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ABSTRACT 

The objective of this re earch was t cswblish th' perception of consumers towards the 

quality of services offered b) lirt hi it Water and cwcrage Company. This was a 

descriptive survey, which wr '~.o'h.' I .Ill th' indi idual consumers of tapped water in Nairobi . 

Two hundred (;OilSlllll ·rs " ·r · random I ·elected from water payment points. The data was 

collc(;tcd by rL·s~: 1r ·h 1 · i · talll~ u ing a tructurcd questionnaire. 

A rt:spon -e rat~: of I 00% ''a achieved out the targeted 200 respondents, the data was 

analyzed" ith the help of de criptive statistics i.e. frequencies, percentages, mean scores and 

tandard de\ iation . The company always delivered the services as promised, the water now 

was con i tent and a ailable most of the time, the water bills were delivered in good time, 

accurate and free from errors, the staff were competent on what they do and honest, the water 

wa of good quality and well treated, the customers always managed to reach an appropriate 

staff member' henever they had a problem and water bill payment points were conveniently 

located . On the other hand, the respondents felt that problems were not so lved in the shortest 

time possible, the staff threatened the customers with disconnections, the cu tamers did not 

feel free to confide in management in case of a confidential and personal i sue and the 

customers were not advised about interruptions or disconnection in good time. 

The company hould therefore ol e problems in the harte t time po ible, give a pecific 

time to re oh e i ue that ari e like water hortage , the staff should not threaten the 

cu ·tamer "ith di connection and advice the cu tamer about interruptions or disconnections 

in good time . 

. imilar rc.: car h hould b carried out over a period covering ''hen \\'utcr is available and 

\\h n it i n t available in order to get a more reprc cntative view of the ustornl.!rs on the 

qu lit) ofth n 1 

Ill 



CHAPTER ONE 

I TRODU TION 

1.1 Background 

Organizations depend on th • ·m irl nm~.·nr IM th •ir survival and they scan the environment in 

an cffC)rt of budding trl'nd" tn I · n lirions that could eventually affect the industry and adapt 

to them ( l'holllP"llfl wtl ll i ·!lund. 199 ). 'I he past decade has witnessed emergence of 

major lbn.:l'S that h n · ·hullcnged traditional premises and practices of marketing (Mbau, 

. 
2000). rhc rnarl-..~ting emir nment has changed posing serious challenges to the survival and 

profitability f firm in Kenya and the world over. The quick pace of developing 

technologie · and increa ing competition ~ake· it difficult to gain strategic competitive 

advantage through ph) ical products alone.' Customers are more demanding, expecting high 

level of en ice. ccording to Charles and Gareth (I 988), in today's global environment, 

change rather than stability is the order of the day; rapid changes in technology, competition 

and customer's demands have increased the rate at which companies need to alter their 

strategies and structures to survive in the market. Organizations have therefore, due to the 

dynamic nature of the environment, had to strengthen their competencies and build new one 

in order to compete more effectively (Njoroge, 2003). Firms have taken different approache 

to managing any one or a combination of strategies. 

The public ervice ector 111 Kenya has not been pared 111 the global forces driving 

re tructuring acti itie and have hence been forced to compl . ustomers arc more educated 

thu pre ure for better alue of product and . er i cs. there is donor pressure for improved 

tinan ial performance and dra tic reduction in level. of corruption. Publi institutions have 

therefore had to rc tructurc in order to reduce o ts and enhan e levels of customer scrv1cc. 

Lo\cl k 1996 as~ert that in this increasingly ompetiti\'c environment. qui.!lity sen i c is 

riti 1 to crvic qualit) i a viable strategy for marketer::-; cndca\ rin, to 

t bli h u t mer value.: nd ti f ti n. 

U.l P ru·ption 

rdin nd \V ruin i pti n i b \hi h \ ttril Ut 

m nin in min • tirnuli th 
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process by which an individual selects, organize and interprets information inputs to create a 

meaningful picture of the world (Kotler. _QQ.). Th key point i that perceptions can vary 

widely among individual e po d t the snmc stimuli. 

Perception ha~; strate •ic impli .11ions lo1 nwrk 'll.:rs because consumers make decisions based 

on what they pen: ·ivc '11h ., th.111 on th basis of objective reality. It is more difficult for 

consumers 1(1 l'Valthtl · th • qu lit f erviccs than the quality of products. This is true 

because of ccrt,tin di tin ti\e characteristics of services; intangibility, inseparability, 

hctcrogcn~.:it) and p ri habilit) ( hiffman and Kanuk, 2QQ4). For each individual, reality is a 

totally ptronal phenomenon. based on the person's needs, wants, values and personal 

experience . Therefore to a marketer, consumers' perceptions are much more important than 

their knO\\ledge of objective reality because individuals make decisions and take actions 

ba ed on" hat the) perceive to be reality. However, Rust et al (1996) posit that when viewed 

in the long term. perceived quality does tend to converge on objective quality when objective 

aspects are important and if they become known. It is therefore important to actually provide 

excellent quality of service than to rely on the positive perception of consumers that will only 

be short-lived. 

1.1.2 Service Quality 

Quality is a difficult concept to define yet in marketing, the quality of ervice i central to the 

ucce s and growth of the business (Ru t et al., 1996). ervice are deed , pro cs e and 

performances (Zeithaml and Bitner, 1996). ervice include all economic acti itics who. e 

output i not a phy ical product or con !ruction, are generally con umed at the time the) arc 

produced and pro ide added value in form that ar e · entially intangible. ~en ices 

marketing con ept and trategie have developed in respon e to the tremendous gro" th of 

sen i c industric , rc ulting in their incrcn d importance to the world c onomies (Zcitlnmt 

and Bitn r. I 96 . In mo. t indu tric . providin' qual it) crvi c i no t n •cr impl) .tn 

pti n. ., h n.: rc numb r o differ nt fin it ion t \\ h t i m ant l ) Cf\1 c quality. 

n th 
rv1 qu lity llld 
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Organizations today are well aware that the mu t atisfy customers and offer quality 

services in order to be competiti\'el) 'inblt:. For year now, service firms have been 

measuring customer sati fa tion and s n i l qunlit to gauge how wel l they are meeting 

customer needs. It is int resting rh H 1h1.'s' m 'asurcs of customer satisfaction and service 

quality arc often used int ., ·h.tn 't.tll , 111dicating that practitioners may not see much 

difference between th · (\Hl 'lll\llll 'l . onscqucntly, there has been little research on the 

causal link bctw 'l'll th · · )ll"tru t . Rc carchcrs have however suggested that the direction of 

the n..:lationship b ·t" · 11 ust mer atisfaction and service quality be explored in order to 

incrca ·c our und~rstanding of er ice evaluation processes used by customers (Bolton and 

Drew, 1991: ron in and Ta) lor. 1992). Zeithaml and Bitner (2003) argue that customers 

perceive ser\ice in terms of the quality ofthe service and how satisfied they are overall with 

their experience . It is important for companies to distinguish themselves with respect to 

service quality and impro ed customer satisfaction. 

If a service provider knows how the consumer will evaluate the service, then it is possible to 

suggest ways on how to influence these evaluations in a desired direction (Gronroos, 1984). 

Even when guidelines exist for p rforming services well and treating customer correctly, 

high-quality service performance is not a certainty. Standards must be backed by appropriate 

resources (people, systems and technology) and must also be supported to be effective 

(Zeithaml and Bitner, 1996). Employees mu t be measured and compen ated on the ba i of 

performance along tho e standard . When the level of ·er ice delivery performance falls 

hort of tandard . it fall hort of what customer expect a well. Ensuring that all the 

re ource needed to achieve the tandard are in place en ure proper en·ice delivery. 

However. there ar challenge a o iated '' ith deli\cring ser ice through intermediaries uch 

a retailer . fran hi c .. agents and broker . 1o t crvi e companic face the difficult task of 

attaining ervi c excellence and on i ten )' in the pre enc of intermediaries "ho rcprc cnt 

thc.:m, int r, t \\ ith their cu tomcr~ ) et arc not under the.: ir dir t ontrol. 

1.1.3 11irohi (it) \\' 1tcr and Sc\\cra •c omplln) 

rcli bl nit ti n i k ) t publi h lth. 
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2015, indicated that 67% of the urban population had access to safe drinking water, while 

50% ofthe rural population had acce t p tnhle wntcr from various schemes. 

