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ABSTRACT

The purpose of this study is to utilize a servicalgy model (SERVQUAL) to
examine the perceived quality of the transportaitmafustry services in Lao PDR.
This research was conducted to analyze two facexpected and perceived

service quality. The relationship between thesefators was also analyzed.

Lao PDR as a landlocked country, transportatiorplesying an increasingly
important role linking the distribution activitieshroughout the country.
Customers have increased expectations concernmgjuhlity of service they
receive and transportation companies are strugdbnmeet these expectations.
This relationship between customers and transpontaompanies would suggest
that there is room for improvement in transportattmmpany management and
understanding how customers define service qualitentifying customer
perceptions and expectations may enable managdmeetve the customer and

identify opportunities to increase customer satisfa.

The sample in this study consists of respondent® ahe users of road
transportation services in the city of Vientianapital of Lao PDR by the use of a
guestionnaire method. The survey used the SERVQaitument for gathering

information. Data analysis is employed descriptwel statistical analysis using

Xl



SPSS Version 11.0. A descriptive statistics, sinffggquency and hundredth part
percentage is conducted to test general charaatertd the sample. The ANOVA
and t-test were used to test the significanceiogiship between expectation and

perception for each dimension.

Based on the results of the analysis, support wasd for all of the three
hypotheses proposed in this study. H1: There imtisscal significant difference
in all dimensions between expectations and pemeptof service quality. H2:
There is a statistical significant relationshipvize¢n respondents’ demographic
variables and their perceptions regarding qualify service provided by
transportation companies. H3: There is a statistgignificant relationship
between respondents’ demographic variables and theectations regarding

quality of service provided by transportation compa.

The result also shows that none of the aspectsrofce quality has positive gap
score. All of the 18 statements indicate that thality of service falls short of the
customer’s expectation; customers are generallgatsfied with the provided
service. The priority or rank ordering as showeeli&bility” as being the most
important dimension in order to satisfy customefsllowed in turn by

“Responsiveness”, “Empathy”, “Tangibles”, and “Assuce”.

X1V



The results of the analysis led to the followingdasions:

(1) By evaluating the overall gap of the dimensions itlear that there is a
need to improve the quality of road transportatompany services in the
Lao PDR, particularly reliability and responsivemeare two main
dimensions in need of improvement.

(2) From a strategic standpoint, transportation compamgnagers can
determine the relative importance of the five ssr\quality dimensions in
predicting customer satisfaction and customer tgyaBy doing so,
transportation company managers can determine wéachice quality
dimension they should pay most attention to.

(3) From a competitive standpoint, transportation camyp@anagers should
consider areas in need of improvement that appeaeduce errors in
records, always be ready to respond to customergiasts, performing
service rightly from the first time, and having tleistomer’'s best
satisfaction at heart.

(4) In order to improve service performance, Lao tramnspion company
managers should concentrate on such aspects assajtiaf), service
standardization, service blueprinting, and markgtin

Further research is to be conducted by taking getasample covering other
service industries. In addition, further researicbutd focus on the impact of the

management’s expectation and the user’s expectatets as well.

XV



CHAPTER |

INTRODUCTION

1.1INTRODUCTION

Lao PDR as a landlocked country, transportatiorplesying an increasingly

important role linking the distribution activitiethroughout the country. This
allows the flow, both of goods and people smootklypporting, promoting and
distributing development, as well as facilitatinghility among activities in all

aspects of life throughout the country. To streagtthe unity of Lao PDR, and
service quality is one of the most important praidefacing management today.
Interest in the measurement of service qualityis tunderstandably high. To be
aware of the customers’ expectations and percepi®most important for the
transportation company management. Service quaitpne of the strongest

competitive factors today.

The importance of service quality in any servicdustry cannot be disputed.
Recent economic and technological changes affetiiagransportation industry
have made service quality a major concern for eegrialike. The adequate
delivery of service quality of transportation compaservices can be one of the

key factors in increasing Lao PDR’s trade compaditiess. Customers have



increased expectations concerning the quality aVice they receive and
transportation companies are struggling to meesetlexpectations (Hopkins et. al,
1993). This relationship between customers andsp@mation companies would
suggest that there is room for improvement in fangtion company
management and understanding how customers defiuee quality. In fact, the
success of transportation industry in the Lao PDd# become increasingly
dependent on the quality of service provided ireoitd satisfy customer demand

(Vithaya, 2003).

To deliver better service to customers, transportatcompanies need to
understand customers’ needs and expectations (Aksaly, 2003). Understanding
what consumers expect from a service organizat®nimportant because
expectations provide a standard of comparison agaihich consumers can judge
an organization’s performance (Jin and Julie, 20QBjfortunately, there is no
research conducted in the Lao PDR concerning tbeiging and monitoring of
service quality, and especially concerning tranian services. The service
quality concept in the Lao PDR has received inadagattention as a research
issue, even as the importance of service qualityaimsportation has become more
noticeable. Vithaya (2003) found that customer dgraphic variables influenced
the individual’'s subjective rating of satisfactienith a product or service, but

Vithaya was unable to specify which organizationaliables influenced the



provision of high quality service.

Measuring service quality is quite different fromeasuring product quality
because service involves the customer in the expezi Up to date, probably the
most significant contribution toward the developteha quantitative yardstick
for assessing a firm’s service quality is the wadnducted by Parasuraman,
Zeithaml and Berry (1985). They developed a menguinstrument, called
SERVQUAL, to measure customer perceptions of serviguality. The
SERVQUAL questionnaire elicits two parallel setslata. Scores are obtained for
customer’'s expectation (E) and also for their pefices of the actual
performance (P) of the service quality. The smailber discrepancy (difference),
the more neutral the satisfaction response. Thgetapositive discrepancy
(performance greatly exceeds expectations) theegréee degree of satisfaction.
Parasuraman, et al (1985) identified five distifgaps”. Gap 1 is the
discrepancies between management’'s perception rifuaters expectation and
consumer’'s expectations; Gap 2 is the discrepanoeteseen management’s
perceptions and firm service quality specificati@dap 3 is the discrepancies
between service quality specifications and servildivery;, Gap 4 is the
discrepancies between service delivery and exteoraimunication, and Gap 5 is
the discrepancies between expected and perceiveideseThis study will focus

on Gap 5, which is a direct reflection of Gaps IF4is means that the smaller



discrepancies observed in Gaps 1-4, the more falyoconsumers will evaluate

service quality.

The purpose of this study is to utilize a servicaldgy model (SERVQUAL) to

examine the perceived quality of the transportatiompany services in Lao PDR.
To achieve this, the expectations of the custorheulsl be determined and the
gap between the expected service and the percqivaity of service should be
identified. Then the difference between expectatiand actual quality can be
narrowed or eliminated through effective and rededased management

decisions.

1.2 SCOPE OF THE STUDY

The study consists of a descriptive analysis ofréh@ionship between customer’s
expectations and perceived service quality of frartation company services in
Lao PDR. SERVQUAL, a multiple-item scale for measgrexpectations and

perceptions of service quality, was the surveyrimsent used in this study. Data
analysis was conducted on the survey data to deterievels of association and
significance of difference between variables. Tamgle for the survey consisted

of 75 customers who are users of the transportabompany services in Vientiane.



The collected data was coded and entered into B®SSNindows statistical
package for analysis using statistically appropriaethods (ANOVA and t-tests).
Descriptive and non-parametric statistics were aaegh to determine the

relationship relevant to each research hypothesis.

1.3 SIGNIFICANCE OF THE STUDY

The research is significant because it highlightesl need to identify marketing
method designed to satisfy customers’ expectatitmms service quality of
transportation companies. Thus, the research wiNige the information which
can be used to improve marketing and service gufaitthe Lao transportation

company managers.

The focus of this research was to determine traioglship between expectations
and quality of provided services. However, througieasuring customers’
preferred service quality items, the research ntaywswhich items are most

necessary in order to satisfy the customer.

Lastly, the research is significant because anrunsnt was developed for
measuring the customers’ expectations and pereeptal service quality of

transportation services. This may provide valualnisight into the market



segments, employee performance, and the servidelepns of transportation
services. Identifying customer expectations andcegmions may enable
management (a) to better serve the customer; @dess organizational strengths

and weaknesses; (c) to identify opportunities tsaase consumer satisfaction.

1.4 STRUCTURE OF THESIS

This thesis is divided into five chapters. Chapige is the introduction of this
study. Chapter two reviews the literature on servguality and customer
satisfaction. Chapter three presents the methogotogtest the hypotheses.
Chapter four tests the hypotheses and analyzessiéis as the empirical study.
Chapter five concludes this thesis and suggestsrebemmendations for the

future study.



CHAPTER 2

LITERATURE REVIEW

Because this study focuses on the service qualitiie transportation industry in
Lao PDR experienced by customers, it is necessasy tb provide a brief
description overview of the current economic sitwatnd transportation industry.
And then we will discuss the consumer service @alévto managing
transportation services, service quality and custosatisfaction, concept of

service quality, measuring service quality and SEXRML.

2.1 OVERVIEW OF THE CURRENT ECONOMIC SITUATION AND

TRANSPORTATION INDUSTRY IN LAO PDR

The Lao People’s Demaocratic Republic (Lao PDR) liarallocked country with a
population of 6 million people — small relativeits land area of 236,800 squares
kilometers. In the absence of a railway systemamuess to the sea, the Lao PDR
depends heavily on the road network, followed byil caviation. Although
transportation demand is growing at about 10 peérger year to support
economic growth of about 6.2 percent per year. fided network carries 90
percent of freight and 85 percent of passengefidrgdsian Development Bank,

2001).



<Table 2.1> Structure of output in percentage of GB

Sector 2000 2001 2002 2003
Agriculture 525 51.2 50.4 48.6
Industry 22.9 23.7 24.7 25.9
Service 24.6 25.1 25.0 25.5

- Transportation 5.8 5.9 6.1 6.3

Source: Asian Development Bank, Key Indicators 2004

Table 2.1 shows the structure of output in perggntef GDP. The economic base
is agriculture with permanent agriculture in thevlend plains and shifting
agriculture in the mountainous regions. Agricult@ireluding livestock, fisheries
and forestry) accounts for 48.6 percent of the &@emestic Product, employs
80 percent of the labor force and constitutes #sqme of the value of exports,
mostly through coffee and wood production. The stdal sector, which includes
manufacturing, construction and electricity, représ 25.9 percent while the
services sector, which includes trade, transporiatifinance and public
administration, represents 25.5 percent. One ofnibst important industries in
Lao PDR found within the service sector is transgdmn, which in recent years

has account for about 7% of the nation’s Gross Bim@roduct (GDP).

The Lao local trucking fleet in the 8 and 12 metdns capacity operates largely
within Lao PDR. Road conditions do not accommodageuse of heavier capacity

vehicles. 44 transportation companies are locatédientiane, and having a total



of over 768 trucks. They are supervised by the $figi of Communication,

Construction, Post and Transport (UNCTAD, 1995).

Before the deregulation in the transportation sendy the Lao Government, all
regular customers of commercial goods were usedst the National Road
Transportation Company Service, as a state-ownexgbaony and the first National
Road Transportation Company in Lao PDR, which hamsidated the existing

demand of customers of commercial goods services.

With the demand for national economic developments] other aspects of
community life, as well as effects of globalizatidhere had been changes in the
business climate of commercial goods services im RBR. The change in the
business climate, characterized by the governmeetegdlation in the
transportation industry, had created the emerg@fceew competitors for the
National Road Transportation Company. Each of thev ntransportation
companies would be competing in the existing ma&etvice quality is generally
perceived to be tool that could be used to createrapetitive advantage that

would assist transportation service providers ialidg with the new environment.



<Table 2.2> Freight in tonnage

1996 1997 1998 1999
Freight (‘000 tons) 978 1,029 1,004 1,225
Freight-km 71.85 94.70 105.37 121.14
(Million)

Source: ASEAN Road Transport Statistics, 1999.

There has been a marked growth in the service indoser recent year. From
table 2.2 indicated that annual freight in tonnage average more than 1 million
tones and this trend is likely to be continued.sThas placed greater emphasis on
the quality of service offered. If a road transptidn company is to be successful,

a better service quality must be provided.

Transportation firms are recognizing that improgedvice quality can serve as a

managerial “tool” to differentiate one’s “servic&fesing” from the competition,

to enhance customer satisfaction, and to achiew&kenahare and profitability

gains (Morash and Ozment, 1994).

2.2 IDENTIFYING CUSTOMER SERVICE DEMANDS

One of the major problems addressed in the litezgatar satisfying consumer

demands is management’s inability to identify wigt consumer considers as an

10



important factor. Zeithaml, Parasuraman, and Be{t990) conducted an
investigation of the gap between consumer needsvarhgement provisions at
banking industry in the United States. They fouhdtt although management
concentrated on the acquisition of modern and hgth equipment, these
dimensions were viewed as relatively unimportantdoypsumers, and usually
tended to meet or exceed their expectations. Homwvetleer aspects of service that
consumers perceived as important were ignored Byntlanagement, that is,

facilities scheduling, convenience, and social ises:

Angur, Nataraajan and Jahera (1999) surveyed tiviceequality in the banking

industry, and found that such issues as parkingladiigty, queuing time, and

hours-of-operation were identified to be importatgterminants of customer
satisfaction. According to their findings, for tiservice to be considered high
quality, it must be perceived as important by tlmmsumer, and it must be
delivered effectively. Consumers base on theirssssent of the facility or service
organization on how well it meets their wants. The initial step in improving

service quality is to ascertain the wants of corexgimand their evaluation of
service delivery. Angur et al, (1999) reported ttia information obtained on
service quality, delivery, and consumer wants rbesinvested into improvements
that need to be made service delivery, quality, andrnal service delivery

specifications.

11



Parasuraman, et al. (1985) found that managersuareliable sources of
information because they tend to target the defiadrservices to the wants of
focus groups. However, discrepancies in the ideatibn of items, item

prioritization, and the desired level of performarfor each item still existed.
Management’s lack of insight into the wants of aoners has been found by

other researcher as well (Schneider and Bowen,)1985

Service contact employees may be better equipped tienagement to identify
the wants of consumers, due to the physical and@hodggical proximity of

service contact employees to consumers (SchnendeBawen, 1985). Schneider
and Bowen (1985) found that customers and servicdact employees share
common perceptions of the quality of the service@eged, but there is evidence
that employees and customers may disagree aboutatise for the high or low

perception.

