, relief, excitement, and delight. According to
Hansemark and Albinsson (2004), “satisfaction is an overall customer attitude towards a
service provider, or an emotional reaction to the difference between what customers

anticipate and what they receive, regarding the fulfillment of some need, goal or desire”.

Giese & Cote, (2000, p.15) clearly state that there is no generic definition of customer
satisfaction and after carrying a study on various definitions on satisfaction they came up
with the following definition, “customer satisfaction is identified by a response (cognitive
or affective) that pertains to a particular focus (i.e. a purchase experience and/or the

associated product) and occurs at a certain time (i.e. post-purchase, post consumption)”.

From this definition, it is clear that insurance customer satisfaction is determined by

insured’s perception on the pre and post services.

Organizations that consistently satisfy their customers enjoy higher retention levels and
greater profitability due to increased customers’ loyalty, Wicks & Roethlein, (2009,

p.83).

2.1.5 The Relationship between Service quality and Customer Satisfaction

Since customer satisfaction is considered to be based on the customer’s experience on a
particular service encounter, (Cronin & Taylor, 1992) it is coherent with the fact that
service quality is a determinant of customer satisfaction. Regarding the relationship
between customer satisfaction and service quality, Oliver (1993) first suggested that
service quality would be antecedent to customer satisfaction regardless of whether these
constructs were cumulative or transaction-specific. Some researchers have found
empirical supports for the view of the point mentioned above (Anderson & Sullivan,

13



1993); where customer satisfaction came as a result of service quality. In relating
customer satisfaction and service quality, researchers have been more specific about the
meaning and measurements of satisfaction and service quality. Satisfaction and service
quality have certain things in common, but satisfaction generally is a broader concept,
whereas service quality focuses specifically on dimensions of service. (Wilson et al.,
2008, p. 78). Although it is stated that other factors such as price and product quality can
affect customer satisfaction, perceived service quality is a component of customer
satisfaction (Zeithaml et al. 2006, p. 106-107). This theory complies with the idea of
Wilson et al. (2008) and has been confirmed by the definition of customer satisfaction
presented by other researchers. Some authors have agreed to the fact that service quality
determines customer satisfaction. Parasuraman et al., (1985), proposed in their study that
when perceived service quality is high, then it will lead to increase in customer

satisfaction.

2.1.6 Service quality Measurement Models

2.1.6.1 The SERVQUAL model

The SERVQUAL model was developed after a study of both customers and executives in
different service organizations. The model, which ensued, conceptualizes service quality
as a gap between customer's expectations (E) and the perception of the service providers'
behavioral performance (P). According to the model, service quality should be measured
by subtracting customer's perception scores from customer expectation scores (Q=P-E).
The greater the positive score, the greater the positive amount of service quality or vice
versa (Parasuraman et. al., 1985). The basic idea behind the model is that customer

perception of service quality is affected by four gaps or deficiencies which occur on the

14



provider's side. Therefore, it is up to the marketers and operation managers to focus on
these critical gaps in order to control gap five which is consumer orientated and the focal

point of the model (Zeithaml, V., Berry, L. and Parasuraman, A., 1991).

This formulation of service quality has received a great deal of criticism (Buttle, 1996).
Firstly, the conceptualization of expectation as a comparison standard in the model is a
difficult concept to quantify. Secondly, if the variables are difficult to quantify then, by
implication, the gap score becomes that much less secure as a measurement. Thirdly,
conceptual inadequacy leads to operational misconceptions and misinterpretation of the
gap formulation. Fourthly, there is cause to doubt the universal quality of SERVQUAL
dimensions. Finally the administration of the two instruments -expectations and

performance- cause boredom and confusion.

Reeves and Bedner (1994), suggest that models based on expectations have some
inherent weaknesses, such as the changeable (dynamic) nature of expectations. This

throws doubt on the applicability of expectation statements in measuring instruments.

2.1.6.2 SERVPERF Model

Although the elements listed in SERVQUAL model have been proven to be the main
method for evaluating service quality from the consumer’s perspective (Brown, T.
J.,Churchill, G.A. and Peter, J.P. (1993), drawbacks in using SERVQUAL in measuring
service quality has been the reason that the SERVPERF scale was proposed by Cronin &
Taylor (1992), cited in Jain et al. (2004). Cronin and Taylor (1992) suggested nullifying
the expectation portion from the SERVQUAL. They argued that only the performance

dimension could predict behavioral intensions. They meant that higher perceived
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performance entails higher quality service so they termed their measurement model as
SERVPERF, meaning Service Performance. In this new model, Cronin and Taylor (1992)
proceeded to measuring performance (perceived service) with the same dimensions as
reliability, responsiveness, assurance, tangibles, and empathy for service quality
measurement instead of ‘“expectation perception” difference. The research finding
showed SERVQUAL factors are inconsistent, and SERVPERF is a more accurate
measurement for service quality in comparison with SERVQUAL( Cronin & Taylor,

1994).