Athi WSB is responsible for ontr urrent and potential water service providers Ill 

Nairobi and has contracted 1 lin)bi it Wat<..'r and Sewerage ompany (NCWSC), an 

autonomous entity wholl O\\ n d t' 1 .llfl bi C ity Council (the Local Authority) to undertake 

water service provisiou 111 th • ·it'. This responsibility was taken over from the Water and 

Sewerage lkpartm ·nt \)I th it ' ' unci!. NCWS was launched in August 2004 and 

commcm:~o:d l)p ·rati mth ame month. 

In ~00 . the \ernment of Kenya (GoK) and the World Bank, through the International 

Development ociation (IDA), signed a US$I6.8 million grant agreement for the 

implementation of the airobi Water and Sewerage Institutional Restructuring Project 

(NW IRP) over a period of three years. The project is an initiative that is supporting the Athi 

Water Ser ices Board (A WSB) and the Nairobi Water and Sewerage Company to develop 

and strengthen service delivery frameworks that will enable the efficient and susta inable 

delivery of water and sewerage services to the populations of Nairobi. The project is 

coordinated by the Ministry of Water and Irrigation under the ongoing water sector reforms. 

The NCWSC has divided Nairobi into five regions for ease of administrative issue . The e 

regions are: orthern, Southern, Eastern, Western and Gatundu with the client base of 

142.323. 

1.2 tatement of the Problem 

Adequate and reliable upply of clean water and anitation i key to public health and to the 

''ell being of all human kind. Water i both a o ial as" II a · economic go d which must 

be afeguarded for ustenance of life and pro perity. ·y here have been comrlaints in the pa.,1 

ab ut ~ rvi c rr \'ision in the publi sc tor. in ' ncral and hen c in thc \\'atcr e tor 

nl 

in 

It has indicatcd thnt urb, n wat r uprlic in Ken) a \\crc 
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true economic cost of future water supplie . On! about 60% of revenue due on the 50% of 

the water that reached the consumer on avernge ' n. a tually collected. This was as a result 

of poor consumer records, combined "ith in~ffi i ·nt billing and collection practices. Excess 

staff was also a problem th lt ' l1im: I th l<)W productivity of public water companies. 

Ratios of 25-50 employ ·co.; p ·r 1.00 ) ' .11 •r ·onncctions were common. There was also Jack 

or a ch.:m d<.:filll'HilOil PI , .. •ul.ll< ~~ r sponsibility. The Ministry of Water, which was 

supposed to b~o· th · r· ·ul l\ll, al < managed water utilities of its own, which created role 

conllicl. In Ntkr lt1 impr \C en: icc quality, the Government of Kenya implemented reforms 

in the wukr Tdor t re tructure and improve sector performance and address the problems 

a sociuted "ith the management of the resources and delivery of water and sewerage 

service . The e reform are finalized under the Water Act 2002. 

The ne\ y tem has been operational since 2003. Since then, it has not been established if 

the ser ices have impro ed and the consumers are better placed to judge if service quality has 

changed. Marketing academics generally agree that service quality is externally defined by 

the customer and that the customer should always be first for any organization to be 

successful (Gower, I 990; Kotler, 2003; Zeithaml and Bitner, 1996; Farnell 1992; 

Parasuraman. Zeithaml and Berry I 985; Gronroos I 984). 

tudies have been done in the water sector (Kiprotich, 2004; Wainaina, 2006) that have been 

focu ed on the technical and economical part of the ector. orne re earchers ha e carried 

out tudie on consumer perception in other ector ( joroge, 2003: \1aina, 200 I: Moyoncho 

2004). one ha ho,vever been done on con umer p rception of r ice quality in the public 

water 'ector. . tud) of the cu tomer • perception of ervic~: quality and 1c cis of 

satisfaction after th~: reform i therefore imp rtant incc it "ill enable dccision makt.:rs to 

me up "ith trategics "ith a vic\\ to improving the sen i c and implt.:mcnt thl.!m 

rdingl) . 'Ihi 'thc gtp b) rc pmdirP to the f)llo\\ir1' 

qu ti n: 
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1.3 Objective of the Study 

The objective of this study wa to t bli. h th p r cption of consumers towards the quality 

of services offered by Nairobi it) \\ :ltl; r. n l S ''> eranc ompany. 

1.41mportancc ofth · .'111 I 

The rcsulls of this stu I "ill I t b ncfit to:-

t. Thl.· 1LW ·mm ·nt. "hi h rna usc the study to assess how successful the water sector 

reforms ar 1 that the) can retain and improve on the serv ice quality or come up with 

better ref rm ·if the. are not as successful as they intended them to be. 

n. airobi Cit) \\"ater and ewerage Company in making decisions concerning the most 

effective trategies to enhance and maintain high standards of service quality. 

111. Other Water and Sewerage Companies in understanding the important aspect in 

e aluating service quality. 

1v. Scholars and researchers, by providing important information about con umer 

perception of service quality in the water sector. This will act a an eye opener to the 

future re earchers who \\Ould like to carry out a similar re earch in a different 

indu try. 



2.1 Introduction 

CHAPTER TWO 

LIT RJ\ TURE REVIEW 

As the service sector continu •s 1 t: p.111d improv~d customer service is critical. With the 

increasing cmpowl'l'lll ·m lll 1h~· tblltn 'r and increased economic levels of certain groups 

within the ewnotu '. f< r customer service are rising. Product proliferation has 

c ·nccrbLltL·d this is u n umers more choices with different criteria for evaluating 

compa11ic". tnd b\ m·r a ing competition among companies. Business is being forced to 

respond by uddr\! · ing the i ue of customer satisfaction and customer perception of quality 

of ·ervice. 

Hanna ( 1989) tate that one mechanism adopted by some corporations to promote profits 

and/or con umer satisfaction is the corporate consumer affairs office. It is assumed that 

enhancing customer satisfaction will have the dual effect of improving cu tomer loyalty and 

thereby compan* profits. In the public sector, good customer service improves tru t and 

information exchange. It generates satisfied or delighted customers. atisfied customer lead 

to increased compliance, improved information exchange, improved relation hip , increa ed 

trust and reduced costs. Good customer service saves money and increases profit in the 

private sector, leads to satisfied or delighted customers, which generates cu tomer Io;alty, 

\\hich produce increased re enues and reduced costs. 

The public and pri ate ector cu tamer ervice concur on the procc. s for d livcring great 

customer rvi e, even if outcome differ. In the pri ate ector, profit and growth arc the 

outcome • not goal . Profit and grO\\ th arc generated b r cu tomer lo ·alt ', \\ hich is a rl.!sult or 

u tomer ati fa tion. u tomcr atisfa tion i the goal that ompanics seek nd fo us on, 

b au hi h u torn r matter o c ur c. pr du cs u tomcr I yah) und 

r \\ th . 

2.2 1 lllin . llld Roll' uf Perc ptaon 
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process by which an individual select , organize and interprets information inputs to create a 

meaningful picture of the world (Kotl r. _QO ). Th' key point is that perceptions can vary 

widely among individuals e po ·ed t the s. m' stimu li . chiffman and Kanuk (2004) agree 

that how each person rccogni" '"· st: k 'h, t)r 1anizcs and interprets stimuli is a highly 

individual process based on · 1 ·h 1 'lslllt's own needs, values and expectations. Individuals 

arc very selective 1111 I thtf'; 111 tun ·r~ ~uh on~cious l y exercise a great deal of se lectivity as to 

whit:h aspl'l'ls (>1' th · 'll' if\ nmcnt the perceive. Consumer's prev ious experiences affect 

their c ·pcL·tatilms. 

Perccption n t nl) depend on the physical stim uli but also on the stimuli 's relation to the 

urrounding field and on conditions within the individual. Accord ing to Kotler (2003), 

people emerge '' ith different perceptions of the same object because of three perceptual 

proce e ; elective attention. selective distortion and selective retention. People are exposed 

to a lot of stimuli daily, and since the person cannot possibly pay attention to all of the e, he 

tends to screen out most of them. Marketers therefore need to work hard to attract 

con umers' attention by attempting to promote their services intrusively to bypa s selective 

attention filters. Selective distortion is the tendency to twist information into personal 

meanings and interpret information in a way that will fit our preconception. People will al 0 

forget much that they learn but will tend to retain information that upports their attitude and 

beliefs. It is therefore likely that the consumer will remember the bad a pect of a scr icc if 

the} general!) perceive the er ice to be of low quality and vice vcr a. It i therefore 

important to r peat me age that you intend to end forth to your target audience. 