2.3 NEEDS OF CONSUMERS

The wants of the consumer must be ascertainedebgrtianization to effectively

deliver the services. Not all consumers want thmeesthings. Sasser, et al. (1978)

categorized services into consumer and corporaieces. Consumer services are

based on low-skilled and routine services, whilgpocate services are based on

12



knowledge, expertise, and competencies of the geovi

Different consumers have different needs. Thisaseld on both demographic and
experiential differences. Thus, to effectively pd®v services, the wants of the
different segments of consumers must be identifiadfter establishing the
appropriate market segmentation, the core senotdble organization must be
determined, and they must be described to the esttemarket segments.
Alternatively, the needs of consumers can be ifledtifirst, and market
segmentation can be ascertained through statistegalession. This will help

target the provision of service to each market.

Quality improvement and control programs must recog differences in market
segment expectations to maximize a provision fa& warious segments. The
common bases for market segmentation are demogragisiychographics,

product usage rates, product benefits, and quaditgeptions.

Employees form an important part of both the senacganization and service
delivery. Thus, meeting the wants and needs of eyeplk is as important as
meeting those of consumers. Satisfaction of empgl®yen both the working

environment and conditions helps to increase engg@®ymorale, thus to decrease

turnover, to absenteeism, and to the quality ofiserendered (Choo, 1998).

13



Employees have greater confidence in the firm i$ iable to demonstrate that it
cares about both the employee and the consumer thigare is a need to ensure
that the perception of contact service employedhdssame as customers’. This
can be attained by administering the same serweditg test instrument to both
employees and consumers (Cina, 1990). If a disompen perception exists, an

employee education is needed.

2.4 BENEFITS OF SERVICE EVALUATION

The key to creating a perception of high serviceligyuis to ensure that perceived
service quality and delivery meets or exceeds aoessi expectations. This must
be ascertained through an evaluation of consunpasieptions of the service

delivery performance.

Discrepancies between the desired level of perfoomand the perceived level of
performance will identify the opportunities and iiations for (a) marketing the

plan, and (b) instituting improvements in servicaliy (Choo, 1998).

In evaluating consumers’ expectations and theicquion of service quality,
Choo (1998) identified the following discrepancies:

Competitive vulnerability The dimension is viewed as an important
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determinant to the consumer but the delivery ofsérwice by the provider is low.

Competitive strengthConsumers like the way which the service is effler

and the manner in which it is presented.

Irrelevant superiority Services which are unimportant to consumers are

delivered with high quality.

Relative indifferenceThere is both a low expectation and deliveryhsf t

same service.

Gray zoneThe dimension is perceived as average. (See)p. 17

The zone that the service organization falls imdigates the type of managerial
action needed. For example, to enhance its markgtalan organization may

promote its competitive strength. Thus, the positaspects of the service
organization can be improved and communicated eéoctnsumer. On the other
hand, irrelevant superiority will need to be elieti@d due to lack of economic
viability. Alternately, consumers can be educatedt@ the importance of the

service, creating a need for the service.

Gray zone services indicate a need to (a) improvesnt services, and (b) extend

offerings by adding new services. Services also nbay repositioned in

consumers’ perceptions, and specific employeeitrgineeds will be identified.
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If service delivery performance is inadequate, ngangent must determine the
cause for the discrepancy between expectationparmptions. Parasuraman, et
al. (1985) suggested several reasons for inadegeatece quality: (a) customer
expectations and management perceptions; (b) mareadeperceptions and
specifications; (c) perception of unfeasibility;) (standardization of service; (e)
goal setting; (f) service blueprinting; and (g)wsee quality specifications and
service delivery; (h) service delivery and exteroammunications; (i) expected

service and perceived service. Each of these f&atiscussed in detail below.

(a) Customer Expectations and Management Percepticen

This is the difference between what customers vaat what managers believe

they want. This may be due to: (a) lack of marlestearch orientation, such as

insufficient market research, inadequate use oéameh finding, or lack of

interaction between management and customersnéalequate communication

between contact personnel and management; andofc)ntany levels of

management.

(b) Management Perceptions and Specifications

In this situation, management is fairly astute émgeiving the wants of customers
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but has failed to establish performance standdrds rhirror the management’s
perception. This is usually a result of (a) a latlcommitment and dedication on
the part of top management; (b) the perceptiomédasibility; (c) inadequate task

standardization; and (d) absence of goal setting.

(c) Perception of Unfeasibility

This result from a managerial mindset that may ay mot be related to the actual
constraints of the organization, and from shomatenarrow thinking on the part
of managers, “an unwillingness to think creativelgd optimistically about

customers needs” (Zeithaml, et al. 1990, p.77).

(d) Standardization of Service

Levin and Hubert (1976) stated that the standatidizaf services can be through
(a) substitution of personal contact and humanreffith hard technology (such
as automatic teller machines); (b) improvement iorkwmethods or soft

technology (such as salad bars or buffets); anda(cpmbination of these two

methods.
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(e) Goal Setting

Upon identifying consumer’s wants, goals must beosethe basis of the priority
of wants. However, the interpretation of wants mpkyees is not necessarily the
same as the interpretation of wants by consumeravdid such ambiguity, it has
been suggested that pertinent goals be definedirengrocesses leading to the
realization of the goals be outlined. Guidelinesyrba written, for example, for
what a courteous employee should and should nd®awiding employees with a
well-developed repertoire of responses and conticg@pproaches, and asking
them about factors that prevent them from providmgh quality service, are

means that will increase the realization of thelgjoa

(f) Service Blueprinting

When translating external customer service expectinto internal service
delivery specifications, the service must be vizeal from the customer’s
perspective. After the blueprint is drawn, actiesti tasks, and steps must be
classified according to the degree that they reqgtechnical skills, equipment,
tools, personal interaction, interpretation of aomser input, and flexibility of

response to enhance the clarity of the communicgfibthaya, 2003). Support
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services, customer-contact jobs, physical facdjtequipment, and procedures are
analyzed in terms of their impact on the customegsvice quality experience
(Vithaya, 2003). The barriers to acceptable leeélservice quality are identified

for redesigning (Vithaya, 2003).

(g) Service Quality Specifications and Service Delery

Service quality specifications and service deliveefer to situations where
contact personnel are unwilling or unable to mestaldished performance
standards. The key contributing factors identifiydParasuraman et al. (1990) are:

Role ambiguitywhere the employees are uncertain about what dney

expected to do.
Role conflictwhere employees cannot meet all of the interndlexternal
demands of consumers they serve.

Poor employee-job fiis the result of a poor match between the skills o

employees and the job.

Poor technology-job fiis a result of inadequate tools and technology for

employees to use.

Inappropriate supervisory control systears a result of evaluation when

the reward system is poor.

Lack of perceived controresult from employees having a lack of
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flexibility in the job.

Lack of teamworkbetween, as well as within, department in theiserv

system design and delivery is a significant fagtothe prevention of quality

service delivery. (p. 44)

The provision of quality service in accordance wéktablished performance
standards is outlined below:

1. Everyone in the organization must know the impar¢éaaf delivering
high quality service and how they fit into the amgation’s plan for
providing this high quality service.

2. Service roles and standards must be set and defmeadrms of
consumers’ expectations and the level of serviaegmployees should

provide.

When employees are included in the standard-sefinogess, acceptance and
commitment to achieving the goals is increased. gdmticipation of employees
will also help to make the ideas more workable @aadistic.

Role conflict is lessened if an employee knows wtmatdo. Because of the
diversity and multitude of demands placed on serviorkers, delivery of all
aspects of service is at times impossible. Thisiireg establishing priorities in

performance standards to decrease potential roificto When employees share
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information about consumers, they can better umaleds these priorities.
Allowing employees to influence the level of seevithey provide will help to

reduce role conflict.

From a study of consumer satisfaction of managen¥ming and Lee (1994)
suggested the following conclusions:
1. A complete examination of the position of the compwas necessary.
This included the strengths and weakness, as welhanalysis of the
competitors.
2. A collective effort must be made by the companystiisfy the
consumer.
3. Employees must be satisfied because satisfied eegHo ensure
satisfied consumers.
4. The type of management leadership that was negessarone which
was directed toward customer satisfaction and $étes innovations.
5. Job-oriented management should be directed towesdrieg customer
satisfaction.
Standards can only be established if they are stggpowvith adequate and
appropriate resources, such as technology, adegtsife qualified and trained

personnel, information systems, and equipment.
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Although initial contact employees may lack teclhior other expertise, their
role is important because they provide the firsitaot with potential consumer.
Once standards are established, they must be edfoit they are enforced,
employees will be motivated to provide a highereleof service. Providing
feedback on the performance of employees is an riiapomotivational factor.
Zeithaml, et al (1990) said that using performanoegasurement systems that
focus on the consumer in addition to internal efficy is one way to clearly
support the service quality priority. However, tamployees must be told in
advance how their performance will be evaluated, r@wards must be given for

the delivery of high quality service.

(h) Service Delivery and External Communications

The lack of communication between marketing, humesmources, and operations
results in the service provider breaking its prawmisThis also happens when
service providers neglect activities that are agogrbehind the scenes to increase
the quality of service being delivered. Furthermaezvice providers often fail to
tell consumer about the facets of the service timelyproblematic (Zeithaml, et al,

1990).
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(i) Expected Service and Perceived Service

Often, perceived quality of service does not mestsamers’ expectations. The

difference between expected and perceived senacsecgaps (Zeithaml et at,

1990), as summarized in Figures 2.1 and 2.2.
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Customer Expectations

<Figure 2.1> Conceptual model of service quality

SourceZeithaml, Parasuraman, and Berry (Fall, 198534p.
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<Figure 2.2> The extended model of service quality

SourceZzeithaml, Parasuraman, and Berry (1990), p. 131.
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2.5 SERVICE QUALITY AND CUSTOMER SATISFACTION

Many authors posit very clearly that service qyalg regarded mostly as an
antecedent of satisfaction (Cronin and Taylor, 199Bhavsky, 1985). Cronin
and Taylor (1992) founded that satisfaction is supelinate to quality - that
quality is one the service dimensions which ardof@d into the consumer’s
satisfaction judgment. Cronin and Taylor (1992)arégd that un their structural
analysis for the causal relations among satisfactoverall service quality and
purchase intention, the coefficient of path forvgsr quality to satisfaction/ to
purchase intention appeared to be all significamtesthe coefficients of path for

satisfaction to service quality/ to purchase intentvere insignificant.

Oliver (1981) summarized current thinking on satisibn in the following
definition: “[Satisfaction is a ] summary psychoica state resulting when the
emotion surrounding disconfirmed expectations igpted with the consumer’s

prior feelings about the consumption experienge”2{)

Oliver (1981) summarized the transaction-specifature of satisfaction, and
differentiates it from attitude, as follows: “Attidle is the consumer’s relatively
enduring affective orientation for a product, stare process (e.g., customer

service) while satisfaction is the emotional reactiollowing a disconfirmation
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experience which acts on the base attitude levdl ianconsumption-specific.
Attitude is therefore measured in terms more génenaroduct or store and is less

situational oriented. (p. 42)

Consistent with the distinction between attitude aatisfaction, is a distinction
between service quality and satisfaction: perceisedrice quality is a global
judgment, or attitude, relating to the superiority the service, whereas
satisfaction is related to a specific transactibhe differences between service

quality and satisfaction (Oliver, 1993), as summediin table 2.3.

<Table 2.3> Comparison of the service quality andagisfaction concepts

Comparison dimension Service quality Service satia€tion
- Attributes or dimensions - Specific to quality judgments - Potentially all salient dimensions
- Expectation referent - ldeal, “excellence” - Predictive, norms, need, etc
- Experience-dependency - Not required; can be externally- Required
mediated
- Other conceptual antecedents | - Communications - Equity, attribution, emotion, etc

Source: Oliver (1993), p. 76

The employees of transportation companies havengortant role as the face-to-
face service providers to the customers. Therefibreeems only natural that

employee satisfaction promotes customer satisfactidhe product that
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transportation company offers to its’ customersaisombination of tangible
products and intangible services. For the reasainttie main product is intangible,

the role of quality service, as the generator st@mer satisfaction, is emphasized.

Hanan and Karp (1989, ix-xiv) focus on customerisfattion as a revenue
generator. They argue that customer satisfactidghesultimate product of every
organization. People think that they are makingdpots, but they are really
making satisfied customers. People may think thay tare producing services,
but they are really producing satisfied custombérihe products and services do
not satisfy, there will be no producing them for ahulonger. Customer
satisfaction is the ultimate objective of everyamigation. It is neither to produce

nor to service, but to satisfy the needs that dcv&@omers to do business.

According to Hanan and Karp (1989, ix-xiv), satidfon is the value that has
been added to the product of the organization. thsfsad customer is one who
receives significant added value from a suppliet,aimply products and services.
A satisfactory supplier, in turn, is one, who givagnificant added value to the
customer, not simply goods and services. You shooldnterpret having satisfied
customers because you are better. Customers &keshbecause you have made
them better. What satisfies customers is the imgmr@nt that they see in

themselves.
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Hanan and Karp (1989, ix-xiv) claim that custometistaction is the only
meaningful competitive advantage. A satisfied coriocomes back and becomes
a repeat customer. He will buy in volume over tiamel will form a foundation of
demand base. It is the satisfied and dedicatedmess that guarantee the success
of the organization. The profit that the organiaatmakes is the ultimate test of

satisfying customers. It is also the ultimate re@fanan and Karp 1989, ix-xiv).

2.6 THE CONCEPT OF SERVICE QUALITY

Services have four unique characteristics thaedfitiate then from commodities,
namely, intangibility, heterogeneity, inseparapiliand perishability. Most

services are intangible in that they do not take @mysical form. Therefore, most
services cannot be measured and verified in advaheale to assure quality.
Parasuraman et al., (1985) stated several integestiemes regarding service
quality. “(1) Service quality is more difficult fathe consumer to evaluate than
goods quality. (2) Service quality perceptions led$tom a comparison of

consumer expectations with actual service perfooma(3) Quality evaluations

are not made solely on the outcome of a serviagy, #hso involve evaluations of
the process of service delivery” (p. 42). Secondlvices are heavily reliant
upon personal interaction between the service gesvand the consumer. The

presence of a human service provider and the atedcpersonal interaction
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creates variability in the service provision frocleandividual consumer. These
inherent inconsistencies in service delivery caerfere with the provision of
consistent and reliable service and with the foromadf consumer trust. The third
characteristic that separates services from contieeds the inability to separate
the consumer from the service provider in the cetigh of a service transaction.
Finally, services cannot be held for future useeylare perishable and cannot be
inventoried. These characteristics make trackingl aneasuring consumer

perceptions of service quality and satisfactiorarvice industries difficult.