2.1.7 The Five Dimensions of Service Quality

Since the development of SERVQUAL by Parasuraman, Zeithaml, and Berry (1985),
service quality has been widely researched and applied in different types of industries.
SERVQUAL is a ‘diagnostic tool that uncovers a firm’s broad weaknesses and strengths’
in service quality (Hoffman and Bateson, 2006) SERVQUAL scale is a principal
instrument in the services marketing literature for assessing quality (Parasuraman et al.,
1991; Parasuraman et al., 1988). The results of the initial published application of the
SERVQUAL instrument indicated five dimensions of service quality emerged across a
variety of services. These dimensions include tangibles, reliability, responsiveness,

assurance and empathy (Zeithaml et al., 1990)

Tangibles: Is the physical evidence of service,

Reliability: involves consistency of performance and dependability,

Responsiveness: concerns the willingness or readiness of employees to provide services,

16



Assurance corresponds to the knowledge and courtesy of employees and their ability to

inspire trust and confidence, and finally,

Empathy: pertains to caring, individualized attention that a firm provides its customers

(Lassar et al., 2000).

2.2 Empirical Review

The empirical literature survey helps the development of the theoretical framework and
hypothesis for testing. There have been a lot of studies conducted in the field of service
quality and customer satisfaction in various service industries in both at the national and

international level. Let summarizes some of them chronologically:

Rama et al. (2011) conducted the study to examine the service quality perceptions of the
customers of public sector and private sector banks in the city of Visakhapatnam, India.
A total of 300 respondents were surveyed by using the universally accepted SERVQUAL
model in which 42 quality measurement parameters are used under the five dimensions of
service quality: Tangibles, Reliability, Assurance, Responsiveness, and Empathy. The
study reveals that the Reliability and Assurance dimensions of service quality scored the
highest ratings while the Tangibles dimension got the lowest score. Moreover, the study
found a strong dissimilarity in service quality perceptions between customers of private

sector and public sector banks.

Satendra et al. (2011); examined the relationship between service quality and customer
satisfaction among group of customer towards the public sector banking industries in

India. The study is cross sectional and descriptive in nature. Service quality consists of

17



service product, service delivery and service environment, whereas service product refers
to the technical quality of service, service delivery refers to functional quality and service
environment refers to internal and external. 400 questionnaires distributed to the
customer of different department and agency, where 304 is returned back. The
hypotheses were tested using the multiple regressions. The finding indicates that service
product is significantly and positively related to customer satisfaction; however, service

delivery and service environment are not significant predictors of customer satisfaction.

Houn et al. (2012); The purpose of their study is to build a broader understanding of the
determinants of customer satisfaction throughout the financial services industry by
incorporating the perceptions of fairness in service delivery (FAIRSERV) and outlining
why and how FAIRSERYV is important to customer satisfaction. The researchers conduct
a cross-sectional questionnaire survey, including samples of 420 customers from the
financial services industry in Taiwan. PLS-Graph is used to evaluate the measures of
reliability as well as validities, and to test the hypotheses. The results show that fair
service not only has a significant impact on customer satisfaction, but also plays a role
equivalent to service quality in determining customers ,,trust and perceived value, which

in turn lead to customer satisfaction.

Yet other empirical finding revealed in the years 2008 and 2009 by Hossein Vazifehdustl
and Sahel Farokhian (2013), conclude the most important success factor for customer
satisfaction in Iranian insurance companies is trust. It means that insurance companies
should adhere to their obligations. Insurers believe the factors such as behavior and

dealing effectively with the insured, ability of insurance agents to transmit accurate
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information, establish long term relationships with customers are the important factors in
the success of the insurance industry. Other factors such as quality, appearance and

packaging, and internet activity is of minimal importance.

The noteworthy point is that calling up is one of the most important factors in customer
satisfaction and insurers success and this is a specific study tailored to reflect the Iranian
insurance industry. The Iranian insurance industry shows some similarity with the

Nigerian insurance industry.

Djalalie (2011); examined the perception of service quality and loyalty among customers
of Ethiopia insurance company. Service quality was measured using seven dimensions
which were: Access, quality, Infrastructure quality, Responsiveness, Competence,
Courtesy, Problem Solving quality and Credibility. Data were analysed using GAP
analysis, factor analysis, and correlation analysis. The finding reinforces the need for
Insurance managers place an emphasis on the underlying dimensions of service quality,

and should start with improving service quality in order to raise customer satisfaction.

Goiteom (2011); in his study of Factors influencing the choice of banking services, reveal
that the most two important bank selection criteria for customers are “convenience” and
“service provision” for the entire customers while it is “bank’s image” as the second most
important factor for male customers. On the other hand, the least two important factors of
bank selection for customers are “financial benefits/technology”, “reputation” and
“promotion strategy” whereas “attractiveness” for female customers. The findings, it is

recommended that hierarchical information integration may be a potentially useful
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method for bank managers to study complex decision making problems such as bank

choice.

Banking service quality study done by Mesay, (2012) aimed at assessing the service
quality of private banks and its impact on customer satisfaction. The study also tried to
test the relationship that exists between customer satisfaction and their loyalty. The mean
score values for service quality dimensions was between 2.6 and 3.4. This indicates that
improvements of service quality should be conducted on all the five service quality
dimensions, especially the dimensions of responsiveness and empathy. This study also
found a positive relationship between all service quality dimensions and customer
satisfaction .Accordingly, the results of this research paper confirmed the theory of
literatures regarding the relationship between service quality dimensions and customer
satisfaction. Although this research provides some significant insights into service quality
in Ethiopian banking industry, there is still a chance to extend the findings to gain a more
comprehensive understanding of the nature of banking services. The future research may
highlight the service quality in banking in total, comparative analysis on SERVPERF
scores in different types of banks and comparative analysis on SERVQUAL and
SERVPEREF scores in banking industry. So it left for comparative analysis using other
methods without having the analysis by the study. Moreover the study focused on the

customer loyalty aspect of the banking industry.