·r he ab olute thre hold i the lowe. t le el at ''hi h an indi idual can detect a differen e 

bd\\Ccn · mething' and ·nothing'. In the field of perception. the term adaptation rcf'crs to 

getting u cd t • c rtain n at ions: that i be om in' accommodated to a certain je, l!l or 

tirnul ti n. Th diiTc..:rcntial thr h ld i the minimal diOcrc..:n c that nn be..: d ·tc ted b t\\ccn 

timuli . It i kn \\n nth 

r li 

r th initi timulu • th it i d r th 



lt has long been felt that consumers perceive timuli in a selective way (accepting, rejecting, 

and interpreting) because indi\ idual mind .impl 1 don't accept, process, and interpret the 

stimuli in the same way (Engel, I Q64 . Indh idunls sec what i personally significant to them, 

with significance being defined in 1 'rt11'. olthl: ~motional relationships between the individual 

and the stimuli (Cantril, 19"\7. I hu \ h '11 it comes to service improvements, marketers 

should meet or ex<.:el'd th · .,lll'tllll .,· differential threshold. The consumer must be able to 

perceive any impwv ·m ·nt mudc h the original service. 

In onh:r to intluem: ·u t mer perceptions of services directly, Zeithaml and Bitner ( 1996) 

suggest the lbllo\\ ing "a) : lea ure and manage customer satisfaction and service quality. 

uch mea ·urement are needed to track trends, to diagnose problems and to link to other 

cu tomer-focu ed trategies. Manage the evidence of service (people, process, physical 

evidence) to reinforce perceptions. Aim for customer quality and satisfaction in every ervice 

encounter because e ery encounter is potentially critical to customer retention. Firms should 

aim for 'zero defects·. To do this there should be a development of understanding customer 

expectations so that strategies can be built around meeting them i.e. plan for effective 

recovery, facilitate adaptability and flexibility, help employees cope with problematic 

customers, encourage spontaneity and manage the dimensions of quality at the encounter. 

According to chultz et al. (1987), the most basic measure of the value of a product or 

en, ice is often at the concept stage. Concept tatement are u ed to help the consumer 

\ i ualize \\hat the product or er ice might do. The creati e trategy stage i "here the basic 

me age or idea i given. It i the ummation of \\hat benefit the scr icc is to the consumer. 

It hould therefore be believable and per ua ive to the con umcr. I hcsc stages arc tested by a 

cu tom dcvelopl:d plan or through the ·en ices of a formal organization. It is important to 

rnca urc per cption \\ ith target market, ondu t pasonal intcrviC\\S or h;.nc fo'us groups 

u ing intern I hl: kli t • rating .lc and on tuner panels. 

2.3 turc :and ha ractcri tic of Sen ice 

rn trcn of rc Ill) h b • nth ph n m n I 
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business sector and many workers in the manufa tming ector such as accountants and legal 

staff are really service provider . K tier go~:. ahead to define a service as any act or 

performance that a party can offer t n tlh: r that is ·sscntially intangible and does not result 

in the ownershi p of anything. It pr iu lrt)n mn or may not be tied to a physical product. 

ll'ri ti ( otlcr, 2003; Zc ithaml and Bitner, 1996; Schiffman 

and Knnuk. 00 l) ; rn1111 •ibilit . in ·parability, heterogeneity and peri shability. Intangibility 

is nn irnportunt n 1 • ·tthat m.1ke er icc unique. Unlike physical products, services can not 

be seen. fe lt. ta ·ted. heard r melled before they are bought. They are therefore more 

difficult to dem n trate in an exhibition thus their marketing requires imaginative personal 

'e lling. To reduce uncertaint} , buyers wil l look for evidence of the service quality. They 

' ill dra" inference about quality from the place, people, equipment, communication 

material e\ idence to "tangibilize the intangible" (Kotler, 2003). Intangibility therefore 

pre ent everal marketing challenges. Services cannot be patented therefore eas ily copied 

b) competi tors. Ser ices cannot be easily displayed or communicated so quality may be 

di fficult fo r consumers to assess. 

In most instances, services cannot be separated from the per on se ll ing them. They are 

t}p ica ll) produced and consumed simultaneously. ince the client is al o pre ent a the 

er ice is produced, provider-client interaction is a special feature of er ice marketing. The 

pre ence of the cu tamer may affect (po itivel or negative!)) the outcome of the ser icc 

tran action . For example a cu tamer who i queuing to pa a' ater bill and is in a hurr} may 

complain of ineffi ient rvi e by the teller thus negatively impacting the e\.perienccs of 

other u tamer . 1 he quality of ervi e and cu tamer ati facti on will be htghl dependent 

on "h t happ n in ·real time· in ltrding a lions ofempl o)ees and the intern tions b t\\een 

empl )Cc and u tomer (Zeithaml and Bitner 19 
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challenging task. Quality depends on man fa tor that cannot be fully controlled by the 

service supplier such as the level of demand fl r th' service or the abil ity and willingness of 

personnel to satisfy consumer ' arti ul h; nl.'' is. • crviccs are also highly perishable; they 

cannot be saved, stored, return •d r n:s )Jd. A ·ordin 1 to Kotler, the perishability of services 

is not a problem when dcm m I is sl .td\ lut wh 11 demand nuctuatc , service firms have a big 

problem. Zcithallll tn I Biln ·r r ·it ·r:,rt• that demand forecasting and creative planning for 

capacity utili;uti{>ll ,rr · th r ·h r • imp rtant and challenging decision areas. The fact that 

services l'UiliWI t~ pi~.: Ill) b returned or resold also implies a need for strong recovery 

strategies" hen thing d g \\rong. 

2.4 ~en· ice Qualit) 

er ice qualit) i a concept that has aroused considerable interest and debate in the research 

literature becau e of the difficulties in both defining it and measuring it with no overall 

con ensus emerging on either (Wisniewski, 2001). There are a number of different 

"definitions" as to \ hat is meant by service quality. One that is commonly used define 

service quality as the extent to which a service meets customers' needs or expectations 

(Lewis and Mitchell, 1990; Dotchin and Oakland, 1994). Service quality can thus be defined 

as the difference between customer expectations of service and perceived service. If 

expectations are greater than performance, then perceived quality is le s than ati factory and 

hence customer dissatisfaction occurs (Parasuraman el a!., 1985; Lewi and Mitchell, 1990). 

Whil t there i no general agreement on the nature of Perceived er icc Qualit), and, hilst 

explanation are regular!.> changing and increa. ing. key re earche and opinions on the topic 

can arguably be combined into the following guiding ba e definition: Perceived en icc 

Quality i the rc.: ult of a pro s . It i a cu torner' ornparison. summarized in an attitude, of 

the belie' c.:d ._?Oodncss or badne of all dirnc.:nsion of a parti ular service c. pericn e or 

en i c.: pro' idc.:r, in relation to c. pc tation . 
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and employee must support this cu tomer ervice ulture. These leaders must be creative and 

energetic (not lofty or conservati\e), parti ipnt r and aring (not removed or elitist) that is, 

one who can be a coach, teacher or IL km:r (n t just a supcrvi or or manager). Such a leader 

demonstrates company valu (r.tth 'f rh.tn simp! institutionalizing policies) and motivates 

by mission (rather than b ' k tr . 

Forncll (I 99 ) n.:it ., 11 • · that ll'tomcrs whose complaints are satisfactorily resolved often 

bl:comc nwn: ~.: 1111p Ill) -11) al than cu tomers who were never dissatisfied. Armstrong and 

ymonds (I Ql) I) ·uid 'er) complaint is a gift if handled well. They have found out that 

companie · that enc urage di appointed customers to complain - and also empower 

employee · to remed) the ituation on the spot- achieve higher revenues and greater profits 

than companie that do not have a systematic approach for addressing service failure . 

"Consumer ati faction is the central element of the marketing concept" (Erevelles and 

Leavitt. 1992). Satisfaction is an "evaluation rendered that the experience was at least as 

good as it was supposed to be," in effect, an "evaluation of an emotion" (Hunt, 1977, pp. 459-

460). Marquardt (1989) defined "quality" as "customer satisfaction with complete busine s 

relationship, including the product and all the related services". In other words, ervice 

quality is associated v. ith customer satisfaction (Bolton and Drew, 1991 ). 