Many researchers (Cronin and Taylor, 1992; Olshavs885) understood quality
as a form similar to attitude in many ways, whishthe overall assessment of
manufactured goods. They also revealed that quatity as a comprehensive or
global value when measuring consumer satisfactioaddition, there was a study
done by Parasuraman et al. (1985) supporting tbgeahotion, carried out in a
total of twelve focus group interviews with consumef four different services
areas, such as banking, credit card, securitielkebage, and product repair and

maintenance.

Leading researchers in the field of quality mankgtattempted to understand the

characteristics of services and what providers lshpasses in order to project a

high quality service articulated by their customé&sgardless of the business type,
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the customers carried similar criteria to assessicge quality. They made a
conclusion that consumers’ perceived service gudita different concept from
their satisfaction level, and service quality cankmown by measuring the gaps
between consumers’ expectation and their performa@eithaml and Berry,
2003). There have been a large number of researdchierested in developing
service quality; they believe it is a form of attie, connected but not equivalent
to the level of the customers’ satisfaction (Crofifaylor, 1992; Oliver, 1993).
Bitner et al. (1990) defined “service quality” &&tconsumers’ overall impression
of the relative inferiority/superiority of the ongaation and its services. He
observed that in most services, the customer fateslhis perception of actual
service quality during his interaction with the tat personnel of the firm. Hence,
service quality is highly dependent on the perfaroeaof employees. Bitner et al.
(1990) suggested that both service quality andgfsation affirms the importance
of the quality of customer/employee interactionsthwiservices. A close
examination of the scale items for each servicdityudimension reveals that a
majority of all the items are related directly teethuman interaction element of

service delivery.

2.7 MEASUREMENT SERVICE QUALITY AND SERVQUAL

Service quality is judged by customers. User satigin is directly related to how
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small the difference between customers’ expectatiand perceptions is. All
features of services that add value to custometsraprove customer satisfaction
also improve customers’ perceived service qualitys, it is very important for
firms to understand what customers expect, factfrsservices that cause
satisfaction and the ones that cause dissatisfaati@er winning and qualifying
factors. What companies continuously need to deoisneasure their service
quality and then perform necessary actions to impithe quality. At this point,

choosing the appropriate quality measurement matheery critical.

The most widely used and discussed service qualégsurement instrument is
SERVQUAL. The initial instrument was proposed byd3araman et al. Later,
other researchers contributed to the development iamprovement of the

instrument.

In SERVQUAL, the difference between customers’ exgions and perceptions
is called Gap 5. Gap 5 symbolizes deficienciehéndervice provided by the firm.
The ultimate goal is to make Gap 5 as small asilplesgither by managing
customers’ expectations or by improving offeredveer quality. Gap 5 is
evaluated using four other gaps: Gap 1 to Gap é.rmbanings of these gaps are

summarized in table 2.4.
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<Table 2.4> Meaning of Gap 1 to Gap 4

Gap ID Meaning

Gapl Misunderstanding what customers want,

Gap 2 Inappropriate service quality standards set up,

Gap 3 Difference between set up service quality standam$ what is actually
delivered,

Gap 4 Causing customers expect more than what is actdellyered.

Source: Parasuraman et al., 1990.

Tangibles
> Perceived Service

Reliability

g Perceived Service
Responsiveness Quality (Gap 5)

> Expected Service

Assurance

Empathy

<Figure 2.3> The research model based on the SERVQIU.

Figure 2.3 the SERVQUAL model is the instrumentgaged to measure Gap 5
(Parasuraman et al. 1988). The instrument consitd5 statements: 22 to
measure expectations, 22 to measure perceptiotid, Bmmeasure overall service

quality. There are 22 items and two similar questiabout each item are asked to
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the participants; one for expected service qualitg one for perceived service
quality. In SERVQUAL, expectations are defined amvhcustomers think the

same service would be offered by an excellent serprovider.

There are five dimensions underlying SERVQUAL ahdse five dimensions

cover 22 items of the instrument. These dimensamesand their corresponding

meanings are given in table 2.5.

<Table 2.5> Dimension list of SERVQUAL measuremenhstrument

Tangibles Physical facilities, equipment, andesgypnce of personnel

Reliability Ability to perform the promised sereéaependably and accurately
Responsiveness Willingness to help customers emdde prompt service

Assurance Knowledge and courtesy of employeestlagid ability to inspire trus

and confidence

Empathy Caring, individualized attention the gs=wdependably and accurately

Source: Parasuraman et al., 1990.

For each dimension, a gap score G, which represemts well the service
provider performs in that dimension, is calculatBde formula for G is:

G=P-E

Where P is the average perceptions grade of a diorenobtained from

perceptions grades of a subset of 22 SERVQUAL itevhese elements are
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related to that dimension and E is the averageatapens grade of a dimension
obtained from expectations grades of the same sUhseERVQUAL there are 4,

5, 4, 4 and 5 items related to tangibles, relighilesponsiveness, assurance, and
empathy respectively. Items of SERVQUAL instrumang listed in table 2.6.

Participants are asked to state how much they agitbeeach of 44 statements.
They rate each statement by giving a point betwkesnd 7 where 1 mean
strongly disagree and 7 means strongly agree, agdoaint in between means
partial agreement or partial disagreement. For @k@nior item T1 participants

rate two questions: (1) Expectations (E): A senpecevider should have up-to-
date equipment, (2) Perceptions (P): Service pevidhas up-to-date equipment.

Then, G is calculated as P — E.

SERVQUAL is based on focus group research. Panasumraand his colleagues
started with 10 dimensions and 97 items. Afteriigsthis initial model with a

sample of service users, the items were re-evaluateerlapping items were
removed and SERVQUAL with 45 statements is developéany researchers
believe that SERVQUAL is valid and reliable to usanany different industries
and service sectors as long as necessary minoringorchanges or item

eliminations and additions are made (Zeithaml et1&90).
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<Table 2.6> Item list of SERVQUAL measurement instument

Tangible T1 Has up-to-date equipment

T2 Physical facilities are visual appealing

T3 Employees are neat in appearance

T4 Materials are visually appealing
Reliability Rel 1 When promises to do something, it does so

Rel 2 Shows sincere interest in solving your problems

Rel 3 Performs the service right the first time

Rel 4 Provides services at the time it promises

Rel 5 Keeps accurate records
ResponsivenessRes 1 Tells you when the service will be performed

Res 2 Gives prompt service

Res 3 Always willing to help

Res 4 Never too busy to respond to your requests
Assurance Al Employees can be trusted

A2 Feel safe in your transactions with employees

A3 Consistently courteous

A4 Has knowledge to answer your questions
Empathy El Gives individual attention

E2 Has operating hours convenient to you

E3 Employees give personal attention

E4 Has your best interest at heart

E5 Employees understand your specific needs

Source: Parasuraman et al., 1990.

SERVQUAL is very popular because there is a loadfantage of using it. First
of all, expectations of users are learnt and tleipd managers to understand in
which areas they do not perform well enough. Thayuse results to find ways to

manage customers’ expectations so that customgns tzeexpect what is feasible.
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The result can be used for benchmarking with coitgestin the same industry or
other firms from other industries that offer highadjity services. Managers also
obtain demographic information about customerseraduate each SERVQUAL

score according to each participant’s charactessti

2.8 SUMMARY

The escalating importance of customer service, atreased number of
transportation companies have attempted to imptioeie service strategy and the
need to conduct marketing and performance impromén@ograms was
necessary in the Lao PDR. However, consumers havebeen satisfied with
services. One of the major problems addressed aenliterature for satisfying
consumer demands is management’s inability to ijewhat the consumer sees
as important. Such factors as goal-setting, senstandardization, service
blueprinting, and marketing have been found necgstka Lao transportation
company managers in order to improve service. Quesuliversity complicated

the attempt to serve customers, because many atipest exist.

Choo (1998) wrote that consumers’ wants change@s as they are identified, as

do their opinions, attitudes, values, and beliBifferent consumers had different

needs. This is based on both demographic and exypiatidifferences.
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The key to creating a perception of high servicalitpp was to ensure that
perceived service quality and delivery meets oreegs consumers’ expectations.
This must be ascertained through an evaluatioron$umers’ perceptions of the

service delivery performance.

Parasuraman et al. (1985) suggested several refsanadequate service quality:
(@) customer expectations and management percepti) management
perceptions and specifications; (c) perceptionrdeasibility; (d) standardization
of service; (e) goal setting; (f) service bluegngt and (g) service quality
specifications and service delivery; (h) serviceliveey and external

communications; (i) expected service and percesezdice.

Bolton and Drew (1991) indicated that perceivediserquality is a function of (a)
consumer’s residual perception of the service guatbm the prior period, and (b)
his/her level of satisfaction or dissatisfactiohathe current level of performance.
Satisfaction or dissatisfaction was achieved thinotige evaluation of a specific

transaction.
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CHAPTER 3

METHODOLOGY

In order to analyze the relationship between exgkecnd perceived service
quality experienced by customers for transportatimmpany services in Lao PDR.
SERVQUAL, a multiple-item scale for measuring p@taeans and expectations of
service quality was the survey instrument usechis study. The collected data

was analyzed, and the results provided answerg éiuvesearch hypotheses.

3.1 RESEARCH HYPOTHESES

Realizing the escalating importance of customeriser an increasing number of
transportation companies have attempted to imptbee& service strategy. The
leading group of marketing researchers (Parasurataln, 1985) has developed a
model of service quality that focuses on possiblamunication and control gaps
within the “consumer-marketer” system, which caadi¢o a breakdown in service
quality. Since transportation is such a vital segima the Lao PDR’s service
economy, it would seem fruitful to examine the camigs to discover whether it

suffers from a breakdown in service quality.

Customer satisfaction is important because theresignificant short- and long-

39



term costs associated with poor customer servicert$erm dissatisfaction could
result in a walkout, whereas long-term dissatigbactresponses might lead to
customer defection. When studying service comparfeschheld and Sasser
(1990) measured the economic impact of profit ldge to defecting customers
and found that these companies increased profitalinost 100 percent by
retaining just 5 percent more of their customerst dhly did losing a customer
represent the lost value of the long-term saleerg@l of that customer, but it

also represents the additional costs of replatiagdustomer.

Webster (1989) examined expectations of profeskiesmaices (such as lawyers
and doctors) and nonprofessional services (otherces) using the SERVQUAL
scale. Findings revealed that demographic charattsr were important when
determining the expected service quality for noofgssional services, but not for
professional services. This indicated a need tomé& demographic
characteristics when evaluating service qualitpenprofessional services setting

such as transportation company.

According to Webster (1989) and Gagliano and Hathd@994) demographic
characteristics were a factor in consumers’ expiects of non-professional
services. Therefore, the first question asked vizases consumer age, gender,

education, income have an effect on expected anckiped service quality in
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transportation company? If there was a substamfitdct, marketers need to

identify which factors are important to better deftheir target markets.

The general problem was to analyze expected anmkiped service quality for
customers of the transportation company in the LRIOR. Demographic
characteristic information in Lao PDR is surelyKiag. Along with increased
nationalism and heavy emphasis on cultural and iethohentity, consumer
ethnocentrism will be a potent force in the globakiness environment in the
years to come. This study, therefore, uses dembgragpriables (such as gender,
age, education, income). The following hypothedateghe relationship between
the demographic variables that may influence comssmperception and
expectation on service quality in the transporfatompany and the relationship
between perceived and expected service quality ramsportation company

services. There are as follows:

H1: There is significant relationship between costcs’ expectations and

perceived quality of service provided.

H2: There is significant relationship between costos’ demographic variables

and their perceptions regarding quality of seryo®vided.
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H3: There is significant relationship between costos’ demographic variables

and their expectations regarding quality of seryicevided.

3.2 DEFINITIONS OF TERMS

Expectations: the expressed service preferencseafonsumer concerning what

the service provider should offer.

Gap: the measured difference between customerg&cgxfons and satisfactions

with perceived service quality.

Satisfactions: the level of customers’ perceive@dng@ratification related to

services perceived, as measured by ratings ofcssvi

Perceptions: the consumer’s judgment of the sewtiganization’s performance.

Service Quality: the perceived value/propriety efvices offered by a service

organization, as measured by the association batwagisfaction rating and

expressed expectations.
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3.3 SURVEY INSTRUMENT

For this study, expectations and perceptions offive dimensions of service
quality were measured by 22 statements taken frARRV&QUAL (Parasuraman et
al, 1988) and then modified to capture more prégcisee expectations and
perceptions associated with transportation servieash question uses a seven-

point, Likert-type scale, ranging from strongly eging to strongly disagreeing.

Collected data was input into the SPSS-windowsssitzdl package for analysis
using statistically appropriate methods (ANOVA s$esand t-tests). Reliability

coefficients for all dimensions were computed.

3.4 SAMPLE AND DATA COLLECTION

The sample in this study consists of respondent® e users of road
transportation services. This study uses a simghglom sampling method. A
questionnaire was distributed randomly to 90 custemthrough the three
providers (namely; SMT Lao, Lao Freight Forwardand TEC) located in

Vientiane, the capital of Lao PDR. Out of a tot@l Questionnaires, 75 usable
responses were returned (83 % responses rate)qudstionnaires were sent to

the respondents in the beginning of July and tlsé fesponse was received on
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August 20, 2004. The questionnaire consists ofetipaats (See appendix 1). The
first part consists of the respondent’s demograpar@bles. The second and third
parts are based on the respondent’'s expectation pamdeption of using
transportation company services. These parts grertant because they measure
the respondent’s attitude and opinion towards péi@me and knowledge about
transportation company services. In addition, secf of part 2 requested that
respondents indicate the relative importance oh edadhese dimensions to their
evaluation of service quality, by assigning a tahll00 points among the five
dimensions. This allowed a weighted score to beutated for each service

dimension.