Akalu (2015); Adopt GAP model to analysis the data found by studying the effect of
service quality on customer satisfaction in insurance companies, concludes that five

service quality dimensions have positive and significant relationship with customer
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satisfaction. The study presented that the selected insurancOe companies in Addis Ababa
were not providing the level of service quality wanted by customers. The findings
suggested that the insurance companies need to improve all the dimensions of service

quality.

Hirut (2015); in her study of The effect of service quality on customer based brand
Equity (a case of commercial bank of Ethiopia), she clearly states that Service quality is
considered as a important instrument for a firm’s effort in order to distinguish itself from
its competitors and effective application of those five dimensions of service quality have
a significant effect on customer based brand equity. Service quality is vital to the
development and infuses strong and dominant brands because it enhances perceived
superiority of the brands or customer based brand equity on the side of existing and
potential customers and helps to distinguish brands from other similar service providers

in competitive markets.

The study conducted by Shambachew, 2015 entitled “Service Quality, Customers™
Satisfaction and Loyalty” the research aimed at examining the level of customers”
satisfaction and loyalty with respect to the current service being delivered at the target
insurance companies. The study examines the level of customer satisfaction by using
SERVQUAL model. The study shows that reliability is the most dominant dimension
then responsiveness, assurance, empathy follows reliability respectively. The other
service quality dimension tangibility is found to be less important dimension of service
quality and customers satisfaction. In addition the study shows that customers™

satisfaction is positively related with customers® loyalty.
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An exploratory study conducted by Dawit, 2015, entitled “Comparative Analysis of
customer’s perception performance of Service quality in two selected Insurance
companies” the study used SERVQUAL model to assess perception performance of
service quality in two selected insurance companies which are Ethiopian insurance

corporation

(EIC) and Nib insurance company (NIC). The study shows that customers®™ expectations
are not met in both insurance companies. EIC has higher average negative gap scores for
all dimensions. Reliability, Responsiveness and Empathy have higher negative gap score

than NIC but tangibility and Assurance has higher negative score in NIC than EIC.

2.3 Conceptual Framework

The general idea from the past literature is that there is a relationship between customer
satisfaction and service quality; also that service quality could be evaluated with the use
of five service quality dimensions: reliability responsiveness, safety, empathy and
tangible elements and SERVPERF model, one of the most important in this type of
studies, assesses the perception of clients based on five criteria A research model is
developed to find out the interrelationships between service quality, and customer

satisfaction in Nib Insurance Company S.Co. The research model is as follows.
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Figure 1: Conceptual Framework

Source: Parasuraman et al, 1988
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CHAPTER THREE

RESEARCH DESIGN AND METHODOLOGY

3.1 Research Approach and Design
The data collected from the respondents has been measured in terms of the
number of responses replied by them. In this practical case, quantitative approach
was appropriate to be employed. Regarding the purpose of the research,
descriptive and explanatory designs have been employed. The descriptive
statistics was used to assess service quality and customer satisfaction. And
explanatory design was also employed to investigate cause-and-effect

relationships.

3.2 Population, Sample Size and Sampling Procedure
First customers in Addis Ababa are selected using convenience to obtain those people
that are most conveniently available due to scattered geography of the customers and
time constraint. Then the required sample size of respondents from Addis population was
selected using simple random sampling technique where every customer has an equal
chance of being selected for the sample.
Accordingly, the population for this study were customers of Nib Insurance in
Addis Ababa. The number was estimated to be 19,000. The size of the sample
determined scientifically using Yemane’s (1967) sample size formula as follows.

n= N

1+N (e)®> nis the sample size that could be drawn from the entire population
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N is the population size and e is the level of sampling error (5%)

n =19, 0000.00/1+19,000.00 (0.05)?

n=391

Once the number of respondents has been determined, the questioners have been
collected from customers while visiting Nib Insurance branches.

3.3 Data Sources and Data Collection Method
The source of the data for this research work were both primary and secondary sources.
Closed ended questionnaires will be employed to collect data from customers as primary
source. Organizational official documents like bulletins and reports, have been reviewed
to obtain secondary data.

3.4 Data Analysis Method
Once the quantitative data from the field survey collected, it was coded, filtered,
categorized, and analyzed using statistical package for social science (SPSS). For the
analysis of data, descriptive statistics and inferential statistics have been used.
Percentages was used to describe the characteristics of the respondent and mean was used
to describe status of the customers’ perception towards service quality in Nib Insurance.
In addition, correlation was applied to identify the relationship between service quality
dimensions and customer satisfaction, and regression analysis was used to identify
service quality dimensions as factors and their effect on customer satisfaction.

3.5 Reliability Test

The reliability of a measure is an indication of the stability and consistency with which

the instrument measures the concept and helps to assess the “goodness” of a matter.
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3.5.1 Cronbach’s Alpha

Cronbach’s alpha is a tool for assessing reliability scale which normally ranges between 0
and 1. The closer Cronbach’s alpha coefficient is to 1, the greater the internal consistency

of the items in the scale.

From the survey questionnaire distributed and collected from the respondents, the
following alpha values were generated for the whole parameters used to measure service

quality and customer satisfaction. Hence the below table shows the entire Cronbach’s

alpha value and measures the reliability of the questions entirely.