Mo t authors tend to use the terms satisfaction and quality interchangeably, but it is important 

to be preci e about the meanings and mea urement of the two concept . Although the) ha c 

certain things in common, ati faction is generally 'ie\ ed a a broader concept ,, berea 

en·ice quality a e pccifically on dimen ion of en icc. Based on thts view, 

Perceived n i c uality is a component of u tomcr atisfa tion (l.cithaml and Bitner, 

1996. 

r\1 qu lity i a f ~.:U cd evaluation that rcflt.: t the u t )111 r pcrccpti m )r clement or 

ti n qu. lity, ph) i nvir nmcnt tnd Ul me qualit . '(he e 
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promptly bills are sent and how accurate the) are, and how re liable the water supply is. 

Customer satisfaction will certain!) be influen ~.:d b perceptions of service quality and other 

factors like consumer's emotional tlle n i e. p~.:ri'n "S while wa iting in queues to pay bills. 

The fo llowing figure illustr tt • th ti~tin til)ll b ·tween these two concepts: 

Fi~u rc 2-J.Cust(lmt•r J• ·n·q11ion" of Qualit and Customer Satisfaction 
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as a global judgment of the service, thu treating it a a cognitive construct. In contrast, 

customer satisfaction is usually con id rt:d t b' :1 more affective concept. Oliver (1994) 

found that perceived service qualit) " s inllu~n '~.:d by performance alone, not by affective 

constructs, whereas customer saust: 11 n \ .ls atTe ted by both cognitive (disconfirmation) 

and a ffectivc antecedent I.u kllin•1 a 'ild 'Ill i s generally agree that service quality is 

externally defined b th · ·u I\ 111 •r l·orn ·II 1992; Parasuraman, Zeithaml and Berry 1985; 

Gronroos I 9M ). I hm ., ·r. · '111 • impl tate that it is "the consumer's comparison between 

scrvic<.: <.:xp ·t:tuti m.; ,md ·n icc performance" (Woodside, Frey and Daly 1989 p.6) without 

providing un~ concl:ptual ti undation. Likewise, Lewis and Booms ( 1983) claimed service 

quality rt:fi:r .. to c nf rming to cu tomer expectations on a consistent basis. 

Figure 2-2. en·ice Quality Model 

Con umer 

Marketer 

J pI 

Word-of-mouth 

communications 

11r : II. otl r Pit ltp (. 

GAPS 

AP3 

< AP-

Personal needs 

Expected service 

cr ice deli very 

(including pre- and po t-
11\P 4 

), " \f rl.. tin • t w • m m", Pretrli -II ll/11 ., 

Past experience 

l~ ·tcrnal 
ommunications to 

consumer 



Parasuraman, Zeithaml and Berry (1984) formulat d the above service-quality model that 

highlights the main requirement ford li' ring high ,crvicc quality. The model identifies 

five gaps that cause un ucce ful d lh ~r . There is no a umption that a customer 

necessarily evaluate th qu Itt) of \ '>t n i l l'. p 'ri 'nee or ervicc provider after each service 

encounter. We kno"' tin HI •h im( h. < I ~ r ation, that customers often speak of how a 

service or ser-vkc pnl\ id ., i I 'II •r or ' or-, than expected, better or worse than usual and 

relatively •ood (lr b td . \lii1IIH.:nt uch as these suggest there are many reference points in 

ust mer . not just two reference points as suggested by the 

"I Olll' or rot 'r,m\: ··. \\ hi I t thi i not scientifically tested evidence, we know that every 

ont: of us haYe made and heard comments about particular services on numerous occasions. 

uch e\ idence therefore. prO\ ides us with a common sense hunch and sense of direction, 

concerning the nature of\\ hat is taking place in the minds of customers when evaluating the 

qualit) of ervice experiences or service providers. The fundamental psychology framework 

ugge t that folio\\ ing attention, perception, storage in memory and manipulation of service 

experiences and all other relevant interacted information, expectations in the form of 

schemata can be formed as a means of comparison for specific service experiences. To be of 

any u e hov e er. schemata should cover the whole range of experience in order to allow a 

service experience to be compared relatively with all other experience . 

The type of customer and customer s mood contribute a lot to the percei ed er ice quality. 

orne customer rna be more cognitive than other and be more like! to c aluate 

experience rationall at the cogniti e le el. Indi idual with a high need for cognition tend 

to look for information and to think about different a pe t of their experiences. 'uch 

indi\ idual "ill evaluate n,ice quality fir t and then decide whether they arc satisfied. 

ther u t rners may be emotional and arc likely to evaluate . pcrien es at the emotional 

lc\cl. lndi,idual \\ith high afe t intensity (l.ar en and Diener 1986) tend to ma •nify thcir 

ern I c. ·p rien e more deeply th n other~. 
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Waiting has also been known to cau e bad mo d in customers and those that encounter a 

delay will evaluate the service prO\ ided negatiYel) . Wh n paying for water bills, it is known 

that there are sometimes very long qu uc .. Wnitino an be time-consuming, annoying and 

fru strating thus a customer oft n r 1 h in .111 <.motional way. The tudy of waiting and delays 

is a relevant topic, in part1 ·uhr, ll t'f'> i ·o rnarkding. Although many delays are caused by 

inefficiencies in th · scrvi · · l•li\ ·ry 1 1< ess, waiting in some service situations seems to be 

almost unuvoidubl ·. I 111 • umpl •. th • deadline for paying water bills for neighboring estates 

is ollcn conl·urTI:Ill nd 111 t cu tomer prefer paying on the last day thus having very long 

queues. Mui lt:r (I Q _ ha · propo ed several situational effects on consumer's' perception of 

waiting. mong ther . he uggested the following four propositions: (I) Unoccupied time 

feel , longer than ccupied time: (2) preprocess waits feel longer than in-process waits; (3) 

uncertain \\ait are longer than known, finite waits; (4) unexplained waits are longer than 

explained \\a it . If ser ice consumes waiting period, customers probably do not pay as much 

attention to the wait. Oliver (I 997) comments, "Everyone knows what sati sfaction i , until 

asked to oive a definition. Then it seems, nobody knows". Satisfaction is the most basic of 

t:> 

cu tomer concepts and building from various definitions, it is the customer's evaluation of a 

product or service in terms of whether it met their needs and expectations. 

2.4.1 Determinants of Service Quality 

Re earcher have suggested that service quality is a multidimensional concept. u tomer 

con i tent!} use a set of perceptual dimension to predict and evaluate the proccs and 

outcomes of a en ice. The major premi e for perceived quality of cr icc was d rived from 

the cone ptual frameworh. et forth b) Zeithaml et al. ( 1990). 1 heir definition of perception 

of quality of ervice in luded ten dimension : tangibles. reliability, responsi cness, 

ompdcn c, courtesy. rcdibilit). c urit . a ce s. communication . and understand in, the 

u t mer. The c \\ere narro\\cd empirical!) to in ludc t n 1 iblcs, reliability, rcsp msh~.:ne s. 

nd mp thy in the dt:\ clopment f the I RVQUA L instrument. \\' idd \\'s, 
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service outcome by using a longitudinal tud method. They described quality of service 

process and service output a folio" : .. Pr ".s quality is the customer's qualitative 

evaluation of his participation in th ~ scr i e pr du t ion pr ces . Process quality is the 

customer's personal and subj ·tiH: jul •nwnt. It is based on how the customer sees the 

production process and huw "dl h I' •Is himscll' fitting into the process" (p. 6). 

Parasura man, /tith 11111 •tu I I 'II . ( 198 ) in the initial qualitative work which led to the 

dcvclopnH.:nt lll' th ·ir · ·n 1 • qualit measuring instrument, SERVQUAL, intimated that 

scrvil:c qunlil) nught r pr c;ent a consumer's global judgments across multiple service 

cnco unl~:rs. In thdr later paper de ·cribing the development of SERVQUAL (Parasuraman, 

Z~: ith uml and Berr). 19 ). tate ''perceived quality is the consumers' judgment about an 

entity' o era !I e~cellence or uperiority. It is a form of attitude, related but not equivalent to 

sati fac tion .. (p.l -). This definition begins to tie service quality to attitude formation and as 

uch ha at lea t a conceptual foundation. 

Table 2-l.SERVQUAL Dimensions for Measuring Services Quality 

Reliability 

Re pon hene 

· urance 

Em path) 

SERVQUAL Dimensions for Measuring Service Quality 

Providing the service as promised. at the promised time and doing it 

right the first time; handling customer problems in a dependable 

manner and keeping customer informed. 