3.5 STATISTICAL ANALYSIS

Percentages and frequency distributions were cozdpuio test of research
hypothesis 1, each expectations ranking for edelagt item in the questionnaire
was paired with the perceptions ranking for the esaiem. The ANOVA and t-

tests were used to calculate the difference betw&pactation and perception for

each item. Statistical significance was acceptguo<at05.

To test of research hypotheses 2 and 3 when thegtaphic variable was ordinal,

the ANOVA test and t-tests were computed. Staiksignificance was accepted
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at p<.05.

3.6 CORRELATION ANALYSIS

A correlation analysis was examined for significarter relationships within the
different groups of factors. Values of X>0.350 a8 (2 tails) < 0.05 were

required. (See table 3.1).

Out of the 22 items, four coefficients were delete@ to their small value 0.35.

The important items shaded were deleted basedsoits®f the survey.

3.7 FACTOR ANALYSIS

The factor analysis was conducted to explore theradlv dimension of the
selection criteria, rather than the specific vdagalbised in the survey; the
respondents from the survey were examined by fatalysis using a principal
components method followed by varimax rotation wikhiser Normalization.
Using the Scree method of factor determination fimetors was determined,

which explain 92.87 percent of the variance indha& with an Eigen value of 1.
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<Table 3.1> List of dimensions and items for measurg service quality

Dimensions

Iltems

Tangibles

Up-to-date equipment

Visually appealing facilities

Employee who has a neat and professional appearance

Materials visually appealing

Reliability

Providing service as promised

Sincere in solving the problem

Performing service right the first time

Providing service at the promised time

Maintain error-free records

Responsiveness

Keeping customers informed about when servicesbeilpberformed

Providing prompt service to customers

Willing to help customers

Always ready to respond to customers’ requests

Assurance

Employees who instill confidence in customers

Customers feel comfortable interacting with empts/e

Employees who are consistently courteous

Employees who have the knowledge to answer cussdmaestions

Empathy

Employees who give customers individual attention

Having business hours convenient to customer

Having staff who give customers personal attention

Having the customer’s best interest at heart

Employees who understand the needs of their custome

Note: Items shaded where not included in the fiable due to results in the dimension analysis

according to respondents in Lao PDR.

The use of the principal components method madeogsible to test the
hypothesis and five factors were sufficient. Faxtoading of 0.611 and greater
were used as the determinant of the different lségg&a which loaded significantly

on to the factors. These variables with the assettiaelevant factors loading

denoted by shade color and the coefficient alpHaevéor the constructs are

shown in table 3.2 (Rotated component matrix).
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A reliability test was performed through the ca#tidn of Cronbach coefficient
alpha for each construct. All alpha results ramgenf0.7739 to 0.9336, indicating

internal consistency of the scales.

<Table 3.2> Rotated component matrix

Factor | Factor | Factor | Factor | Factor | ltems Cronbah
1 2 3 4 5 alpha
SQ1 .008 .206 .000 .003 | .961 Up-to-date equipment
SQ2 .294 .196 214 .313 | .830 Visually appealing facilities 0.9336

SQ3 .358 .189 .250 .533 | .666 Employee who has a neat and
professional appearance

SQ4 .882 .009 (.005) | .330 .004 Providing service as promised

SQ5 773 371 .236 119 | 232 Sincere in solving the problem

SQ6 .768 .339 404 (.000)| .178 Performing service right the fir

. 5t 0.9050
time

SQ7 .684 .651 .003 (.161)| .115 Maintain error-free records

SQ8 .005 167 | (.007) | .922 141 Keeping customers informed abput
when services will be performed

SQ9 171 (.008) | .249 .875 .173 Providing prompt service

[0 0.8395
customers

SQ10 (.196) | (.009) | .511 .641 479 Willing to help customers

SQ11 404 522 | .341 611 (.244) | Always ready to respond tp
customers’ requests

SQ12 135 .005 | .966 (.000) | .115 Employees who instill confidenge
in customers

SQ13 .005 257 | 921 205 | (.001)  Employees who are consistent
courteous

SQ14 | .431 169 | .619 | 305 | .297 | Employees who have the
knowledge to answer customers
guestions

SQ15 | .188 .881 .305 .248 | .007 Employees who give customers
individual attention

SQ16 | .456 .768 .006 .000 | .373 Having business hours convenignt

0.9168
to customer

SQ17 | .579 731 .001 (.003) | .292 Having the customer’s best intergst
at heart

SQ18 | .004 .634 .542 121 | .456 Employees who understand the
needs of their customers

Extraction Method: Principal Component Analysis.
Rotation Method: Varimax with Kaiser Normalization.

a. Rotation converged in 9 iterations.
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CHAPTER 4

RESULTS

This chapter contains the data for each part ofjthestionnaire survey instrument
to assess the service quality of the transportationpanies in Lao PDR. The data
were analyzed to answer the research questionsed-i(See Appendix 2)
surveyed and the data were examined according t@WNand t-tests to
determine the difference between expected and iperteservice quality for

respondents who are users of the transportatiopanynservices.

4.1 DESCRIPTIVE DATA

The general problem of the research was to analyeedifference between

expected and perceived service quality for respatsdevho are users of the

transportation company services in the Lao PDR.

PART 1

The percentage distributions for independent fac@ccording to the survey

sample were as follows:
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As shown in table 4.1, the respondents comprisgidnjiwore men than women.
More than 60 percent of the respondents were agieebn 31 and 50. About
26.7 percent were aged under 30 and 13.3 perceataged over 50. The
respondentabout education were: high school or less, 6.7guegycollege

graduate, 46.7 percent, and graduate degree, d&&rm.

<Table 4.1> Demographic profile of respondents (N #5)

Freguency Percentage
Sex:
Male 45 60
Female 30 40
Age:
Under 30 20 26.7
Between 31-50 45 60
Over 50 10 13.3
Education:
High school or less 5 6.7
College graduate 35 46.7
Graduate degree 35 46.7
Income:
Less than 1.000.060 15 20
Between 1.000.000-2.000.000 20 26.7
Between 2.000.000-5.000.000 40 53.3
More than 5.000.000 0 0

#Note : 10.000 Lao Kip is equivalent to $1 USD (@mdary, 2005)

More than half of the respondents (53.3 percent) dgersonal monthly income
between 2.000.000 and 5.000.000 Kip about one-guaidd personal monthly
income between 1.000.000 and 2.000.000 Kip. Thasgeirg less than 1.000.000

Kip represent 20 percent of the total number ghoeslents.
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PART 2

The percentage distributions for expectation ofiser quality according to the
survey sample are as follows (See Appendix 2)régut.1; 4.2; 4.3; 4.4 and 4.5
illustrate the responses.

1. The responses about “Up-to-date equipment” arest(bpgly disagree,
26.7%; (2) 6.7%; (3) 6.7%; (6) 6.7%; (7) stronglyee, 53.3%.

E1l

60
50 o
40 «
30 o

20 «

g 10 +
OI

1 2 3 6 7

El: up-to-date equipment

Note: 1) strongly disagree; 2) disagree; 3) paitbagree; 4) neutral opinion; 5) partly agrees; 6)
agree; 7) strongly agree.

<Figure 4.1> Distribution of responses for expectain on up-to-date

equipment

2. The responses about “Performing service rightitisetime” are: (4)

20%; (5) 13.3%; (6) 13.3%; (7) strongly agree, 8.3
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E6: Performing service right the first time

Note: 1) strongly disagree; 2) disagree; 3) paiibagree; 4) neutral opinion; 5) partly agrees; 6)
agree; 7) strongly agree.

<Figure 4.2> Distribution of responses for expectain on performing service

right the first time

3. The responses about “Maintaining error-free recoads. (4) 20%; (7)
strongly agree, 80%.

E7

100

80 «

60 =

40 o

20 =

a

E7: Maintaining error-free records

Note: 1) strongly disagree; 2) disagree; 3) palibagree; 4) neutral opinion; 5) partly agrees; 6)
agree; 7) strongly agree.

<Figure 4.3> Distribution of responses for expectain on maintaining error-

free records
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4. The responses about “Providing prompt service sbazuers” are: (4)

20%; (5) 6.7%; (6) 40%; (7) strongly agree, 33.3%.

E9

50
40 +
30 o
20 =

10 o

-

4 5 6

E9: Providing prompt service to customers

Note: 1) strongly disagree; 2) disagree; 3) patibagree; 4) neutral opinion; 5) partly agrees; 6)
agree; 7) strongly agree.

<Figure 4.4> Distribution of responses for expectain on providing prompt

service to customers

5. The responses about “Always ready to respond tmoess’ request”

are: (1) strongly disagree, 6.7%; (4) 20%,; (6) 26.(7) strongly agree, 46.7%.
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El11: Always ready to respond to customers’ requests

Note: 1) strongly disagree; 2) disagree; 3) paiibagree; 4) neutral opinion; 5) partly agrees; 6)
agree; 7) strongly agree.

<Figure 4.5> Distribution of responses for expectan on always ready to

respond to customers’ request

PART 3

The percentage distributions for perception of isenquality according to the
survey sample are as follows (See Appendix 3)régu.6; 4.7; 4.8; 4.9 and 4.10
illustrate the responses.

1. The responses about “Up-to-date equipment” arest(bpgly disagree,
6.7%; (2) 6.7%; (3) 26.7%; (4) 6.7%; (5) 13.3%; (B.3%; (7) strongly agree,

26.7%.
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10 «

1 2 3

P1: Up-to-date equipment

Note: 1) strongly disagree; 2) disagree; 3) paitbagree; 4) neutral opinion; 5) partly agrees; 6)
agree; 7) strongly agree.

<Figure 4.6> Distribution of responses for perceptin on up-to-date

equipment

2. The responses about “Performing service rightitisetime” are: (1)
strongly disagree, 6.7%; (3) 20%; (5) 26.7%; (68333, (7) strongly agree, 13.3%.

P6

a0

30 o
20 «

10 «

-

a 3 5

P6: Performing service right first time

Note: 1) strongly disagree; 2) disagree; 3) palibagree; 4) neutral opinion; 5) partly agrees; 6)
agree; 7) strongly agree.

<Figure 4.7> Distribution of responses for perceptin on performing service

right the first time
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3. The responses about “Maintaining error-free recoads: (1) strongly
disagree, 6.7%; (3) 20%; (6) 46.7%; (7) strongleag26.7%.

7

s0

ao «

20 o

20 o

10 «

E =

P7: Maitaining error-free records

Note: 1) strongly disagree; 2) disagree; 3) patibagree; 4) neutral opinion; 5) partly agrees; 6)
agree; 7) strongly agree.

<Figure 4.8> Distribution of responses for perceptin on maintaining error-

free records

4. The responses about “Providing prompt service sboaraers” are: (2)

26.7%; (4) 6.7%; (6) 33.3%; (7) strongly agree 398.

ao
20 o
20 o

10 «

.

2 a [=

P9: Providing prompt service to customers

Note: 1) strongly disagree; 2) disagree; 3) paitbagree; 4) neutral opinion; 5) partly agrees; 6)
agree; 7) strongly agree.

<Figure 4.9> Distribution of responses for perceptin on providing prompt

service to customers
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5. The responses about “Always ready to respond tmess’ request”
are: (1) strongly disagree, 6.7%; (2) 20%; (3) 6.71856.7%; (5) 13.3; (6) 33.3%;

(7) strongly agree, 13.3%.

P11

40
30 o
20 o

10

.

1 2 3 4 5 6 7

P11: Always ready to respond to customers' request

Note: 1) strongly disagree; 2) disagree; 3) paitbagree; 4) neutral opinion; 5) partly agrees; 6)
agree; 7) strongly agree.

<Figure 4.10> Distribution of responses for percamn on always ready to
respond to customers’ request

4.2 THE TEST OF RESEARCH HYPOTHESIS 1

Investigating the expectation and perception ofghality of service (Table 4.2),

customers gave the highest expectation score d@f t4“Maintain error-free

records”, one of the reliability factors. Meanwhiteere was the lowest score of

56



3.87 to “Visually appealing facilities”, a factoretgrmining the dimension of
tangibles. In their perception of the services, ¢bstomers collectively gave the
highest score of 5.73 to “Employees who instill foabence in customers” under
the assurance dimension. The lowest score of &f&3red to “Willing to help

customers” in the dimension of responsiveness. elenomparing the results
between customer’s expectation and perception nuiceequality provides some

interesting facts, especially the differences antbegl8 statements.

From Table 4.2 customers using transportation comparvices in general shows
higher expectation in the provided services. Thal tecore for expectation given

by the customers is slightly higher compared topieeption score.

The findings from Table 4.2 shows that there amesdlifferences in magnitude
of gap score among the 18 statements of servicktygubBhe result also shows
that none of the aspects of service quality hastipesgap score. Visually
appealing facilities is the only one feature ofvgmr quality in which expectation
and perception are equivalent. Seventeen statenmaitate that the quality of
service falls short of the customer’'s expectati@ustomers are generally

dissatisfied with the provided service.

Customer’s expectation level on the transportatompany service in every
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respect differs from their perception level. Regmto the expectation and
perception statements are compared. The differencemputed by subtracting
the expectation response from the perception regpdhthe expectation response
is higher than the perception response, the diffaravill be computed as negative.
A negative score indicates the existence of a serguality gap: the service
provider could not meet the customers’ expectattopositive score is recorded if
the result of performances exceeds customer expettaA positive score

indicates area of strength and a competitive adggntor the service provider.

Nevertheless, each aspect of quality service slibffesences with respect to the
size of gap score. The list of aspects of quaktyise is ranked from the highest

score to the lowest score.

It is interesting to note that fourteen statemesit®wed the expected and
perceived results to be significantly differentpfeéd < .05). The data supports the
first hypothesis — that there is a significant eliénce in expected and perceived
service quality. However, this difference is appar@ fourteen of the eighteen
statements. Up-to-date equipment, employees whe tievknowledge to answer
customers’ questions and convenient operation hshesved not a significant
difference. Results of the remaining fourteen @& #ighteen statements indicate

that customers’ expectations of service quality kaigher than the perceived
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service quality are getting from their transpodgatcompanies. This would imply
a large gap between service expectation and semoegpt, and could arguably be
the basis for customer service problems with in tt@sportation industry.