Table 1: Reliability Statistics

Variables Number of Cronbach‘s
Items alpha
Tangibles 0.579
Reliability 0.743
Responsiveness 0.596
Assurance 0.739
Empathy 0.758

3.5.2 Multicollinearity Test

In a multiple regression model two and above predictor variables are analyzed against
independent variable to see their statistical implication of various values. But the analysis of this
sort could have multicollinearity (collinearity) phenomenon in which two or more predictor

variables are highly correlated to the extent that one variable can be linearly predicted from the
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others with a substantial degree of accuracy. The test of multicollinearity is detected by

Tolerance and Variance inflation factor (VIF) result.

From multicollinearity point of view, tolerance is an indicator of how much of the variability of
the specified independent variable is not explained by the other independent variables in the
model. It is calculated using the formula 1- R squared for each variable. If this value is very
small that it is less than 0.10, then multiple correlations with other variables is high, suggesting

the existence of multicollinearity.

Variance inflation factor (VIF) is the inverse of the Tolerance value i.e, 1 divided by Tolerance
(1/1-R).VIF values above 10 implies the existence of multicollinearity between variables. In
summary, there is no multicollinearity problem when the tolerance values of all independent
variables and the VIF are above 0.1 and below 10 respectively which can be taken as a green

light for the researcher to precede the task of multiple regression analysis.

Table 2: Collinearity Statistics

Model Collinearity Statistics
Tolerance VIF
Tangibles 0.325 3.074
Reliability 0.328 3.051
Responsiveness 0.980 1.021
Assurance 0.998 1.002
Empathy 0.931 1.074
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CHAPTER FOUR

DATA ANALYSIS AND INTERPRETATION

This chapter reveals the results of the study. The data collected through the means of
questionnaires are analyzed & interpreted using the SPSS software. Detailed analysis of the

results derived from this analysis is presented in this chapter.

4.1 Response Rate

391 questionnaires were distributed among branches of NIC, of this 366 were returned but 5 of
them were rejected as a result of so many omissions in filling. Overall, 361 questionnaires (92%)

complete responses were returned from branches of the company.

4.2 Profile of Respondents

The demographic characteristics included in this study were gender, age, level of education and
occupation. Accordingly, the frequency and the percentage of the characteristics of respondents

are summarized in the table below.
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Table 3. Demographic Characteristics of Respondents

Characteristics Frequency Percentage
Male 261 72.3
Gender Female 100 21.7
24 and below 22 6.1
25-35 98 27.1
Age 36-45 140 38.8
46-55 68 18.8
56-65 30 8.3
Above 65 3 0.8
High School 65 18.0
Certificate 61 16.9
Educational Level Diploma 73 20.2
Degree 138 38.2
Master’s Degree and 24 6.6
above
Self employed 180 50.7
Occupation Public employee 13 3.5
Private employee 168 45.8
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The demographic profile of the respondents that is presented in table 3 indicates that the majority
261(72.3%) of respondents were males, with the remaining 100 (27.7%) of respondents are

female.

Regarding age categories of the respondents, 140 (38.8%) of the respondents are from 36 to 45
years old; while 98 (27.1%) were from 25 to 35 years old; whereas 68 (18.8%) are from 46 to 55
years old; 30 (8.3%) from 56 to 65 years old the rest 22 (6.1%) and 3 (0.8%) were in the years 24
and less than and above 65 respectively. The result shows that majority of the service users were
middle age groups and this reflects that majority service users of the company were youth and

adults.

Concerning educational level of respondents, 138 (38.2%) respondents were bachelor degree
holders, 73 (22.5%) own diploma, 61 (16.9%) obtained certificate, 65 (18%) have accomplished
high school and the rest 24 (6.6%) have Masters’ Degree and above. Consequently, the
compositions of the respondents revealed that majority of them were degree holders. This can be

considered as an opportunity to obtain accurate response for the study.

Taking into account the occupation of the customers more than half of the respondents that
accounts to 180 (50.7%) were individuals which are stated to be running their own business
followed by employees from the Non-Governmental Organization which accounts to 168
(45.8%). The remaining 13(3.5%) were from the government/public sector. This result implies

that the largest group of the service users were self-employed.

4.3 Descriptive Analysis of Service Quality variables

In this part descriptive statistics in the form of mean and standard deviation is presented

to illustrate the level of agreement of the respondents with their implications of the
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company. The responses of the respondents for the statements under the variables below were
measured on five point Likert scale with: 1= strongly disagree, 2= disagree, 3 = neutral, 4= agree
and 5= strongly agree. Data from questionnaires were processed and summarized by SPSS

program in terms of frequency, mean, and standard deviation (Descriptive statistics).

The translation of level ranking is analyzed based on criteria of Best (1977:174). l.e. The score
between 1.00 - 1.8 mean lowest level (Lowest). The score between 1.81 — 2.61 mean low level
(Low) The score between 2.62-3.41 mean average level (Average) the score between 3.42-4.21

mean good level (High) The score between 4.22-5 mean very good (Highest)

4.3.1 Service quality Level regarding tangibles of service

Tangibles are used by firms to express image and indicate quality (Zeithamal 2009). Taking the
overall context of the tangible parameter of service provisioning, the standard questionnaire were
developed and distributed to respondents to identify the level of quality with this aspect.

Accordingly, the following results were found.

Table 4: Measurement of mean values: Quality on Tangibles

Statements Mean Std.
deviation
Company’s offices has modern looking/up to 3.63 0.866
date equipment
Company’s offices physical features are visually | 3.67 0.881
appealing
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employees are well dressed and neat appearing 4.16 0.706

Materials associated with the service (pamphlets, | 4.16 0.735
brochures, printout documents, etc.) are visually

appealing at NIC

Tangibility 3.91 0.525

Based on the result presented in the above table, for all questions or items under tangibility
variable the score results in agreed range and this caused the variable to score value of (mean

3.91 and SD 0.525).