Prompt service, willingness to help customers and rl!adines to 

respond to customer reque t 

Jnstillirur confidencl! in cu tomcr · and makin' them fed . ali! in their 

tmn actions: consistently courteous emplo) ee with the I\ no'' ledge to 

an wer u tomcrs· que tion . 

l.rnployec "ho deal with u tome in carin • fa Ilion and 

understand their nc d ; 'i\in u tomcr individu, I m ntion and 
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SERVQUAL however, relates to the evaluation of a ervice provider rather than a service 

experience. SERVQUAL is arguabl) 111 mpl 'I si nce the theory of the nature of 

expectations has since been e pand d t 111 lud' IWl dynamic rather than just one post­

purchase type of expectation. Be ullin 11 , k.:1lra , Sttwlin and Zeithaml (1993) argued and 

tested the view that indtvidu,tls' p · ·~; 11ions of th' s~rv i cc quality of a firm just after a service 

contact arc a blend of th ·if pri )r • r · t•ttions of what wi II and what should transpire during 

the contact. and thL· t'lll tl u ·lhcr·d cr icc during the service encounter. The Boulding et al. 

( 199. ) theor ug, · t th ·rc arc t\ o types of expectation . The first is a predictive 

expectation. 'will' t: r dati n and the second is a 'should' expectation, which acts as a 

tandard for com pari· n of the perceived service. 

The nature of compari on standards are arguably far more diverse than allowed for within 

ERVQUAL or the theol) behind it. Theories and suggestions by other researcher such as 

Liljander (1995). Cadotte, Woodruff and Jenkins (1987) and Swan (1988) sugge t many 

po ible comparison standards including predicted service, ideal service, excellent service, 

de ired service, deserved service, needs and values, cultural norms, promise , adequate 

service best brand norm, brand norm, product type norm, favorite brand model, comparative 

expectations, equity and fairness. However, SERVQUAL on ly really incorporates a rough 

aggregated mixture of a selection of these. Liljander (1995) argue that there i not enough 

detail and preciseness in this use of expectations. 

Therefore. if er ice pro ider are to be able to mea ure their cu tomer perceived ·cr icc 

quality preci el) and informati\el)' the) mu t incorporate a preci c understanding of the 

nature of com pari on exp ctation being eparate from prediction e\p tat ions. ·r he other 

limitation of fR such a reliability, di riminant alldity and ariance restnction 

(Bro\\n, hurchill and Peter. 199 ) hould. ideally also be O\crcom . It is oft~.:n not t.:nou 'h 

to ju t kn " if u tomers rc ci\1..: ad~.:quat~.: en i c or c. ~.:cd c. pc lations bt.:cau ~.: mo~t 

rvi e pr vidcr~ "ho r~.: on rncd "ith di t:r~.:ntiatin ' thmu 1h en i~.:c trc ndtlll.:r 
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Bennet and Brown, 1989; Martin, 1987). In order to re tore a competitive advantage, service 

providers need to understand ho'" qualit) L valuated from the customers' perspective 

(Lefevre, 1989; Zeithaml, 1989) in ord r t cnsur' 'Ustomers' sati faction with the service. 

The customer's service qtnlit ' ' llu.lli< n, I(H· both a sl!rv icc experience and a service 

provider is derived b ' th t1 ·uq lll1.'r 11 in 1 on or other or at least three comparison heuristics 

in order to ben<:hmmk · ·n i · a ainst each other. These heuristics are achieved by the 

customer comp<~ring h ·r 11 hi" generic attitude for a service experience, or service provider, 

with her or his generic compari on attitudes. 

2.4.2 Mea ·ure of en ice Quality 

Top er ice companie pend much more time measuring customer satisfaction with service 

qualit) than do goods marketers in general (Rust et al., 1996). Most quality control method 

were originally developed to monitor the extent to which manufactured goods meet the 

specifications that have been set for them. The nature of services changes the focus of 

standard quality control methods. Quality of service has been difficult to mea ure 

(Armstrong and Symonds, 1991; Kotler & Bloom, I 984), probably due to the intangible 

quality of the purchasing experience. In fact, consumers have reported general atisfaction 

when purchasing goods, but were much less satisfied when it came to ervice (Zemke and 

chaaf, 1989). Generally, quality can be defined as' a comparison between expectation and 

performance" (Berry et al., 1989; Parasuraman, Zeithaml and Berr , 1985). 1 hrce unique 

characteristic : intangibility, heterogeneity and in eparabilit of production and consumpti n: 

make the mea ure of ervice quality Ie objecti e a the mea ure ofpr du t qualit) (Berry ct 

al.. 1989: Parasurarnan. leitharnl and Berry, 1988· /eithaml. 1981 ). 

qualit) i an interaction bet\\ n a cu tomer and the lcments in scn· ic~.: provision. 

u tomcr ''ill rate the quality of en· icc a fa,·orabl or I!. client ''hen it meets or c. c~.: tis 
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level delivered matches customer expectation . In the measure of performance, it is the 

measure of perceived performance that ounL rntht:r than the reality of performance. As far 

as service quality is concerned, per pti n is r-nlit . !\ number of researchers view quality 

to be an overall evaluation of pr Ju 't r ~~:r i 'l, simi lar to attitude. (!Jolbrook & Corfman 
' 

1985; Olshavsky, 198 , I ar 1 ur.llll.lll. /. rth,unl, '• 13crry, 1985). The evaluation of service 

relics so lely on the Cll''lllfll ·r\ ,., •l c f ,,llisfaction and is made more difficult since the sale, 

production and l'tm"lllnplit 11 t 1 l ~ cr icc takc!l place simultaneously. Due to the tangible 

nature or sl·rvil.: ·s. 1.: 111 umer de\ elop an attitude towards the service thus services are 

mcasun:d likr uttitud b) the u e of the Likert Scale. 

2.4.3 en·ice Quality in the Public Utility Sector 

trategic concepts are as important in the public sector as rn commercial organizations. 

Man) amenitie run b)' local government face difficulty because they may not be allowed to 

trategize (Johnson and Scholes, 1984). This can lead to mediocrity of service where 

strategic decision mainly take the form of striving for more efficiency so as to retain or 

improve services on limited budgets. According to Njoroge (2003), public utilitie are 

closely regulated by one or more government agencies. The government controls entry, 

tariffs, establishes quality standards and influence total profits that may be earned by tho e 

firms. In Kenya, the public utility sector includes water, electricity, part of tran port ector 

(Railway), telecommunications and postal services. CW C which i fully owned by the 

Cit Council. is therefore a public utility institution. 

In the ,.,ater e tor. ome mea ure ha e been taJ...en in the pa t but have not been cfTcctivc 

due to the following rea on gi en in a rep rt by GT7 in 199 : the p litics of water - \\ atcr 

ha been regarded as a o ial go d. It i therefore part of a political ulturc that \\atcr 

prO\ ision nd sanitation is the obligation of the tate. • torcover, \\'atcr utilitic an: signiti ant 

cmplo)cr and in ~trum nt of politi al patronage. ·r here \\Us n pcrlorrnance t tndards for 

'' t r utiliti in 'I hi 
ould n t be 111 ti ned (; r p r 
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These constraints are applicable to other publi in titutions a well therefore making users of 

these services, both actual and potential not t b~ in a po, ition to make their demands felt. 

The need to improve manag m nt ) tt:ms 1nd service quality in the public sector was 

therefore apparent and urg nt. n I a:- rnt)!>f r ·s ·archers have concurred, (AI ford, 2002; 

lleinrich, 2002; Kadir ·t d .. 000, l.ht fl) , 1997; l~owl·y, 1998; Wisniewski, 2001) 1·ecent 

trends in public adudni'>ll 11i 111 ·mplrtsizc quality management, citizen orientation and 

pcrrormnncc rl'sults tnt! "- ·m u in n t an exception and has made an effot1 in adapting 

privntitution tnd/t1r r tru turing a \ ay of eradicating poverty and providing improved 

2.5 Summary 

A number of re earchers iew quality to be an overall evaluation of a product or service, 

imilar to attitude. There have been many dimensions used in the evaluation of service . Rust 

et al. (1996) as erts that it is not possible to list a set of universal service quality dimension 

since different sen. ices involve different wants and needs that do not fit into broad categories. 

The scenarios in water provision are; the perceived quality of individual tran action (i.e. 