According to table 4.2 the statement with the latgeean difference expectation
and perception is “always ready to respond to coste’ requests”. This may
suggest that transportation company cannot respmrulistomers’ request. Our
result is different from Hopkins et al., (1993) wihifound the “carrier delivers on

promises” to be the largest mean difference exgieatand perception.
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<Table 4.2> Comparison of mean responses for expatbn, perception,
and gap scores among users of transportation compgrservices

Aspect of service quality E P Gap | t-value Sig. Priority
scores | scores | scores

Tangibles

1. Up-to-date equipment 4.73 4.60 -0.13 -.510 611 16

2. Visually appealing facilities 3.87 3.87 0.00 .000 1.000 17

3. Employee who has a neat and5.00 4.07 -0.93 | -4.639 .000% 5

professional appearance

Reliability

4. Providing service as promisedl 5 g6 4.93 -0.73 | -3.183 | .0022 11

5. Sincere in solving the problem 5 .go 5.00 -0.80 | -3.913| .000? 9

6. Performing service right the .00 4.93 -1.07 | -5.555| .000? 3

first time

7. Maintaining error-free records .40 5.33 -1.07 | -6.607 | .0002 2

Responsiveness

8. Keeping customers informed 580 5.33 | -0.47 | -4.539 | .000% 6

about when services will be

performed

9. Providing prompt service to 587 | 513 | -0.73 | -4.020 | .000° 8

customers

10. Willing to help customers 427 | 3.73 | -053 | -3.059 | .003? 12

11. Always ready to respond {0 573 | 453 | -1.20 | -8.447 | .000° 1

customers’ requests

Assurance

12.  Employees who instill 613 5.73 | -0.40 | -4.301| .000% 7

confidence in customers

13. Employees who are 587 | 546 | -0.40 | -3.913| .0007 9

consistently courteous

14. Employees who have the 473 | 460 | -013 | -595 | .554 15

knowledge to answer customers’

questions

Empathy

15. Employees who give 560 513 | -0.47 | -3.692 | .000° 10

customers individual attention

16. Having business houfs 547 | 533 | -0.13 | -1.055| .295 14

convenient to customer

17. Having the customer’'s best 5 40 4.47 -0.93 | -4.984 | .000? 4

interest at heart

18. Employees who understand513 | 473 | -0.40 | -2.118 | .038" 13

the needs of their customers

Note: E = Expectations; P = Perceptions.

Priority is obtained based on the discrepancy betwexpectations and perceptions. The
bigger gap score, the more serious the servicatggabrtfall for the consumer viewpoint.
Significant level at alpha < .05.
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<Table 4.3> Differences in mean between perceptiaand expectation levels

of service quality

Service quality dimension P E Gap t Pvalue | Priority
value

Tangibles
Appearance of physical facilities, 4.18 | 453 | -0.35 | -1.58 | .118 4
equipment, personnel, and communicatjon
material
Reliability
Ability to perform the promised service | 5.05 | 5.96 | -0.91 | -5.23 | .00G" 1
dependably and accurately
Responsiveness

Willingness to help customer and provide4.68 | 5.41 | -0.73 | -5.81 | .00G" 2
prompt service
Assurance
Knowledge and courtesy of employge$.26 | 5.57 | -0.31 | -2.46 | .016 5
and their ability to convey trust and
confidence
Empathy
Caring individual attention the firm 4.91 | 5.40 | -0.48 | -3.37 | .00T 3
provides to its customers

Note: Priority is obtained based on the gap sdage the discrepancy between expectations and
perceptions).

The bigger gap score, the more serious the sequiakty shortfall for the consumer viewpoint.

& Significant level aP < .05.

Table 4.3 shows the mean gap scores of dimensiorikd total sample. From the
table, it is to be noted that the higher the gaprescthe more serious is the
shortfall in the service quality from the customengwpoint. In this case, the
most serious dimension is “reliability” with a gapore of —0.91 (the highest gap
score). The second is “responsiveness” with a gapesof —0.73. Finally, the
smallest gap is found in “assurance,” which haddiest gap score of —0.31. Our
result is consistent with Zeithaml et al. (1990) iekh found the reliability

dimension to be the most essential factor. In gdndhere are significant
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differences among the four dimensions.

In order to get a clearer picture of the perceptibthe respondents, it is important
to examine the customers’ ranking of different dasiens. In SERVQUAL
instrument, respondents were asked to rank theséwace quality dimensions, by
dividing up to 100 points among five dimensiongeérms of personal importance.
The relative importance of the service quality dasiens indicated by the
weighted scores in table 4.4 was confirmed diregtlyen respondents were
invited to identify the most important, the secandst important and the least
important dimensions. From the table 4.4, the mogbortant dimension is
“reliability” with a high percentage of 53.3. Thec®nd most important dimension
IS “responsiveness” with a percentage of 54.7. I§indhe least important
dimension is “assurance” which has the percentdg88c/. To compare the
weighted, 100 divided the percentage of each sengaoality dimensions.
However, the rank ordering as showed “Reliabilig’ being the most important
dimension, followed in turn by “Responsiveness’miiathy”, “Tangibles”, and
“Assurance”. The weighted quality scores indicatest improve reliability and
responsiveness would contribute most to raisingoousrs’ perceptions of the
service experience. That is, if resources are didhitnanagement would benefit
most from concentrating on these two areas. Stafy meed to be recruited,

trained or encouraged to be more caring, willin@péfp customers and offer more
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prompt service. In addition, management could im@roperational controls so

that the service is consistently delivered as @di@r promised.

<Table 4.4> Most and least important SERVQUAL dimemions

Service quality] Weighted| Rank | Most important Second importantLeast important
dimension quality
frequency| % frequency| % frequency| %

Tangibles .163 4 4 53 5 6.7 24 32
Reliability .268 1 40 53.3 8 10.7 2 2.7
Responsiveness 213 2 15 20 41 54.7 5 6.7
Assurance .149 5 1 1.3 2 2.7 29 38.7
Empathy .206 3 15 20 19 25.3 15 20

Note: Rank is obtained based on the weighted figtifigher percentage reflects the most
important service quality dimension from consumempoint.

4.3 THE TEST OF RESEARCH HYPOTHESIS 2

Gender

Table 4.5 shows the results relevant to the relahigp between gender and their

perceptions of service quality. Gender includesen@add female. According to t-
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test, there was no statistical significant diffeenn the following items: (1)
Employees who are consistently courteous. There m@smean difference
between gender and their perceptions for theseviceequality items. There was

a statistically significant difference in the otleservice quality items.

<Table 4.5> Relationship between gender and perceaph of service quality

Male Female t-value Sig. (2-tailed)
P1 3.89 5.67 -4.541 .060
P2 2.67 5.67 -6.659 .060
P3 3.00 5.67 -6.471 .060
P4 3.78 6.67 -8.247 .060
P5 4.00 6.50 -8.876 .060
P6 411 6.17 -7.904 .060
P7 4.67 6.33 -5.178 .060
P8 4.67 6.33 -5.024 .060
P9 4.44 6.17 -4.433 .060
P10 2.89 5.00 -6.553 .060
P11 3.78 5.67 -4.988 .060
P12 5.33 6.33 -5.132 .060
P13 5.44 5.50 -.222 .825
P14 3.89 5.67 -5.425 .060
P15 4.67 5.83 -4.170 .060
P16 4.67 6.33 -4.989 .060
P17 3.89 5.33 -4.024 .060
P18 3.44 6.67 -10.505 .060

& Significant level aP < .05.
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The lowest means for the male were in the followteqs: (1) Visually appealing
facilities; (2) Willing to help customers; (3) Enmgkee who has neat and
professional appearance. Therefore, the female esthdiwgher mean ratings than

male in their perceptions.

Table 4.6 shows the results relevant to the reiahipp between age and their
perceptions of service quality. Age includes: (hyier 30 years old; (2) between
31-50 years old; (3) over 50 years old. AccordiongANOVA test, there was no
statistical significant difference in the followintems: (1) Providing service as
promised; (2) Sincere in solving the problem; (8jfBrming service right the first
time; (4) Maintaining error-free records; (5) Emy#es who instill confidence in
customers. There was no mean difference betweeraradj¢heir perceptions for
these 5 service quality items. There was a stedibfi significant difference in

other 5 service quality items.

The lowest means for the age under 30 years old imethe following items: (1)

Performing service right the first time; (2) Sineeén solving the problem.

The lowest means for the age between 31-50 yeadrsvete in the following
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items: (1) Visually appealing facilities; (2) Witlg to help customers; (3)
Employee who has a neat and professional appear@hcedlways ready to

respond to customers’ requests.

<Table 4.6> Relationship between age and perceptiar service quality

Age under 30| Between 31-50 Age over 50 F-value Sig. (2-tailed
P1 5.50 4.33 4.00 3.125 .050
P2 5.25 3.11 4.50 6.784 .002
P3 5.25 3.56 4.00 3.928 .024
P4 5.25 4.56 6.00 1.954 .149
P5 4.75 5.00 5.50 527 593
P6 4.50 5.00 5.50 1.306 277
P7 5.25 511 6.50 2.492 .090
P8 6.50 4.78 5.50 7.258 .001
P9 6.50 4.78 4.00 7.960 .001
P10 5.00 3.11 4.00 9.802 .000
P11 5.50 3.89 5.50 6.952 .002
P12 5.50 5.78 6.00 .821 444
P13 6.00 5.11 6.00 6.878 002
P14 5.75 4.00 5.00 10.361 .000
P15 5.75 4.67 6.00 7.248 001
P16 5.75 4.89 6.50 5.478 .006
P17 5.00 4.00 5.50 4.052 .022
P18 5.00 4.22 6.50 4.989 .009

& Significant level aP < .05.

The lowest means for the age over 50 years old wetlee following items: (1)

Up-to-date equipment; (2) Employee who has neatpantessional appearance;
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(3) Providing prompt service to customers; (4) WWgl to help customers; (5)

Visually appealing facilities.

Education

Table 4.7 shows the results relevant to the reiatipp between education and
their perceptions of service quality. Educatioriudes: (1) high school or less; (2)
college graduate; (3) graduate degree. AccordingANMDVA, there was no
statistically significant difference in the follomg items: (1) Maintaining error-
free records; (2) Employees who have the knowlettpeanswer customers’
questions. There was no mean difference betweeragdn and their perceptions
for these 2 service quality items. There was assielly significant difference in

other 2 service quality items.
The lowest means for the high school or less weréheé following items: (1)
Visually appealing facilities; (2) Willing to helpustomers; (3) Employees who

understand the needs of their customers.

The lowest means for the college graduate wereheén following items: (1)

Visually appealing facilities; (2) Willing to helpustomers.
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The lowest means for the graduate degree were e@nfaddowing items: (1)
Employee who has neat and professional appearé?)caiways ready to respond
to customers’ requests; (3) Providing service asmped; (4) Willing to help

customers; (5) Having the customer’s best inteatkeart.

<Table 4.7> Relationship between education and peption of service

quality
High school or|College graduateéGraduate degrde  F-value Sig. (2-tailed)
less
P1 7.00 4.86 4.00 6.442 .003
P2 1.00 4.14 4.00 4,158 .020
P3 7.00 4.71 3.00 11.431 .000
P4 7.00 5.86 3.71 13.206 .000
P5 7.00 5.57 4.14 10.141 .000
P6 7.00 5.14 4.43 6.625 .002
P7 7.00 5.43 5.00 2.850 .064
P8 7.00 6.43 4.00 33.067 .000
P9 7.00 6.00 4.00 14.509 .000
P10 1.00 4.14 3.71 8.131 .001
P11 7.00 5.57 3.14 31.985 .0bo
P12 7.00 6.14 5.14 16.039 .0bo
P13 7.00 5.71 5.00 11.540 .0bo
P14 5.00 4.71 4.43 420 .658
P15 7.00 5.86 4.14 32.116 .000
P16 7.00 6.00 4.43 15.093 .0bo
P17 7.00 4.86 3.71 10.230 .0bo
P18 2.00 5.71 4.14 10.648 .0bo

& Significant level aP < .05.
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Monthly income

Table 4.8 shows the results relevant to the relatigpp between monthly income
and their perceptions of service quality. Monthigame include: (1) less than
1.000.000 Kip; (2) between 1.000.000-2.000.000 K@); between 2.000.000-
5.000.000 Kip; (4) more than 5.000.000 Kip. Accaglto ANOVA, there was no
statistical significant difference in the followingems: (1) Visually appealing
facilities; (2) Maintaining error-free records; (Bmployees who understand the
needs of their customers. There was no mean diitereetween monthly income
and their perceptions for these 3 service qualéyns. There was a statistically

significant difference in the other 3 service qtyaliems.

The lowest means for the income less than 1.000kK0PAvere in the following

items: (1) Willing to help customers; (2) Visuadppealing facilities.

The lowest means for the income between 1.000.00062000 Kip were in the
following items: (1) Visually appealing facilitieg2) Up-to-date equipment; (3)
Employee who has neat and professional appearéceerforming service right
the first time; (5) Willing to help customers; (6)aving the customer’s best

interest at heart.
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<Table 4.8> Relationship between monthly income andperception of

service quality

Less than 1.000.000- 2.000.000- F-value Sig. (2-tailed)
1.000.000 Kip | 2.000.000 Kip| 5.000.000 Kip
P1 7.00 4.50 3.75 24.104 .000
P2 3.67 4.25 3.75 .346 .709
P3 6.33 4.75 2.88 19.718 .000
P4 7.00 5.25 4.00 12.804 .000
P5 7.00 5.00 4.25 16.732 .000
P6 6.33 4.75 4.50 8.098 .001
P7 6.33 5.00 5.13 2.997 .056
P8 7.00 6.50 4.13 38.387 .000
P9 7.00 6.50 3.75 41.979 .000
P10 3.00 4.75 3.50 5.463 .006
P11 6.33 5.50 3.38 25.965 .000
P12 7.00 5.75 5.25 23.473 .000
P13 5.67 6.00 5.13 5.077 .009
P14 4.33 5.50 4.25 4.538 014
P15 6.33 5.75 4.38 19.485 .000
P16 7.00 5.50 4.63 16.688 .000
P17 5.67 4.75 3.88 6.049 .004
P18 5.33 5.00 4.38 1.221 .301

& Significant level aP < .05.