This result implies that based on the assessment of customers NIC offices have up-to-date
working apparatus and equipment, visually attractive and pleasing working environment;
attractive materials associated with the service (such as pamphlets, brochures etc.) as well as

employees are well dressed and neat appearing.

This finding has an implication that the company’s management is good in maintaining or
improving the standards with respect to all the physical and demonstrable aspects such as office
layout and design, the machines, and overall properties that customers are in exposure while
getting the service or simply as an image to the public. This means there is high quality regarding

tangibles aspect of NIC.

4.3.2 Service quality Level regarding reliability of service

Reliability is defined as the ability to perform the promised service dependably and accurately or

delivering on its promises (Zeithaml 2009).This dimension is critical as all customers want to
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deal with firms that keep their promises and this is generally implicitly communicated to the

firm’s customers.

Table 5: Measurement of mean values: Quality on Reliability

Statements Mean Std. deviation
The company provide indemnity as promised 3.63 0.866
employees are committed in solving customer’s problems 3.80 0.876
employees perform the service right the first time 3.67 0.881
employees provides its service at the time it promises to do so | 3.63 0.866
The company insists on error free records 3.67 0.881
Reliability 3.68 0.693

The feedback result under table 5 shows that the majority of the customers are getting quality
service with respect to the reliability aspect of the service with value of (Mean 3.63 and SD
0.693). This finding has an implication that the company is good in maintaining the promised

services. l.e. there is high quality regarding reliability dimension of service quality.

4.3.3 Service quality regarding Responsiveness of service

Responsiveness is the willingness to help customers and provide prompt service (Zeithaml
2009). This dimension is concerned with the customer’s requests, questions and complaints

promptly and attentively.
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Table 6: Measurement of mean values: Quality on Responsiveness

Statements Mean Std. deviation

Employees gives prompt service to customers 3.93 1.106
employees tell customers exactly when services will be | 3.81 0.800
performed

employees will always be willing to help customer 411 0.800

The company’s management are accessible, listen to and | 4.04 0.561
provide prompt and honest responses to customers inquiries

Responsiveness 3.97 0.615

Table 6 shows that the response mean rate regarding the statements under responsiveness is in
agreed range which causes the overall mean result of responsiveness variable to be (mean 3.93
and SD 0.615). The respondent’s feedback with respect to the responsiveness dimension shows
high quality. This implies that customers are served promptly. In addition, which might show
that they are pre-informed about the service time standards of the company. Moreover, the

company’s management are accessible, listen and provide prompt and honest responses to

customer’s inquiries.

4.3.4 Service quality regarding Assurance of service.

Assurance is defined as the employee’s knowledge and courtesy and the service provider’s

ability to inspire trust and confidence (Zeithaml 2009).The trust and confidence may be

represented in the personnel who link the customer to the organization (Zeithaml 2009).
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Table 7: Measurement of mean values: Quality on Assurance

Statements Mean Std.
Deviation

The behavior of employees instills confidence in customers. 3.73 0.788
Customers feel safe in their transactions with employees of | 4.11 0.483

the company.

Employees are polite with the customer. 3.92 0.394
Employees have the knowledge to answer customer’s | 3.42 0.924
questions.

Assurance 3.79 0.410

Regarding assurance, almost all items fall in the agreed range such as the behavior of employees
in NIC instills confidence in customers, customers feel safe in their transactions with NIC, and
employees in NIC are consistently courteous with customers and have the knowledge to answer
customer’s questions. These results Assurance dimension to have value of (3.79 mean and 0.410

SD).

It implies that there is high quality in respect of assurance dimension I,e., NIC creates credibility
and trust for customers, which is considered through professional services, attitude, courtesy, and

good communication skills.

4.3.5 Service quality regarding Empathy of service.

Empathy involves the provision of caring, individualized attention to customers. This empathy

includes access, communication, and understanding the customer. Empathy is defined as the
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caring, individualized attention the firm provides to its customer (Zeithaml 2009). The customer
is treated as if he is unique and special. There are several ways that empathy can be provided:
knowing the customer’s name, his preferences, and his needs. Many small companies use this
ability to provide customized services as a competitive advantage over the larger firms (Zeithaml

2009).

Table 8: Measurement of mean Values: Quality on Empathy

Statements Mean Std. Deviation

Employees gives each customer individual attention and | 3.73 0.815
treatment.

The company’s working hours are convenient to its customers. 3.72 0.681
Employees give customers personal service. 3.25 0.900

The company accommodates customer’s best interest 4.00 0.412

The company has enough variety of insurance products which | 3.95 0.528

meets the specific need of customers.

Empathy 3.73 0.377

To assess Empathy, the above five items were used. According to the result this variable scores

value of (3.73 mean and 0.377 SD)’.

Therefore, it is logical to conclude that there is high quality in respect of empathy dimension and
NIC employees are caring, consideration, and the best preparation for customers, so that

customers can feel as “guests” of the company and are always welcome at any times.
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4.3.6 Descriptive Summary of Variables

Table 9: Summery of Measurement of mean values: Service Quality dimensions

Service quality dimensions Mean Std.
deviation
Tangibility 3.91 0.525
Reliability 3.68 0.694
Responsiveness 3.97 0.616
Assurance 3.79 0.410
Empathy 3.73 0.377

Based on the above summary of service quality dimensions, NIC has mean value with in the
range of 3.42 - 4.21 which is high level for all dimensions. However, responsiveness has the
highest value among the variables with a general mean of 3.97 followed by tangibility with a

mean value of 3.91.