\ hen paying bills) and the perceived quality of the service provider overall, in handling all 

matters pertaining to service delivery. 

This tudy will therefore use the ten determinant a expanding on the five dimen ions of 

Reliabilit). Re pon ivene s, ssurance, · mpath and langibilit) a given by ronroos 

( 1984). in ord r to clo e the gap that exi t in the ' ater er ice cct r about perception of 

con umer'> of tap \\ ater. 
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CHAPTER THREE 

RE E R H M THODOLOGY 

3.1 Research Design 

The research is a de criptiv un \ \ '' wdin 1 to Rubin and Luck ( 1992), a study concerned 

wilh finding out who, '" h 11, "ht ·h .111 I ll<)\ of a rhcnorm:non is a descriptive design. This 

study seeks to dts 'ttb • hll\\ 111 urn ·r-, p ·rccivc quality of services offered in the public 

water scc.;tor. NiNll · · ( (}()1 and farna (200 I) used the descriptive design in related studies. 

3.2 l opulution 

The population in tl11 tudy consisted of all the individual consumers of tapped water in 

Nairobi. ccording to the records retrieved from Nairobi City Water & Sewerage Company 

(N.C. w. .C) on ., Oth June 2006 the total consumer accounts from the four regions were 

142.323; We tern (18, 123). orthern (66,005), Central (37,542) and Eastern (20,653). 

3.3 Sample and Sampling Design 

A target sample of 200 consumers was used. According to Cooper and mory ( 1994), a 

sample of 100 drawn from a population of 5,000 has roughly the same e timating preci ion a 

I 00 drawn from a population of 200 million. Sample units were elected randomly from the 

customers in the four regions (Western, orthern, Central and a tern). Proportionate 

stratified ampling ""a used to determine the number of re pondcnts a hown in the table 3-

1 beiO\ • adapted from ~oroge (2003): 

Table 3-1. llocation of target ample unit fr m p pulation unit. "ithin airobi 
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3.4 Data Collection 

Primary data was collected u ing a tru turcd que, t ionnaire. The questionnaires were 

distributed at paying point and rc p nd~nts '"'I" th ~ individual account owners. A pre­

screening question was us d t as en 1in own 'rship of the account. The respondents then 

filled the questionnaire \\ i1h 1h h lp of ll ~ ar ·h assistants in order to enhance response rate 

and assist respond ·nts "'Hl 11 • illil ·r.ll •. 

3.5 Opcrntivnulil'in•• '·n i Quali Dimeo 'ions 

As given b) ParaL·uraman et al. (1988), the five dimens ions of service quality were used and 

the conceptualizati n adapted from joroge (2003). 1 hese dimensions are shown in 

ppendix Ill. lil-..ert cale was used to measure consumers' perceptions on the quality of 

ervice oHered b) C\\ C. 

3.6 Data Analy i Techniques 

The data was analyzed by use of descriptive statistics. Data in ection A of the que tionnairc 

was analyzed using frequencies and percentages. Section 8 sought to establish perceptions of 

consumers and was assessed on a Likert Scale. Mean scores and standard deviation have 

been used to anal}ze the data in this section. 
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CHAPTER FOUR 

D T ANALY I AND FINDINGS 

4.1 Introduction 

Thi chapter cont lin' tl1l summaries of data findings together with their possible 

intcrpretat i lns b ll " · f p ·r cntagcs, frequencies, mean scores and standard deviations. One 

hundr ·d p ·rc ·nt I 0 ° o re pon e rate was achieved out of the 200 questionnaires that were 

·cnt out t tht! re p ndent . The chapter has been divided into sections, the first section 

unaly ·e the demographics of the respondents while the second section analyses the 

perception of con umers towards the quality of services offered by Nairobi City Water and 

e\ erage Company. 

4.2 Demographic Characteristics of the Respondents 

The demographic characteristics ofthe respondents considered in this research included 

' hether the respondent had an account with the company and the duration of holding the 

account. 

4.2.1 Holding an account with Nairobi City Water and Sewerage Company. 

The respondents were required to indicate whether they were holding an account with 

Nairobi City Water and Sewerage Company. 

Table 4.2.1: Holding an account' ith Nairobi City Water and ewerage ompany 

Holding an account Frequency 

Yes 200 

Total 200 

Source: Re earclt data 

Perc enta e 

00% 

00 % 

I 

1 

The finding ho\ that all the re p ndent had an account' ith air bi it) Water and 

C\\cragc ompany. 
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4.2.2 Duration of holding the account 

The following table summarize h " long the rc pondents had held the accounts with 

NCWSC. 

Table 4.2.2: Our ltiuu ()(holding th' account 

Period Frequency Percentage 

L ·s · than ~ years 48 24% 

Between - 5 ) car 78 39% 
--

cr 5 years 74 37% 

Total 200 100% 

Source: Re earclz data 

From the table, 24% ofthe respondents had held the accounts for less than 3 years, 39% 

between 3-5 years and 37% for over 5 years. 

4.3 Perception of consumers towards the quality of services offered by NCWSC 

The respondents were to rate the extent to which the company has performed in relation to 

reliability, responsiveness, assurance (competence, courtesy, credibility, security), empathy 

(access, communication, understanding the customer) and tangibles of the services offered by 

the company. This was measured on a five point Iikert scale, where 5= very large extent, 

4=1arge extent, 3=some extent, 2=1ittle extent and I =no extent. The cores of 'No ~ xtent' and 

'Little Extent' have been taken to present a small extent ( .E) (equivalent to mean core of 0 

to 2.5 on the continuous Iikert scale; (0~ .E <2.5). The scores to 'To orne xtent' have 

been taken to repre ent a moderate e tent (M .. ) (equivalent to a mean core of2.5 to 3.5 on 

the continuou Iikert cale: (2.5~M .. <3.5). The core of both 'Large ~ xtent' and 'Very 

Large xtent' ha e been taken to repre ent a large e:\tent (L. .) (equi alent to a mean ·c re 

of3.- to -.o on a continuou Iikert ale; (3.5< L. ~. <5.0). tandard de iati n of> I implies 

a ignifi ant difference in the u e of the ariable among re pond nt . "hile a standard 

deviation of< I implie imilarity in the u e of variable among rc. p ndcnts. 
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4.3.1 Reliability 

Reliability entail s providing the cr a and when promised. The consumer perceptions of 

this dimension are summarized in th tnbl below: 

Table 4.3.1 : Reliability 

Mean Std 

RELl Bl ITY -
Score Dev 

Wh~:n th~ c 1111pam promi ·es to deliver a service, it does so 
f- . 

4.31 0.81 

Wutt:r al" a)~ llo'' s con istently and is available most of the time 4.27 0.94 

The wuter bills receiyed are accurate and free from errors 3.92 1.07 

Source: Re earclt data 

To a large extent, the respondents felt that when the company promises to deliver a service, it 

does so ( 4.31 ), " ater always flows consistently and is available most of the time ( 4.27) and 

the water bills received are accurate and free from errors (3.92). However, responses varied 

greatly in the aspect of water bills being accurate and free from errors, hence the standard 

deviation of 1.07. 

4.3.2 Responsiveness 

This measured how prompt the company was in delivering the service. 

Table 4.3.2: Responsiveness 

c ording to the finding abo e, the wat r bi ll were de l i\ered in g od time to a large c\.tcnt 

(3. 77). I lo'' ever, to a moderate C\tcnt, problem arc always oh cd in the shorte-.t time 

po iblc (2.9 ) and the rnpany ah,ays ga\'e a pccifi tunc to rcsol e tssucs that arise ltke 

\\ ter horta 'c (2.79). I he standard deviations of 1.09. 1.27 and 1.0· indi ate that there 

c in ptnt n rtaining to the dimension ofrcsp nsi\l:ncs . 
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4.3.3 Assurance 

The expanding dimen ion mea ured \ ere ompetcnce, courtesy, cred ibility and security. 