The lowest means for the income between 2.000.0000300 Kip were in the
following items: (1) Employee who has a neat anofgssional appearance; (2)
Always ready to respond to customers’ requestsy\(ifljng to help customers; (4)
Providing prompt service to customers; (5) Up-ttedaquipment; (6) Visually

appealing facilities; (7) Having the customer’sthaterest at heart.
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4.4 THE TEST OF RESEARCH HYPOTHESIS 3

Gender

Table 4.9 shows the results relevant to the relalin between gender and their
expectations of service quality. Gender includeteraad female. According to t-
test, there was no statistical significant differenn the following items: (1)
Employees who have the knowledge to answer custnugrestions; (2)
Employees who are consistently courteous; (3) PPaifgy service right the first
time. There was no mean difference between gend@rtlaeir perceptions for
these 3 service quality items. There was a stedibfi significant difference in the

other 3 service quality items.

The lowest means for the male were in the followtegs: (1) Visually appealing

facilities; (2) Willing to help customers; (3) Up-tlate equipment.

The lowest means for the female were in the follmpitems: (1) Employees who
have the knowledge to answer customers’ questi@s;Visually appealing
facilities; (3) Willing to help customers; (4) Employees who arensistently
courteous. Therefore, the female showed higher mai@mgs than male in their

expectations.
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<Table 4.9> Relationship between gender and expettan of service quality

Male Female t-value Sig. (2-tailed)
El 3.78 6.17 -4.645 .060
E2 3.00 5.17 -4.488 .060
E3 4.11 6.33 -5.856 .060
E4 5.33 6.17 -2.529 .0f4
E5 5.22 6.67 -4.627 .060
E6 5.89 6.17 -1.047 .299
E7 6.00 7.00 -4.690 .060
ES8 5.22 6.67 -5.197 .060
E9 5.56 6.33 -3.726 .060
E10 3.56 5.33 -3.736 .060
E11 5.11 6.67 -5.165 .060
E12 5.78 6.67 -3.898 .060
E13 5.89 5.83 A71 .865
E14 4.44 5.17 -1.300 .198
E15 5.00 6.50 -5.504 .060
E16 4.67 6.67 -6.067 .060
E17 4.89 6.17 -3.717 .061
E18 4.00 6.83 -9.159 .060

& Significant level aP < .05.

Table 4.10 shows the results relevant to the oelahip between age and their

expectations of service quality. Age includes: fyler 30 years old; (2) between
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31-50 years old; (3) over 50 years old. Accordiog ANOVA, there was a
statistically significant difference in all item&tween age and their expectations

of service quality.

<Table 4.10> Relationship between age and expectaiiof service quality

Age under 30| Between 31-50 Age over 50 F-value Sig. (2-tailed
El 5.75 3.89 6.50 6.562 .002
E2 5.00 2.67 7.00 27.168 .000
E3 5.75 4.22 7.00 10.802 .000
E4 6.25 5.22 6.50 4.683 032
ES 6.75 511 7.00 11.516 .000
E6 6.75 5.44 7.00 16.898 .000
E7 7.00 6.00 7.00 7.200 .001
E8 6.25 5.44 6.50 3.149 .029
E9 6.25 5.56 6.50 5.261 .007
E10 5.25 3.33 6.50 13.635 .000
E1ll 6.50 5.11 7.00 9.608 .000
E12 6.50 5.78 7.00 6.165 .003
E13 6.75 5.22 7.00 18.541 .000
E14 7.00 3.33 6.50 41.548 .000
E15 6.25 5.11 6.50 6.523 .002
E16 6.25 4.78 7.00 9.286 .000
E17 6.50 4.67 6.50 11.028 .000
E18 6.00 4.44 6.50 7.244 .001

& Significant level aP < .05.

The lowest means for the age under 30 years old wethe following items: (1)

Visually appealing facilities; (2) Willing to helpustomers.
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The lowest means for the age between 31-50 yedravete in the following
items: (1) Visually appealing facilities; (2) Emptes who have the knowledge to
answer customers’ questions; (3) Willing to helpstomers; (4) Up-to-date
equipment. Therefore, the older showed higher matings than younger in their

expectations.

Education

Table 4.11 shows the results relevant to the oelakiip between education and
their expectations of service quality. Educatioaludes: (1) high school or less;
(2) college graduate; (3) graduate degree. Accgrdin ANOVA, there was a

statistically significant difference in all itemsetiveen education and their

expectations of service quality.

The lowest means for the high school or less weréheé following items: (1)
Visually appealing facilities; (2) Willing to helpustomers; (3) Employees who
have the knowledge to answer customers’ questigay; Employees who

understand the needs of their customers.

The lowest means for the college graduate wereheén following items: (1)

Visually appealing facilities; (2) Willing to helpustomers.
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<Table 4.11> Relationship between education and eaptation of service

quality
High school or|College graduatésraduate degrde  F-value Sig. (2-tailed)
less
El 7.00 6.29 2.86 26.961 .000
E2 1.00 4.71 3.43 7.181 .001
E3 7.00 6.00 3.71 17.887 .000
E4 7.00 6.00 5.14 4.623 013
ES 7.00 6.57 4.86 13.074 .000
E6 7.00 6.29 5.57 5.373 .007
E7 7.00 7.00 571 14.400 .000
E8 7.00 6.57 4.86 17.330 .000
E9 7.00 6.57 5.00 46.756 .000
E10 1.00 4.86 4.14 7.242 .001
E11 7.00 6.57 4.71 17.035 .000
E12 7.00 6.71 5.43 15.668 .000
E13 7.00 6.14 5.43 4.633 .013
E14 1.00 5.57 4.43 11.070 .000
E15 7.00 6.57 4.43 37.534 .000
E16 7.00 6.43 4.29 18.018 .000
E17 7.00 6.43 4.14 24.763 .000
E18 2.00 6.71 4.00 44.412 .000

& Significant level aP < .05.

The lowest means for the graduate degree wereeifotltowing items: (1) Up-to-
date equipment; (2) Visually appealing faciliti€¢3) Employee who has neat and

professional appearance.
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Monthly income

Table 4.12 shows the results relevant to the oglahip between monthly income
and their expectations of service quality. Montligome include: (1) less than
1.000.000 Kip; (2) between 1.000.000-2.000.000 K@); between 2.000.000-
5.000.000 Kip; (4) more than 5.000.000 Kip. Accaglto ANOVA, there was no
statistical significant difference in the followiritems: (1) Providing service as
promised. There was no mean difference between htyoimicome and their
perceptions for these 1 service quality items. &heas a statistically significant

difference in the other 1 service quality items.

The lowest means for the income less than 1.000K0PGvere in the following
items: (1) Employees who have the knowledge to ensustomers’ questions;

(2) Willing to help customers; (3) Visually appemgifacilities.

The lowest means for the income between 1.000.00062000 Kip were in the

following items: (1) Visually appealing facilitieg2) Willing to help customers;

(3) Up-to-date equipment.

The lowest means for the income between 2.000.0000300 Kip were in the

following items: (1) Up-to-date equipment; (2) Vadly appealing facilities.
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<Table 4.12> Relationship between income and expatibn of service quality

Less than 1.000.000- 2.000.000- F-value Sig. (2-tailed)
1.000.000 Kip | 2.000.000 Kip| 5.000.000 kip
El 7.00 5.75 3.38 16.551 .000
E2 2.33 5.00 3.88 5.810 .005
E3 5.67 6.25 4.13 9.090 .000
E4 5.67 6.25 5.38 1.971 147
ES 6.33 6.75 5.13 8.043 .001
E6 5.67 6.75 5.75 5.868 .004
E7 7.00 7.00 5.88 10.080 .000
E8 7.00 6.25 5.13 11.435 .000
E9 6.33 6.75 5.25 22.479 .000
E10 2.33 5.25 4.50 8.808 .000
El1 6.33 6.75 5.00 10.252 .000
E12 6.33 7.00 5.63 11.299 .000
E13 5.00 7.00 5.63 14.234 .000
E14 1.67 7.00 4.75 51.383 .000
E15 6.33 6.75 4.75 19.924 .000
E16 6.33 6.50 4.63 10.080 .000
E17 6.33 6.50 4.50 13.317 .000
E18 5.33 6.50 4.38 8.197 .001

& Significant level aP < .05.

4.5 DISCUSSION

Based on the results of the analyses, support wasdf for all of the three

hypotheses proposed in this study. A simple ttea$ conducted to determine

whether there is a significant relationship betw@enception and expectation
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level of service quality. The results were dispthya table 4.3. Analysis of
differences provided evidence that mean differencesirred between perceptions
and expectations among the Laotian customers mspatation company services.
However, the priority or rank ordering as showecli&bility” as being the most
important dimension, followed in turn by “Resporsiess”, “Empathy”,
“Tangibles”, and “Assurance”. None of the servicgalty dimensions had a
positive SERVQUAL scores, suggesting that the rartation companies in this

study did not meet or exceed customer’s expectation

Identifying and understanding the gaps will beratfstep in allowing individual
transportation companies to focus their attention aweas specially needing
attention. Results of this study suggest that partation companies did not
understand what customers expect from transpontatmnpanies. This implies
not enough communication between the customerdrandportation companies,
a definite weakness for the industry. There seeniseta breakdown somewhere
on the transportation company side. The transpontatompanies know what
service quality the customers expect, and yet itld/rgeem that the transportation
companies are not providing that quality of sentwehe customers. Why is this
happening? Do the transportation companies faebitcostly, or are they failing
to translate what they know of customers’ expeotainto measurable quality

standards and specifications that their employaadalow? Or are transportation
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companies not communicating standards and spdainsa clearly to their
employees? These questions remain to be answeredth®y individual

transportation company.

The size of expected and perceived (gap 5) is stamdi with the literature that
states that customer expectations of service gualie not being met. This
research suggests that the gap includes many désatfr service quality that
appear not to meet expectation and points to meggsan need of improvement.
The most conspicuous offender is in the areas syjaed to customers’ requests.
By concentrating on keeping their respond to custshrequests, transportation
companies may be able to improve the service gquiléy offer their customers.
Because the keeping of respond to customers’ régjugesmportant in shaping

customer expectations, a small improvement indhes could make a significant
difference in the customers’ perception of serwcrlity. Focusing on this one
area may afford transportation companies dramasgults in their effort to

improve service quality. This in turn may translawo a significant positive

impact on profits.

Several other features of service quality bearstigation. The data indicate that

visually appealing facilities is equivalent by tbestomers, and is of less interest

to the transportation company. To better meet oosts’ expectations,
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transportation companies should emphasize othericeeffeatures in lieu of

visually appealing facilities. Other areas in neédmprovement that appear to
reduce errors in records, always be ready to resgoncustomers’ requests,
performing service right the first time, having thetomer’s best interest at heart.
Again, future studies should focus on each of thesas to discover the fastest

and most efficient methods for improvement.

It is important to note that this study assumest ttiee respondents are
characteristic of the industry as a whole, indialdaustomer and transportation
companies may vary in how well they conform to éhessults. Nonetheless, it is
useful for all transportation companies to addrdssse issues within their
organizations to ensure that the service qualigy ghrovide is the best that they

can possible provide, given their individual coastts.

Identifying consumer perceptions may enable managemto assess
organizational strengths and weaknesses. The #iermye as follows: (1)
Visually appealing facilities. The weaknesses aréolows: (1) Always ready to
respond to customers’ requests; (2) Maintainingrenee records; (3) Performing
service right the first time; (4) Having the custras best interest at heart; (5)

Employee who has a neat and professional appearance
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There are many more weaknesses than strength® itrahsportation company
management. The strengths should be maintainedhaniive weaknesses should

be corrected.

This research provided insight into market segmeartgployee performance, and
service problems at transportation companies. ii@rg consumer perceptions
and expectations may enable management to servettsaimer and to identify
opportunities to increase consumer satisfactionre Ténking by respondents’
expectation scores are as follows: (1) Always retmlyespond to customers’
requests; (2) Maintaining error-free records; (8)férming service right the first
time; (4) Having the customer’s best interest arhg5) Employee who has a
neat and professional appearance; (6) Keeping mestoinformed about when
services will be performed; (7) Employees who lhsnfidence in customers;
(8) Providing prompt service to customers; (9) 8mcin solving the problem;
(10) Employees who are consistently courteous; Efjployees who give
customers individual attention; (12) Providing seevas promised; (13) Willing to
help customers; (14) Employees who understand #eelsh of their customers;
(15) Having business hours convenient to custo(ié); Employees who have the
knowledge to answer customers’ questions; (17) dJgate equipment; (18)
Visually appealing facilities. Therefore, the mamisgof transportation companies

should consider the problems that respondents atelic to improve their
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transportation services.

The focus of this research was to determine theorefents’ expectation in
service quality. The research indicated items #matmost important in order to
satisfy respondents.

1. The first item of respondents’ dissatisfaction waes always ready to
respond to customers’ requests (t = -8.447). Wheraswring respondents’
expectation score to develop transportation sesyittee following demographic
variables should be considered: gender, age, 8dn@@nd monthly income.

2. The second item of respondents’ dissatisfactionthvasnaintaining error-
free records (t = -6.607). When measuring respastdexpectation score to
improve transportation services, the following dgnaphic variables should be
considered: gender, age, education and monthlyreco

3. The third item of respondents’ dissatisfaction wWeasperforming service
right the first time (t = -5.555). When measuriegpondents’ expectation score to
improve transportation services, the following dgnaphic variables should be
considered: gender, age, education and monthlyreco

4. The fourth item of respondents’ dissatisfaction #eeshaving the
customer’s best interest at heart (t = -4.984). Wiheeasuring respondents’
expectation score to improve transportation sesyitlee following demographic

variables should be considered: gender, age, adocatd monthly income.
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5. The fifth item of respondents’ dissatisfaction wlas employee who has a
neat and professional appearance (t = -4.639). Wheasuring respondents’
expectation score to improve transportation sesyitlee following demographic
variables should be considered: gender, age, adncatd monthly income.

6. The sixth item of respondents’ dissatisfaction teskeeping customers
informed about when services will be performed t4-539). When measuring
respondents’ expectation score to improve tranaport services, the following
demographic variables should be considered: geader, education and monthly
income.

7. The seventh item of respondents’ dissatisfactios tlva employees who
instill confidence in customers (t = -4.301). Whemeasuring respondents’
expectation score to improve transportation sesyitlee following demographic
variables should be considered: gender, age, adacatd monthly income.