4.4 Descriptive Analysis of Overall Satisfaction level

Overall satisfaction rate was measured using a single generalized statement and the feedback on

a five-scale Likert scale was used.
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Table 10: Measurement of mean value: overall satisfaction

Statement Mean Std. Deviation

Please  indicate  your  overall | 3.66 0.672
satisfaction with  Nib insurance

company

Accordingly, the mean and Standard deviation rate was found to be (3.66 mean and 0.672 SD).

This shows that there is high satisfaction with respect to the overall service of the company.

4.5 Inferential Analysis

4.5.1 Correlation Analysis of Variables

Correlation analysis deals with relationships among variables and helps to gain insight into the
direction and strength of relation between the variables. Correlation coefficients take values
between -1 and 1 ranging from being negatively correlated (-1) to uncorrelated (0) to positively
correlated (+). The sign of the correlation coefficient defines the direction of the relationship.
The absolute value indicates the strength of the correlation. Dancey and Reidy (2004) states that
a correlation result which is 0 indicates zero correlation, a result between 0.1 and 0.3 indicates a
weak correlation among variables, a result which is between 0.4 and 0.6 shows a moderate
correlation, a result between 0.7 and 0.9 indicates a strong correlation among variables while a
result which is equal to 1 indicates a perfect correlation Table 11 below presents the results of
Pearson correlation on the relationship between service quality dimension and customer

satisfaction.
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Table 11: Correlation Statistics

Correlation

Customer

Satisfaction

Customer Satisfaction Pearson 1
Correlation
Tangibility Pearson H591**
Correlation
Reliability Pearson .684**
Correlation
Responsiveness Pearson 128*
Correlation
Assurance Pearson 0.052
Correlation
Empathy Pearson 281**
Correlation

**_Correlation is significant at the 0.01 level (2-

tailed).

*. Correlation is significant at the 0.05 level (2-tailed).

The results in table 11 indicates that, there is positive and strong relationship between reliability
and customer satisfaction (r = 0.684, P < 0.01), whereas there is positive and moderate relation
between tangibility and customer satisfaction (r = 0.528, P < 0.01), while there is positive but

week relationship between independent variables i.e., empathy, responsiveness, assurance and
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the dependent variable customer satisfaction which scores (r= .281, p<0.01), (r = 0.128, P

<0.01), (r =0.052, < 0.01) respectively.

4.5.2 Regression Analysis

Regression analysis was conducted to assess the effect of service quality on customer’s
satisfaction. The standardized regression coefficient (Beta) is the estimated coefficient indicating
which of the different independent variables are more important in explaining the dependent
variable expressed on a standardized scale where higher absolute values indicate stronger
relationships (range is from -1 to 1) (William and Barry, 2010). If the beta coefficient is not
statistically significant (i.e., the t-value is not significant), no statistical significance can be
interpreted from that predictor. If the beta coefficient is sufficient (p > .05), statistical significant
can be interpreted (Statistics Solutions, 2016). The following table presents the results of

regressions analysis.

Table 12: Coefficients of Linear regression

Variables Standardized T Sig.
Coefficients
Beta
(Constant) -0.861 0.390
Tangibility 0.073 1.106 0.269
Reliability 0.596 9.112 0.000
Responsiveness 0.102 2.682 0.008
Assurance 0.033 0.882 0.379
Empathy 0.130 3.349 0.001
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Dependent Variable: Customer Satisfaction

The table indicates standardized regression coefficients (beta) of 0.596, 0.130, 0.102, 0.073 and
0.033 in descending order for independent variables Reliability, Empathy, Responsiveness,
Tangibility and Assurance respectively. Among the independent variables, one variable i.e.,
Assurance is not statistically significant (p<0.05) and is not important. The other four variables,
on the other hand, are statistically significant signifying important impact on dependent variable.
Keeping other things hold constant, for each unit increase in the four predictors, Reliability,
Empathy, Responsiveness and Tangibility satisfaction will increase by 0.596, 0.130, 0.102 and

0.073 units, respectively.
Model Summery of regression Analysis

A statistical measure of how close the data are to the fitted regression line or the percentage of
the response variable variation (total variation) that is explained by a linear model is expressed
by the coefficient of determination, R-squared, ranging between 0 and 100% where 0% indicates
that the model explains none of the variability of the response data around its mean and 100%
indicates that the model explains all the variability of the response data around its mean. In
general, the higher the R-squared, the better the model fits our data (Frost, 2013). Here the
squared multiple correlation coefficients (R2) which tells the level of variance in the dependent

variable (customer satisfaction) that is explained by the model.
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Table 13: Model Summary of Regression Analysis

Model Summary

Model R R Square | Adjusted R |Std. Error of the
Square Estimate
1 .708a 0.502 0.495 0.477

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

The results of regressions, as presented in table 13 above, revealed that the service quality

dimensions (tangibility,

reliability,

responsiveness,

assurance and empathy) combined

significantly influence the satisfaction of customers. The adjusted R2 of 0.495 indicates 49.5% of

the variance in customer satisfaction can be predicted by the service quality offered. Therefore,

service quality has a positive and significant effect on customer satisfaction.
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CHAPTER FIVE

MAJOR FINDINGS, CONCLUSIONS AND RECOMMENDATIONS

This chapter presents major findings, conclusions made and possible recommendation based on
the finding. In the previous chapter a discussion has been made regarding the main SERVPERF
parameters that are assurance, empathy, reliability, responsiveness, and tangibles and their
perceived value by customers of Nib Insurance S.C. Accordingly, this chapter is dedicated to the

major findings; overall conclusion of the findings and on the way forwards.
5.1 Major Findings

Based on the descriptive analysis made service quality dimensions of NIC has mean value with

in the range of 3.42 - 4.21 which is high level for all dimensions.