The aspect of competen mcn. ur~d th~ p c ion of required ski ll and knowledge to 

perform the service; ourtes_ I ·d bl:ing respectful , considerate and polite, credibi lity 

stands for b ing tn1"t" )Jih • b I i • able and honest whi le security sought to measure the 

extent to wlti ·h th • ·u"t m ·r felt free from risk or doubt. The results are shown in the table 

below: 

Table -'.3.3: A urance 

Mean Std 

ASSURANCE 
Score Dev 

Competence 

Staff appear to be competent in what they do 4.32 1.32 

Staff always give the right solutions to problems 3.11 0.94 

Courtesy 

Staff are friendly 4.13 1.25 

Staff never act busy or rude when you seek assistance 4.11 0.83 

Credibility 

Staff are honest 
4.37 0.84 

Staff never threaten me with disconnection 2.56 0.91 

Security 

I feel confident that the water is of good quality and well treated 4.63 0.78 

If I had a confidential and personal issue, I would feel free to confide in 

management 
2.72 I. I Q_ 

Source: Re earcfl data 

om pet nee: The taff appeared to be ompetent in ' hat they did ( 4.32) to a large C\.tcnt, 

though there were ignificant difference in opinion (I. 2), ' hilc to a m derate C:\.tcnt the) 

ah\ay gave the right ·olution ·to problem (3 . 11 ). 

ourtc y: 'J he on urn r!i signifi antly ,·a ri~.:d in opinion about staff b ·in, friendly ( 1.- -) 

hh u h n \crl 'e, they ngrc~.:d to a I, r e c t nt (4.1 ). n the l th~.:r hand. there "as 

minim I \ari ti n in pini n (0. th t the n \ cr t d hu r rude \\hen the ust mer 

u ht .I I). 
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Credibility: There was general agre ment (0.84 and 0.91) that staff were honest (4.37) to a 

large extent. However, to a m derntc xtent the taff never threatened the customers with 

disconnection (2.56). 

Security: The ustom 'rs I( J Jar' ' c tent felt con lident that the water was of good quality and 

well trcatt:d ( , \). C n th · other hand, to a moderate extent if the customers had a 

conlid~:rtliul und 1 r nal is uc, they would feel free to confide in management (2.72) 

ulthoughlhi · \.Inedc n iderably(l.IO) 

-'.3A Empathy 

Thi dimen ion was defined by accessibility, which involved the staff being approachable 

and ea to get in touch with; communication which entails the staff being good listeners, 

keeping customers informed in a language they understand and understanding the customer 

by making the effort to know their needs. 

Table 4.3.4 Empathy 

Mean Std 

EMPATHY 
Score Dev 

Access 
Whenever I have a problem, I always manage to reach an appropriate 

staff member (by telephone, e-mail or in person) 4.72 0.87 
- -

The water bills payment points are conveniently located 4.61 0.63 

Communication 
Cu tomer are ah ay ad ised about interruption or di connection Ill 

good time 
3.21 0.73 -

Understanding the cu tomer _ -
When I ha\'e a problem, taff alway demon tratc under ·tanding and 

concern 
.62 0.91 -

taff gi\'c customer individual attention 2.71 I. I 

ource: Rt!\ •arclt data 

A c ibilit\: 'J o a J, rgc c:tcnt the u t mer • I\\ 3) s man 1 'cd t rca h an appropriate stat f 

rn mber by t I ph n, e-rn, it r in p r n) \\h nc\cr th h,d t pt hlcm t.72) and the 
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water bill payment points were con eniently located (4.61). Responses did not significantly 

differ as indicated by the tandard d iation (0.87 and 0.63). 

Communication: To a m d rnt xt ~nt, the consumers were always advised about 

interruptions or di<>connc ·ti ns in 11 0< d time (3 .2 1) and a standard deviation of 0. 73 indicates 

a trivial variation oftht: l'l.:sp ns s. 

Undcrstunuing th u l mer: To a large extent when customers had a problem, staff always 

demonstrated under tanding and concern (3.62) and to a moderate extent the staff customers 

ind i iduul attention (2. 71 ). The customers however gave extensively varied responses on this 

i ' Ue, hence the de iation of 1.18. 

4.3.5 Tangibility 

Tangibles include visually appealing faculties and materials related to the service. 

Table 4.3.5: Tangibility 

Mean Std 

TANGIBLES 
Score Dev 

Water bills are easy to understand 4.37 1.30 

Staff are always neatly dressed 4.31 1.1 2 

Water offices are attractive 4.11 0.93 

Source: Research data 

From the above table, consumers felt to a large extent that the water bills were ea y to 

understand (4.37), the staff members were always neatly dre ed (4.31) and ' ater offices 

"ere attractive ( 4.11 ). However, ' ith the tandard deviation of> I , there were tho e who 

trongl} felt that the bill were ea y to under tand and taffwere ah ay neatly dre ed,, hile 

other trongly di agreed to that. There ' a little ariation on the fact that office are 

attra tive (0.93). 

-'.3. . urn mary of th , n i e uality Dimen ion · 

A ompan on of pcrccptt ns of con urncrs of airobt it) \lvater and e\\erage 'ompany 

b. d n th~ five dimensions of scrvi c qu lit. · ha be n summarizc:d b low: 
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4.3.7 Summary of the service quality dimensions 

Dimension Mean core Standard Deviation 

r-Rcliabi lity 
--

4.17 0.94 

Rcsponsivcn ·ss 3.18 1.14 

1\ssurnnct: 3.74 0.99 

Emputh ' 3.77 0.86 

f-
Tangibilit) 4.26 1.12 

Source: Re earclz data 

From the re ults abo e, it can be deduced that customers feel to a large extent that the aspects 

of reliability (4.1 7), tangibility (4.26), assurance (3.74) and empathy (3 .77) have been 

adequately addressed. On the other hand, the issue of responsiveness (3.18) has satisfied the 

customers to a moderate extent. However, there are significant differences in the perception 

ofthe dimensions ofresponsiveness (1.14) and tangibility (1.12) . 

4.4 How to improve on service quality 

The following table summarizes the areas which the respondents felt the company shou ld 

improve on. 

Table 4.4 How to improve on service quality 

AREAS FOR IMPROVEMENT Frequency Percentage 

Meter read ings be done when the meter owners are avai lab le 66 33% -

Meter readers should always be in official uniform 132 66% -

Give more time for bil~ments before di connection 79 40% 

Ensure consistent \\ater flow and reduce rationing 93 47% 

l~nsun:: timely rcconnections 116 0/0 -

I he re pondents felt that the company should t ke th meter readings when the) were pre ent 

O\er the \\Cekcnd rndcr r ader h uld h\a) he in olli ial uniforms, that the 

c mp ny h uld iv . them 111 re time • on: di nn tin' the \\uter, n urc.: l n~istent "atn 
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CHAPTER FIVE 

DISCUS IO , 0 L ION AND RECOMMENDATION 

5.1 Introduction 

This chapter summ·lri; • th • lindings as well as the conclusions gathered from analysis of 

data . Findings h 1\ \: I · ·n urnmaritcd alongside the objectives of the study, conclusions have 

been druwn ti·om th · o.;tud and the recommendations are given. 

5.2 Di ' CU ·ion 

In mo t indu trie . providing quality service is no longer simply an option. There are a 

number of different definitions as to what is meant by service quality. One that is commonly 

u ed defines service quality as the extent to which a service meets customers ' needs or 

expectations (Le-.: is and Mitchell , 1990; Dotchin and Oakland, 1994). Service quality can 

thus be defined as the difference between customer expectations of service and perceived 

service. The objective of the study was to establish the perception of consumers towards the 

quality of services offered by Nairobi City Water and Sewerage Company. 

To reduce uncertainty, buyers will look for evidence of the service quality. They will draw 

inferences about quality from the place, people, equipment, communication material evidence 

to "tangibilize the intangible" (Kotler, 2003). The consumers therefore tend to a e the 

neatness of the staff general appearance of the offices and paying point and even the type of 

paper u ed for the bill s. Intangibility therefore presents everal marketing challenge . 

ervice cannot be easily displayed or communicated o quality may be difficult for 

con umer to a e . 

ccording to li\er ( 1997), customer ati faction i achic ed b) pro iding Hllued scr i cs 

and product where value i. the p iti\ e differen e bet\\een customers· a tual e'\periences 

and their service deli\ery e. pectation . Pr du the employee also reate value. ' ati•.ifa ti n 

cncratcd by hi •h- quality support crvi c. and b · b ing t:mp \\l!rcd to pro\ tdt: \aluc and 

re 1\ c u to mer complaint . 'I o rgc c. tent. the r~.: p mdcnt felt that "hen th om pan , 

pr mi Cf\ i C it d .. vailahlc 
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most of the time and the water bilL rec ived arc accurate and free from errors, water bills 

were delivered in good time. 