8. The eighth item of respondents’ dissatisfaction thasproviding prompt
service to customers (t = -4.020). When measugsgandents’ expectation score
to improve transportation services, the followiregribgraphic variables should be
considered: gender, age, education and monthlyreco

9. The ninth item of respondents’ dissatisfaction tessincere in solving
the problem (t = -3.913). When measuring resporsdekpectation score to
improve transportation services, the following dgnaphic variables should be

considered: gender, age, education and monthlyneco
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10.The tenth item of respondents’ dissatisfaction thesemployees who are
consistently courteous (t = -3.913). When measuriggpondents’ expectation
score to improve transportation services, the valg demographic variables
should be considered: age, education and montbbme.

11.The eleventh item of respondents’ dissatisfactias the employees who
give customers individual attention (t = -3.692)h&4 measuring respondents’
expectation score to improve transportation sesvitiee following demographic
variables should be considered: gender, age, adncatd monthly income.

12.The twelfth item of respondents’ dissatisfactiors\itae providing service
as promised (t = -3.182). When measuring respostenpectation score to
improve transportation services, the following dgnaphic variables should be
considered: gender, age, education.

13.The thirteenth item of respondents’ dissatisfacti@s the willing to help
customers (t = -3.059). When measuring respondeskpectation score to
improve transportation services, the following dgnaphic variables should be
considered: gender, age, education and monthlyreco

14.The fourteenth item of respondents’ dissatisfactias the employees who
understand the needs of their customers (t = -2.1¥8hen measuring
respondents’ expectation score to improve tranaport services, the following
demographic variables should be considered: geader, education and monthly

income.
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15.The fifteenth item of respondents’ dissatisfactieas the having business
hours convenient to customer (t = -1.055). When sueag respondents’
expectation score to improve transportation sesyitlee following demographic
variables should be considered: gender, age, adncatd monthly income.

16. The sixteenth item of respondents’ dissatisfactias the employees who
have the knowledge to answer customers’ questionsd.595). When measuring
respondents’ expectation score to improve tranaport services, the following
demographic variables should be considered: ageation and monthly income.

17.The seventeenth item of respondents’ dissatisfaet@s the up-to-date
equipment (t = -0.510). When measuring respondegtgiectation score to
improve transportation services, the following dgnaphic variables should be
considered: gender, age, education and monthlyneco

18.The eighteenth item of respondents’ dissatisfactiaa the visually
appealing facilities (t = 0.000). When measuringpadents’ expectation score to
improve transportation services, the following dgnaphic variables should be

considered: gender, age, education and monthlyreco

The current study provides some useful insightsrfanagerial action:
First, it is hoped that the results will promptividual transportation companies
to constantly monitor their customers’ expectatiand make sure they know how

well they are being met. One way to do this woulel to administer the
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SERVQUAL instrument regularly or develop a questiane. The results from
the questionnaire could be used in conjunction witstomer comments and other

sources of information to tell the transportatiompany how well it is doing.

Secondly, from a strategic standpoint, transpamattompany managers can
determine the relative importance of the five smviguality dimensions in
predicting customer satisfaction and customer tgyd@y doing so, transportation
company managers can determine which service gudilihension they should

pay most attention to.

Third, multi-branch transportation companies cam the current scale to evaluate
service quality delivered to customers in differémanches and also track the

relative performance of various branches over time.

Fourth, transportation company managers can entpgervice quality scale to
identify distinct customer clusters or segmentshwitirying perceptions about
service quality. Cluster profiles can provide valgainformation on how to
approach each segment for quality improvementaitivgés. Focusing marketing
efforts on the unhappy cluster(s), for instancey m@vide immediate relief for

reducing defection rates (Brady and Cronin, 2001).
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Fifth, the service quality scale can also be adstened to frontline employees and
their customers simultaneously to compare custopeceptions of service

quality with frontline employee perceptions.

Finally, from a competitive standpoint, transpadatcompany managers can use

the existing scale to assess their strengths/weakserelative to competitors

across service quality dimensions.
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CHAPTER 5

CONCLUSIONS AND RECOMMENDATIONS

The research was conducted to analyze two factapected service quality and

perceived service quality, for customers of tramgtimn companies in Lao PDR.

5.1 CONCLUSIONS

Concerning the test of research hypotheses, tHewiolg conclusions were

reached:

1. The test of research hypothesis 1: There is asttai significant
difference between expectations and perceptiossmice quality.

2. The test of research hypothesis 2: There is asstatily significant
relationship between respondents’ demographic bimsa and their
perceptions regarding quality of service perceivad transportation
company services.

3. The test of research hypothesis 3: There is asstatily significant
relationship between respondents’ demographic bimsa and their
expectations regarding quality of service at tramspion company

services.
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4. There are some differences in magnitude of gapeseonong the 18
statements of service quality. The result also shdwat none of the
aspects of service quality has positive gap scéitmost of the 18
statements indicate that the quality of servicks fathort of the customer’s

expectation; customers are generally dissatisfighl tive provided service.

5.2 RECOMMENDATIONS

The following recommendations are made:

1. The study has demonstrated that it is possibledasure service quality,
even in labour intensive establishments such asspatation services.
Furthermore, the SERVQUAL instrument has been fotmgrovide a
relatively simple and inexpensive means of doing &imd this implies that
interested parties can regularly conduct serviceessnents, which
Parasuraman et al. (1988) advocate as necesssegwioe improvement.

2. The results of the study indicate that the measen¢rof service quality
has many potential benefits for transportation ptess. Identifying
customers’ expectations and perceptions of sexyiedity for a particular
establishment allows the management to make itketiag efforts to
ensure and meet customers’ expectations. This desluidentifying,

prioritizing and improving areas of service wealm@sid ensuring that
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valuable resources are allocated in the most effeareas.

By evaluating the overall gap of the dimensionss itlear that there is a
need to improve the quality of transportation compservices in the Lao
PDR, particularly reliability and responsiveness &ao main dimensions
in need of improvement. That is, if resources amdtéd, management
would benefit most from concentrating on these armeas. Staff may need
to be recruited, trained or encouraged to be marmg, willing to help
customers and offer more prompt service. In addittanagement could
iImprove operational controls so that the serviaeoissistently delivered as
ordered or promised.

. This study does provide critical information thetrisportation companies
can use for providing their services. Certain atgpetservice quality will
arise from customers with exceptionally high expgohs. The
importance of service quality dimensions, such a$alility and
responsiveness, are evidence of this. Reliabitityhe ability to perform
the promised service dependably and accurateig. the most outcome-
oriented and the clearest to define and measurespdRsiveness,
willingness to help customer and provide prompviser is an outcome-
timeliness that can be more objectively measuredinag customer
expectation. However, on the behavioral aspect, whiingness of

employees to help customers is also important. dopete more

90



efficiently and effectively in the marketplace, nsportation companies
must be sensitive in meeting customer’s expectstion reliability and
responsiveness.

. The following items should be considered in evahgattransportation
company services: (1) always ready to respond $tooers’ requests; (2)
maintaining error-free records; (3) performing segwight the first time;
(4) having the customer’s best interest at heait,etmployee who has a
neat and professional appearance.

. In considering items to be improved, the followiitgms should be
considered: (1) always ready to respond to cust®mequests; (2)
maintaining error-free records; (3) performing segwight the first time;
(4) having the customer’s best interest at heaijt,employee who has a
neat and professional appearance; (6) keeping roessoinformed about
when services will be performed; (7) employees wistill confidence in
customers; (8) providing prompt service to cust@and€B) sincere in
solving the problem; (10) employees who are coestbt courteous; (11)
employees who give customers individual attent{@&) providing service
as promised; (13) willing to help customers; (l4ppioyees who
understand the needs of their customers; (15) gazx@mvenient business
hours to customer; (16) employees who have the ledge to answer

customers’ questions; (17) up-to-date equipment.
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7. Ways should be planned to improve service qualitg &ansportation
management.
8. Study of transportation services in other countnesy provide ways to

develop and improve transportation services in_tie PDR.

By concentrating on the problems disclosed in #tigly, and evaluating their
performance relative to the findings, individuartsportation companies should
be able to discover ways to improve their servicality. A finding of future
research is to be conducted by a larger sampleiogvether service industries. In
addition, further research should focus on the mhpaf the management's
expectation and the user’'s expectation and helprtpoint problem areas better
and to offer definitive solutions to the improverhai service quality in the
transportation industry. This in turn will enhartbe profitability of the industry

as a whole.
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APPENDICES

APPENDIX 1: SERVQUAL QUESTIONNAIRE INSTRUCTIONS

Dear Respondent,

Please read the following instructions closely filhdut this questionnaire

There are three parts of the questionnaire: Perdésigned to obtain information
about respondents. You are requested to complete2Paf the questionnaire
which measures youexpectations of servicefrom the road transportation
company that you are dealing with. Upon completibthis questionnaire, please
kindly send it back to me in the stamped addressedlope.

Part 3 of the questionnaire may be available ta ydus too, is to be completed

and returned to me in the stamped addressed emvatour earliest convenience.

Thank you for assessing In this research project.

PART 1 General Questions

Please mark at the appropriate answer.

1. Age:under30 ___ ;31to50  ;over50 .
2. Gender: Male ; Female
3. Education: High school orless ____ ; Collegaelgee _; Graduate degree

102



4. Monthly income: less than 1.000.000 Kip __; 0.000-2.000.000 Kip __;
2.000.000-5.000.000 Kip __; over 5.000.000 Kip __.

PART 2

Directions Based on your experience as a consumer of hogpit@oad
transportation) service, please think about thel kof road transportation that
would deliver excellent quality of service. Thinkaut the kind of road
transportation company which you would be pleasqubtronize. Please show the
extent to which you think such a road transportatiould possess the feature
described in each statement. If you feel a featsireot at all essential for an
excellent carrier such as the one you have in nuinde the number 1. If you feel
a feature is absolutely essential for an excelbantier, circle number 7. If your
feelings are less strong, circle one of the numirerthe middle. There are no
rights or wrong answers-all | am interested irhis mumber that truly reflects your
feelings regarding the carrier that would delivecedlent quality of service.

Items statements

il 2 3 4 5 6 7

E1l Excellent road transportation companies W
have modern equipments.

E2 The physical facilites at excellent road 2 3 4 5 6 7
transportation companies will be visual
appealing.

E3 The staff at excellent road transportatjoh 2 3 4 5 6 7
companies will be neat appealing.

E4 Materials associated with the service (such &s 2 3 4 5 6 7
pamphlets or statements) will be visually
appealing in an excellent road transportation
companies.

E5 When excellent road transportation compariés 2 3 4 5 6 7
promise to do something by a certain time they
will do so.
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E6

When a customer has a problem, excellent

oAd

transportation companies will show a sincgre

interest in solving it.

E7

Excellent road transportation companies
perform the service right the first time.

vill

ES8

Excellent road transportation companies

vill

provide their services at the time they promjse

to do.

E9

Excellent road transportation companies
insist on error-free records.

il

v

E10

The staff in an excellent road transportatich

companies will tell customers exactly wh
services will be performed.

en

Ell

The staff of an excellent road transportatich

companies will give prompt services
customers.

[0

E12

The staff of an excellent road transportatich

companies will always be willing to hel
customers.

P

E13

The staff of an excellent road transportatich
companies will never be too busy to respond to

customers’ requests.

El4

The behavior of the staff of an excellent road

transportation companies will instill confiden
in customers.

ce

E15

The customers of excellent road transportal

companies will feel safe in their transaction.

an

E16

The staff of an excellent road transportatich
companies will be consistently courteous wjth

customers.

E17

The staff of an excellent road transportatich
companies will have the knowledge to answer

customers’ questions.

E18

Excellent road transportation companies
give customers individual attention.

ill

E19

Excellent road transportation  will  ha

operating hours convenient to all their

customers.

el

E20

Excellent road transportation companies
have staffs who give customers perso
attention.

ill
hal

E21

Excellent road transportation companies
have the customers’ best interests at heart.

il

E22

The staff of an excellent road transportatich

companies will understand the specific need
their customers.

5 of
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PART 2: Section 2

Directions: Listed below are five features pertagnito (name of road
transportation), and the service it offers. | wolike to know how important each
of these features is to you when you evaluate dhad transportation’s quality of
service. Please allocate a total of 100 points @ntbe five features according to
how important each feature is to you - the moreartgnt a feature is to you, the
more points you should allocate it. Please enshe¢ the points you have

allocated to the five features add up to 100 points

1. The appearance of the road transportation’s igdly$acilities, equipments
personnel and communication materials ... [goint
2. The road transportation’s ability to perform fw@mised service dependably
and accurately points
3. The road transportation’s willingness to helstomers and provide prompt
service L . points
4. The knowledge and courtesy of the road tranaport's staff and their ability
to convey trust and confidence ...--e.poInts

5. The caring, individualized attention the roaédnsportation provides to its

customers T aaac 0 . points
TOTAL points allocates 100 points

Please enter the feature number

- Which feature among the above is most importagbte?  ...........
- Which feature is second most important to you? ...

- Which feature is the least important to you? ...
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PART 3

Instructions for completing this questionnaire

Dear Respondent

Please read the following instructions closely filhdut this questionnaire

This is Part 3 of the questionnaire. It is to benpteted only after you have left
the road transportation company. Please kindly skacdcompleted questionnaire

back to me in the stamped addressed envelope aegdiest convenience.

Thank you for assessing in this research project.

Directions The following set of statements related to yaelihgs about the road

transportation company you have attended. For statement, please show the
extent to which you believe the road transportatias the feature described by
the statement. Once again, circling a 1 meansythatstrongly disagree that the
carrier has that feature, and circling a 7 meaasybu strongly agree. You may
circle any of the numbers in the middle to show h&ivong your feelings are.

There are no rights or wrong answers-all | am egtyd in is the number that best

shows your perceptions about the road transpontatluch has treated you.

Items statements

P1 The road transportation company has moderh- | 2 3 4 5 6 7
looking equipment.

P2 The physical facilities in the road transpoomatj 1 2 3 4 5 6 7
company are visually appealing.

P3 The staffs in the road transportation compaay| a 2 3 4 5 6 7
neat appealing.

P4 Materials associated with the service (such &as | 2 3 4 5 6 7
pamphlets or statements) are visually appealing
in road transportation company.

106



P5 When the road transportation company promjsés | 2 3 4 5 6
to do something by a certain time it does so.

P6 When a customer has a problem, the rodd | 2 3 4 5 6
transportation company shows a sincere interest
in solving it.

P7 The road transportation company performs [tHe | 2 3 4 5 6
service right the first time.