The assessment result regarding the overall satisfaction level with respect to NIC’s service

delivery to the customers has been found to be high with mean value of 3.66.

In addition regarding correlation analysis there is positive relation among all independent and
dependent variables. But from all independent variables there is strong relationship between
reliability and customer satisfaction, whereas there is positive and moderate relation between
tangibility and customer satisfaction, while empathy, responsiveness and assurance have positive

but week relationship with the dependent variable.

Besides the regression analysis were undertaken to investigate the effect of each independent
variables on dependent variable. The result confirmed that service quality dimensions,
Reliability, Empathy, Responsiveness and Tangibility have a positive significant impact on the

43



customer satisfaction with p>0.05 though their degree of impact varies amongst the services
quality dimensions. Whereas Assurance have insignificant effect on customer satisfaction with

p<0.05.

Finally on regression analyses, the researcher has found the fact that 49.5% of the variance in

customer satisfaction can be predicted by the service quality offered by the Company.

5.2 Conclusion

The findings revealed that there is high level quality with respect to the overall quality
dimensions and high level satisfaction in general with respect to overall service. From this we
can conclude that NIC has high quality level on all aspects of service quality dimensions and

there is high satisfaction with respect to the overall service of the company delivered.

The finding on the correlation analysis shows that there is positive relationship between service
quality dimensions and customer satisfaction, from the result we can conclude that customer’s

level of satisfaction in NIC is directly related to the service quality they get from the company.

From the finding in regression analysis, we can conclude that in NIC Reliability, Empathy,
Responsiveness and Tangibility service quality dimensions have a positive significant impact on

customer satisfaction while Assurance has positive but insignificant effect.

Finally standing from the adjusted R2 result we can conclude that service quality takes the lion

share which is around 50% in predicting customer satisfaction in NIC.

5.3. Recommendations

Based on the conclusions drawn from the findings and implications, the following constructive

suggestions are forwarded.
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Customer satisfaction, as a core part of the service industry, can be taken as the measure of
success for every organization. A company’s sustainable existence highly depends on the level of
the customer’s satisfaction. Being part of the insurance service industry, it is pertinent that all the
components in a service quality be strictly followed and implemented effectively. Assurance,
Reliability, Empathy, Tangibles, and Responsiveness are all important. Any company should not
only focus on the objective of profits and gains, but must also look into the needs of the
customers as well since the source of all sustainable transactions is a satisfied customer. So NIC
Should continue in maintaining and further increasing the level of quality service which it
provides to its customers to the highest level since it exists in highly competitive service

industry.

Management of NIC should be aware that, among the various dimensions of service quality,
Reliability, Empathy, Responsiveness and Tangibility in order of descending are significant in
predicting customer’s satisfaction. It is apparent that focusing on delivering high quality services
and improve service quality effectively is critical for customer satisfaction. Therefore, managers
should work towards maximizing service quality by giving priority concern on reliability,
empathy, responsiveness and tangibility dimensions respectively in order to improve the

satisfaction of customer.

e Implementing different kinds of motivational schemes to staffs at branches will
encourage employees to provide appropriate service to the customers which could result
in customer’s satisfaction (reliability perspective).

e Although the company is showing a good progress in the automation of its service

provision, there still exists room for further automation in its service delivery process.
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This will help to provide prompt and error free service to customers. (Reliability

perspective).

Even if service quality takes the lion share in affecting customer satisfaction positively, the

company should identify and consider other factors for its sustainable growth.
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The purpose of this questionnaire is to collect primary data for conducting a study on the topic,
“Service Quality and its Effect on Customer Satisfaction in Nib Insurance Company” for the
partial fulfillment of the Masters of Business Administration (MBA) Program at St. Merry
University. | kindly request you to provide me reliable information. The data collected is
confidential and will only be used for analysis of the study and not for other purpose. Thank you

Questionnaire

in advance for your cooperation.

Section I: Respondent Information

Put (V) inside the box or table for an alternative you think is right

1.

3.

Gender:

Male [ Female [_]

Your age group?

Less than or 24 [] 25-34 [] 35-44 ]
45-54 [] 55-64 [ ] 65 orover [

What is the highest level of formal education you have completed? (Please check only
one.)

High School [] Certificate [ ] Diploma [] Degree [_]
Masters Degree or above L]

5. Occupation

Self-employed [ | Public - employee [ ] Private - employee [ ]
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Section II: Service Quality Dimensions

The following section asks your opinion related to your experiences in your insurance company
since the purchasing process until claim process.

Please tick [V] inside the table for an alternative you think is right and rank each statement as
follows: 5 = strongly agree; 4= agree; 3 = neutral/ not sure; 2 = disagree; 1= strongly disagree.

Service Quality Dimensions 1 ‘ 2 ‘ 3 ‘ 4 ‘ 5

Tangibility

Company’s offices has modern looking/up
to date equipment

Company’s offices physical features are
visually appealing

employees are well dressed and neat
appearing

Materials associated with the service
(pamphlets, brochures, printout documents,
etc.) are visually appealing at NIC

Reliability

The company provide indemnity as
promised

employees are committed in solving
customer’s problems

employees perform the service right the first
time

employees provides its service at the time it
promises to do so

The company insists on error free records

Responsiveness

Employees gives prompt service to
customers

employees tell customers exactly when
services will be performed

employees will always be willing to help
customer
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The company’s management are accessible,
listen to and provide prompt and honest
responses to customers inquiries

Assurance

The behavior of employees instills
confidence in customers.

Customers feel safe in their transactions
with employees of the company.

Employees are polite with the customer.

Employees have the knowledge to answer
customer’s questions.

EMPATHY

Employees gives each customer individual
attention and treatment.

The company’s working hours are
convenient to its customers.

Employees give customers personal service.

The company accommodates customer’s
best interest

The company has enough variety of
insurance products which meets the specific
need of customers.

Section Ill: Customer Satisfaction

Please indicate on a five point scale the extent to which you find the following statements
important by indicating the number that best shows your judgment. Please rank each
statement as follows: - 1 Very Dissatisfied; 2 Dissatisfied; 3 Neutral; 4 Satisfied; 5 Very
Satisfied

Statement 1 2 3 4 5

Please indicate your overall satisfaction with Nib
insurance company
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MmmMmeP

22U ®MLP PHHIEM N $LAT TCLI® RINCNE ATPNA UL TP +T AT AATID-g°
PN ATIMGIN NP A9Y ATA94T ANMM AT ATA e+ NRINET AChF AL PAM +20F
NA CON ATQLRL) MG PaREanCp P/ ab/ 8 AARANAA j@-: PARAM-F ABLE PR M-AD-
AHU T+ AATY NF @ AAPII® NHU NFF APLT D PRPT Thhd 10 PaYATT dRAR
2AM HYL NFUTT APMPN: AATNNCP NSPL,P AMAITAL::

aan/ p:- FhhA 10 PILATT ARAN NHHIED- AT AN (V) RART PRSI M-

N&A ATE:- P97A aoLE

1. 83 ove 1 A% [

2.k&m:  24xcninAe (12535 L1 36450 4655 1 56-65 [
56-65 [ ] n65 NAL []

3. PHIRUCT 48

UA+T 828 [ nctent ] AT ] & ] mh+ch A5 ]

NAL
A

HIVAINES +eme 1 paa he- [ M+ L] AA
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N&EA LAT:- PATA%1T Mt 15FPTF

1 = N&e° AANTMIRE 2 = AANTMIRT 3 = AANTITRIID MLIR ANTITHAU ATIAT
AFI16ALT 4 = ANTRTRALE 5 = NI ANTRTRAL::

PATA%I T MeT 18FPT 1 2 3 4 5

+enNeee U 3PF

AT HADGP DAL PPFT AT A8B N tNTAE
£ MM

PA TSI AR1ATP 02 PT ADLT AN, TFax

PAIMETN NeTHET &8 §FMm-

ATy PAMPIRNTFD PRULT MMt T Mt
PATF@D AT ARLT AN, §FO

oy

ARITEGTI PA NINM AT ND-A A°ALF PAD-M
M-Z2 PN h&ep L4214

Aet@F 2INETF FoIC NI FO 1H
T FO>T AR FF PAFET &ATF NPT PALA

PRSI PMA N12F AT PUTC®F Mt T
Me-FFOm>T PMNE TFo

NtEE AL 1C N+HOAT LH &N AT PA
NIt P17 2 LLRMA

ARG NAUTT 18 PUT ARHIN APPH AAD-

oA NebLTF

PAIMETIN NETETFT ARLTNET PrPAME, ATA AT
2Ami

PRI NEHRT NTRT AGT AT F
ATRTAMT R1ARA 4

PN LM NPT LINETY ACRCEF A 9D
GPLET TFMm-

PRSI IALPT PLINETT M PR ATRARAN
UAIR HB, TFa-

AN+TRaE YT

PRI NETET NTLAMT ATATAT AR
ao4+aqany a4 A78.C+ PLCIN

57



Nt EE A1+ ACRAMT P9 PATA AUAT
AATO-

N&+EF AT ARTNET FU-T §F D

At+BFE NATLAMT ATAAT Nk P ao2E
AATFD-

PWMT FOC ATLLN TIPF (AR 8T

RGN PRINETFT PAN ARAT PO>-Pd

RITGTI R1Ae+RT ATISLN NPT PATFD-
NCNCTST PN Lo MNATT £MPTIA

NEtHRTF ARTINEFTFO- AR Thdt £AMA

A t+EF LINEFF@Y NFEF AS NPT+
PIAIAN

N&+EF PP N19RNCTy PN

A&A AN PRINGT AChF aRANP

aan/ P: N N+AT AET 11CT PAPTT PATRIRIF 828 ANAPTY PAPAR+|: (1= NN&+E 848
AACNUTR 2 =RAZNUIR 3 = ™A% AANMIR 4 = ZNFAU 5= Nh&+E 828 ChFAL)

ano) A\sk, 1 2 3 4 5

NAMPAL T ACAP B3N AN NP NAMT
A14°eTF 92 PUA Ln+PA?
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