P8 The road transportation company provides|ils | 2 3 4 5 6
services at the time it promises to do so.

P9 The road transportation company insists (dn | 2 3 4 5 6
error-free records.

P10 The staff in the road transportation compay tel 2 3 4 5 6
you exactly when services will be performed.

P11 The staff in the road transportation compardy | 2 3 4 5 6
gives prompt service to customers.

P12 The staff in the road transportation company 1s | 2 3 4 5 6
always willing to help customers.

P13 The staff in the road transportation company 1s | 2 3 4 5 6
never being too busy to respond to yours’
requests.

P14 The behavior of staff in the road transponatid 2 3 4 5 6
company instills confidence in you.

P15 You feel safe in your transactions with thedroa 2 3 4 5 6
transportation company.

P16 The staffs in the road transportation compaey d 2 3 4 5 6
consistently courteous to you.

P17 The staffs in the road transportation comppdy | 2 3 4 5 6
have the knowledge to answer yours’ guestions.

P18 The road transportation company gives ydu | 2 3 4 5 6
individual attention.

P19 The road transportation company has operatihg | 2 3 4 5 6
hours convenient to all its customers.

P20 The road transportation company has staffs who | 2 3 4 5 6
give you personal attention.

P21 The road transportation company has yours’ pést | 2 3 4 5 6
interests at heart.

P22 The staffs of the road transportation comppdy | 2 3 4 5 6
understand your specific needs.

Thank you for the time that you have spent in catipd this questionnaire.
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APPENDIX 2: THE PERCENTAGE DISTRIBUTIONS FOR

EXPECTATION OF SERVICE QUALITY

1. Excellence transportation companies will haveeno equipments.

Frequency Percent
1: Strongly disagree 20 26.7%
2: Disagree 5 6.7%
3: Partly disagree 5 6.7%
4: Neutral opinion 0 0%
5: Partly agree 0 0%
6: Agree 5 6.7%
7: Strongly agree 40 53.3%
Total 75 100%
2. The physical facilities at excellence transp@tacompanies will be visual appealing.
Frequency Percent
1: Strongly disagree 25 33.3%
2: Disagree 0 0%
3: Partly disagree 10 13.3%
4: Neutral opinion 10 13.3%
5: Partly agree 5 6.7%
6: Agree 5 6.7%
7: Strongly agree 20 26.7%
Total 75 100%
3. The staff at excellence transportation companite neat appealing.
Frequency Percent
1: Strongly disagree 5 6.7%
2: Disagree 15 20%
3: Partly disagree 0 0%
4: Neutral opinion 0 0%
5: Partly agree 20 26.7%
6: Agree 5 6.7%
7: Strongly agree 30 40%
Total 75 100%

4. When excellence transportation companies protois® something by a certain time they will

do so.

Frequency Percent
1: Strongly disagree 5 6.7%
2: Disagree 0 0%
3: Partly disagree 0 0%
4: Neutral opinion 5 6.7%
5: Partly agree 25 33.3%
6: Agree 5 6.7%
7: Strongly agree 35 46.7%
Total 75 100%
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5. When a customer has a problem, excellent tratetfmn companies will show a sincere interest

in solving it.
Frequency Percent
1: Strongly disagree 5 6.7%
2: Disagree 0 0%
3: Partly disagree 0 0%
4: Neutral opinion 15 20%
5: Partly agree 0 0%
6: Agree 15 20%
7: Strongly agree 40 53.3%
Total 75 100%
6. Excellent transportation companies will perfaha service right the first time.
Frequency Percent
1: Strongly disagree 0 0%
2: Disagree 0 0%
3: Partly disagree 0 0%
4: Neutral opinion 15 20%
5: Partly agree 10 13.3%
6: Agree 10 13.3%
7: Strongly agree 40 53.3%
Total 75 100%
7. Excellent transportation companies will insistesror-free records.
Frequency Percent
1: Strongly disagree 0 0%
2: Disagree 0 0%
3: Partly disagree 0 0%
4: Neutral opinion 15 20%
5: Partly agree 0 0%
6: Agree 0 0%
7: Strongly agree 60 80%
Total 75 100%

8. The staff in an excellent transportation comeantill tell customers exactly when services will

be performed.

1: Strongly disagree
2: Disagree

3: Partly disagree
4: Neutral opinion
5: Partly agree
6: Agree

7: Strongly agree
Total

Frequency

0
0
15
0
10
10
40
75
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13.3%
13.3%
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9. The staff of an excellent transportation comeamill give prompt services to customers.

Frequency Percent
1: Strongly disagree 0 0%
2: Disagree 0 0%
3: Partly disagree 0 0%
4: Neutral opinion 15 20%
5: Partly agree 5 6.7%
6: Agree 30 40%
7: Strongly agree 25 33.3%
Total 75 100%

10. The staff of an excellent transportation congmwill always be willing to help customers.

Frequency Percent
1: Strongly disagree 10 13.3%
2: Disagree 15 20%
3: Partly disagree 10 13.3%
4: Neutral opinion 5 6.7%
5: Partly agree 0 0%
6: Agree 15 20%
7: Strongly agree 20 26.7%
Total 75 100%

11. The staff of an excellent transportation congrwill never be too busy to respond to

customers’ requests.

Frequency Percent
1: Strongly disagree 5 6.7%
2: Disagree 0 0%
3: Partly disagree 0 0%
4: Neutral opinion 15 20%
5: Partly agree 0 0%
6: Agree 20 26.7%
7: Strongly agree 35 46.7%
Total 75 100%

12. The behavior of the staff of an excellent tpomtation companies will instill confidence in

customers.
Frequency Percent

1: Strongly disagree 0 0%

2: Disagree 0 0%

3: Partly disagree 0 0%

4: Neutral opinion 15 20%

5: Partly agree 5 6.7%
6: Agree 10 13.3%
7: Strongly agree 45 60%
Total 75 100%
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13. The staff of an excellent transportation conggrwill be consistently courteous with

customers.

Frequency Percent
1: Strongly disagree 0 0%
2: Disagree 0 0%
3: Partly disagree 0 0%
4: Neutral opinion 25 33.3%
5: Partly agree 0 0%
6: Agree 10 13.3%
7: Strongly agree 40 53.3%
Total 75 100%

14. The staff of an excellent transportation congmarwill have the knowledge to answer

customers’ questions.

Frequency Percent
1: Strongly disagree 5 6.7%
2: Disagree 15 20%
3: Partly disagree 15 20%
4: Neutral opinion 0 0%
5: Partly agree 0 0%
6: Agree 5 6.7%
7: Strongly agree 35 46.7%
Total 75 100%

15. Excellent transportation companies will givstamers individual attention.

Frequency Percent
1: Strongly disagree 0 0%
2: Disagree 0 0%
3: Partly disagree 15 20%
4: Neutral opinion 5 6.7%
5: Partly agree 5 6.7%
6: Agree 20 26.7%
7: Strongly agree 30 40%
Total 75 100%
16. Excellent transportation will have operatingitsoconvenient to all their customers.
Frequency Percent
1: Strongly disagree 5 6.7%
2: Disagree 0 0%
3: Partly disagree 15 20%
4: Neutral opinion 0 0%
5: Partly agree 5 6.7%
6: Agree 15 20%
7: Strongly agree 35 46.7%
Total 75 100%
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17. Excellent transportation companies will have ¢hstomers’ best interests at heart.

Frequency Percent
1: Strongly disagree 5 6.7%
2: Disagree 0 0%
3: Partly disagree 15 20%
4: Neutral opinion 0 0%
5: Partly agree 0 0%
6: Agree 30 40%
7: Strongly agree 25 33.3%
Total 75 100%

18. The staff of an excellent transportation conmg@mvill understand the specific needs of their

customers.

Frequency Percent
1: Strongly disagree 5 6.7%
2: Disagree 5 6.7%
3: Partly disagree 15 20%
4: Neutral opinion 0 0%
5: Partly agree 10 13.3%
6: Agree 5 6.7%
7: Strongly agree 35 46.7%
Total 75 100%
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APPENDIX 3: THE PERCENTAGE DISTRIBUTIONS FOR
PERCEPTIONS OF SERVICE QUALITY
1. The transportation company has modern-lookingpsnent.
Frequency Percent
1: Strongly disagree 5 6.7%
2: Disagree 5 6.7%
3: Partly disagree 20 26.7%
4: Neutral opinion 5 6.7%
5: Partly agree 10 13.3%
6: Agree 10 13.3%
7: Strongly agree 20 26.7%
Total 75 100%
2. The physical facilities in the transportatiommpany are visually appealing.
Frequency Percent
1: Strongly disagree 15 20%
2: Disagree 20 26.7%
3: Partly disagree 5 6.7%
4: Neutral opinion 0 0%
5: Partly agree 10 13.3%
6: Agree 5 6.7%
7: Strongly agree 20 26.7%
Total 75 100%
3. The staffs in the transportation company aré agpealing.
Frequency Percent
1: Strongly disagree 20 26.7%
2: Disagree 5 6.7%
3: Partly disagree 10 13.3%
4: Neutral opinion 0 0%
5: Partly agree 5 6.7%
6: Agree 25 33.3%
7: Strongly agree 10 13.3%
Total 75 100%

4. When the transportation company promises toodweshing by a certain time it does so.

1: Strongly disagree
2: Disagree

3: Partly disagree
4: Neutral opinion
5: Partly agree
6: Agree

7: Strongly agree
Total
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Frequency
5
20
0
0
0
25
25
75

Percent
6.7%
26.7%
0%
0%
0%
33.3%
33.3%
100%



5. When a customer has a problem, the transpartatimmpany shows a sincere interest in solving

it.

Frequency Percent
1: Strongly disagree 5 6.7%
2: Disagree 0 0%
3: Partly disagree 20 26.7%
4: Neutral opinion 0 0%
5: Partly agree 10 13.3%
6: Agree 20 26.7%
7: Strongly agree 20 26.7%
Total 75 100%

6. The transportation company performs the semitd the first time.

Frequency Percent
1: Strongly disagree 5 6.7%
2: Disagree 0 0%
3: Partly disagree 15 20%
4: Neutral opinion 0 0%
5: Partly agree 20 26.7%
6: Agree 25 33.3%
7: Strongly agree 10 13.3%
Total 75 100%

7. The transportation company insists on error-fe@@rds.

Frequency Percent
1: Strongly disagree 5 6.7%
2: Disagree 0 0%
3: Partly disagree 15 20%
4: Neutral opinion 0 0%
5: Partly agree 0 0%
6: Agree 35 46.7%
7: Strongly agree 20 26.7
Total 75 100%

8. The staff in the transportation company tella ggactly when services will be performed.

1: Strongly disagree
2: Disagree

3: Partly disagree
4: Neutral opinion
5: Partly agree
6: Agree

7: Strongly agree
Total
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Frequency

0
15
0

0
15
20
25
75

Percent
0%
20%
0%

0%
20%

26.7%
33.3%

100%



9. The staff in the transportation company giveswpt service to customers.

Frequency Percent
1: Strongly disagree 0 0%
2: Disagree 20 26.7%
3: Partly disagree 0 0%
4: Neutral opinion 5 6.7%
5: Partly agree 0 0%
6: Agree 25 33.3%
7: Strongly agree 25 33.3%
Total 75 100%

10. The staff in the transportation company is gbwailling to help customers.

Frequency Percent
1: Strongly disagree 5 6.7%
2: Disagree 25 33.3%
3: Partly disagree 0 0%
4: Neutral opinion 20 26.7%
5: Partly agree 10 13.3%
6: Agree 10 13.3%
7: Strongly agree 5 6.7%
Total 75 100%

11. The staff in the transportation company is néaing too busy to respond to yours’ requests.

Frequency Percent
1: Strongly disagree 5 6.7%
2: Disagree 15 20%
3: Partly disagree 5 6.7%
4: Neutral opinion 5 6.7%
5: Partly agree 10 13.3%
6: Agree 25 33.3%
7: Strongly agree 10 13.3%
Total 75 100%

12. The behavior of staff in the transportation pany instills confidence in you.

Frequency Percent
1: Strongly disagree 0 0%
2: Disagree 0 0%
3: Partly disagree 0 0%
4: Neutral opinion 15 20%
5: Partly agree 10 13.3%
6: Agree 30 40%
7: Strongly agree 20 26.7%
Total 75 100%
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13. The staffs in the transportation company areistently courteous to you.

1: Strongly disagree
2: Disagree

3: Partly disagree
4: Neutral opinion
5: Partly agree
6: Agree

7: Strongly agree
Total

Frequency
0
0
0
20
15
25
15
75

Percent
0%
0%
0%
26.7%
20%
33.3%
20%
100%

14. The staffs in the transportation company hheekhowledge to answer yours’ questions.

Frequency Percent
1: Strongly disagree 0 0%
2: Disagree 5 6.7%
3: Partly disagree 20 26.7%
4: Neutral opinion 15 20%
5: Partly agree 10 13.3%
6: Agree 10 13.3%
7: Strongly agree 15 20%
Total 75 100%

15. The transportation company gives you indivicateéntion.

Frequency Percent
1: Strongly disagree 0 0%
2: Disagree 0 0%
3: Partly disagree 15 20%
4: Neutral opinion 15 20%
5: Partly agree 0 0%
6: Agree 35 46.7%
7: Strongly agree 10 13.3%
Total 75 100%

16. The transportation company has operating hoamgenient to all its customers.

Frequency Percent
1: Strongly disagree 5 6.7%
2: Disagree 0 0%
3: Partly disagree 0 0%
4: Neutral opinion 15 20%
5: Partly agree 20 26.7%
6: Agree 10 13.3%
7: Strongly agree 25 33.3%
Total 75 100%
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17. The transportation company has yours’

bestante at heart.

117

Frequency Percent
: Strongly disagree 10 13.3%
: Disagree 0 0%
. Partly disagree 15 20%
: Neutral opinion 5 6.7%
: Partly agree 20 26.7%
: Agree 15 20%
: Strongly agree 10 13.3%
otal 75 100%

18. The staffs of the transportation company undatsyour specific needs.

Frequency Percent
: Strongly disagree 10 13.3%
: Disagree 5 6.7%
. Partly disagree 15 20%
: Neutral opinion 0 0%
. Partly agree 0 0%
: Agree 25 33.3%
: Strongly agree 20 26.7%
otal 75 100%
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