In most instance • rvi ·s • nn t b' separated from the person selling them. They are 

typically prouuc ·u ,wt 'l nsum ·d sim ultaneously. Si nce the client is also present as the 

scrvic~,; is pwdu ··I. 1 r 'id •r licnt interaction is a special feature of services marketing. The 

pres~.:n ·~.: )r th • cut mer may affect (positively or negatively) the outcome of the service 

tran ·u· ti n. F r e ample a cu tomer who is queuing to pay a water bill and is in a hurry may 

complain f inefficient er ice by the tellers thus negatively impacting the experiences of 

ther cu tomer . The quality of service and customer satisfaction will be highly dependent 

on , hat happens in 'real time' including actions of employees and the interactions between 

employees and customers (Zeithaml and Bitner, 1996). As perceived by the consumers, the 

staff of NCWSC appeared to be competent in what they did and were friendly and never 

acted busy or rude when the customer sought for assistance, honest, while to a moderate 

extent they always gave the right solutions to problems and never threatened the customers 

with disconnection. 

According to Oliver (1997), customer satisfaction is achieved by providing valued services 

and products where value is the positive difference between customers' actual experiences 

and their service delivery expectations, the customers to a large extent felt confident that the 

water \\as of good quality and well treated. On the other hand, to a moderate extent when the 

customers had a confidential and per onal issue, they would feel free to confide in 

management. 

Fornell ( 1992) reiterate that cu tomer \\ho e complaint are ati fact ril re ol ed often 

b orne more compan -loyal than cu tomer ''ho wcr ne er di ·ati ficd. rmstrong and 

)tnond (1991) aide rycomplainti agiftifhandld\\ell. The havc[iundoutthat 

ompam s that encourage di app int d ustomcrs to c mplain - and also cmpO\\er 

cmplo)cc to remedy the situation on the p t - hie\e higher rc\ enucs and greater profits 

th n mpanic.s that do not have a uppr ach for addrc sing s~.:rvi e 11\ilun.:s. 

ti n b th I mcnt of the rn nkctin l ~ r~.:\ dks md 

' 'itt I 2 . 'I 
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LIMITATIONS OF THE STUDY 

The response of respondent wer m rc li kely to be influenced by the prevailing water 

conditions at time when th n.: cnr h wa being carried, this would have lead to the 

respondents being bia d c n th~.: ir r sponscs. 

SU(, (;t~$1'10 S I OR F RTIIER RESEARCH 

A similar rl!s 1 ·h h uld carried out over a period covering when water is available and 

wht:n its not available in order to get a more representative view of the customers on the 

quu lit ' of the ·en ice . 
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Gayc J. N. Agc'i \ 

Univcr~ity >I' N tiwbi 

Scho )I ol' 13usin · ·s 

P . . Bo.·_O I 7 

N LR Bl 

Dear Re pondents, 

APPENDIX I 

I TRODU TlON LETTER 

REQUEST FOR RESEARCH DATA 

I am a postgraduate student at the University of Nairobi studying for a Master in Business 

Administration (MBA). As part of my studies, I am undertaking a research project on 

perception of quality of services offered by the Nairobi City Water and Sewerage Company. 

This is to kindly request you to complete the attached questionnaire. The information you 

provide will be used exclusively for academic purposes. My supervisor and I assure you that 

the information you give will be treated with strict confidence. 

Your co-operation" ill be highly appreciated. 

Your faithfull . 

tud •nt L tur r "up ni or 
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APPENDIX II 

Q E TlONNAIRE 

SECTION A (Gcncrallnfonnation) 

1. Name of respondent ............................................... ............................ (
optional) 

(F"or the j(J//owino que'ltiOflS, please tick as appropriate) 

. Do y u h ld an account with Nairobi City Water and Sewerage Company? 

Ye ( ) 

No ( ) 

4. Ho\ long have you had this account? 

Less than 3 years ( ) 

Between 3 - 5 years ( ) 

Over 5 years ( ) 

SECTIONB 

5. Following the reform initiatives undertaken to improve delivery of ervices in the water 

sector, Nairobi City Water and ewerage Company took over operation of water 

pro ision in the city from the Water and ewerage department of the ity ouncil. The 

company ha ince put in place mea ure to improve the quality of ervice offered. 

On a cale of I to 5 \\here: 

5 - Very large extent 

4 -Large extent 

3 tJIII ' extent 

2 - Little extent 

1 -No e'ttent 

PI a indi at th ·c. l ·ntto \\hi h tht.: ompany hus performed in rdation to the tollowin 1 : 

3 



Very large Large Some Little No extent 

C'\tent extent extent extent 

(S) (4) (3) (2) (1) 

-
a. When the company promises to Jelhcr 1 

service, it docs so 

~ 
-

Water nlwnys llOW\ Cllll Si Will i) ,uld I S 

uvni lnblc nwst l>llh • t1111 · 

r- Tht wultr bill · r · · 'I' ·1.1 ur • uc ·urate and 
c. 

l'rtt: !'rom tln'r' 

d. Tht: wult:r bilh ur' l.leliv ered in good time 

r-z-· Probkms ure al\\a)S solv ed in the shortest 

time possible 

f. The compan) always gives a specific time 

to resolve issues that arise like water 

shortages 

g. Staff always give the right sol utions to 

problems 

h. Staff appear to be competent in what they 

do 

I. Staff are friendly 

j. Staff never act busy or rude when you seek 

assistance 

k. Staff never threaten me with disconnection 

I. Staff are honest 

m. I feel confident that the \\ ater is of good 

quali t) and \\ell treated 

n. If I had a confidential and personal issue. I 

\\OUid fed free to confide in management 

o. Whcne' r I ha\e ' problem. I al" a) s 

man e to rc h n ppropriatc tall 

m mbcr b) tel phone, -m il or in pc n 

p. lh " t r bill )nlent point re 

"' cnientl) I t d 



Very large Large Some Little No extent 

e'\tent extent extent extent 

(5) (4) (3) (2) (1) 

-
q. Customers arc always aJ\is ·d lh~Hll 

interruptions or disconnections m g~lt\d 

lime --r. When I huv · I ph>bh:m. \(jft alway!) 

dcnwn~trut1: uml ·r ·t nuin' und concern 

-s. Starr giv1: l:ll'll>ml:r' indh iduul attention 

-
t. ' tufT ur~: uhm) · neatl) dre sed 

ll . Water bills are eas) to understand 

'. Water offices are attractive 

6. Indicate any other achievements that the company has made that are not shown above. 

7. What would you like the company to change? ................................................................ .. 

I If\ K' \1 I ( R '<HJI{ \' \ l .ll \Bl.l . 11:\ll. 



APPENDIX III 

OPERATIONAL FRAMEWORK 

OJ MEN. IONS FOR F\.P \ ' l)tm RELEVANT ISSUES FOR WATER 

ONSUMERS IN NAIROBI 
MEi\SlJRIN(: I)I"F ' _,ION I 

SERVI('F 

Qll LITY 

l. RELI.\BILIT\ 

2. 

I 
I 

I l· 1'1 1 ITION 

Reliability: 

-Does staff solve your problems when 

they promise to? 

Pro iding service as -Is availability of tap water consistent? 

and when promised. -Are water bills free from errors? 

-Are water bills delivered in good time? 

Responsiveness: -Does staff address your complaints 

RESPONSI ENESS Prompt in delivering quickly? 

3. ASSURANCE 

the service. 

Competence: 

-When there is a problem, does the 

organization give specific time for 

rectification? 

-Does staff solve problems accurately? 

-Does staff exhibit the know-how in their 

Possession of required work? 

skill and knowledge to -Does staff appear to know what they are 

perform the service doing? 

Courtes : 

Respectful, 

considerate and polite 

redibilit : 

frustworth), 

-Are staff friendly? 

-Does staff refrain from acting busy or 

being rude when clients seek assistance? 

-Are field staff honest? 

- rebilling clerks honest? 

-Docs staff members refrain from 

bclic\'ablc and honest pressuring the consumer'! 

urit : 

I
I· c.:c from ri k r 

ubt 

-Do cu tomcr trust the quality of the 

" tc.:r? 

-[} 1 u tum r~ fc I tree to ontiuc.: in 

m n ement? 

RELEVANT 

QUESTION 

S(a,b,c) 

S(d, e, f) 

S(g, h) 

5( i, j) 

(k, 1.) 

:(m, n) 



-Ts there a help desk for customers? 

4. EMPATHY Acce s: -Is it easy to reach members of staff? 

ppro. 'hnblc nnd -Arc the water payment points 5 (o, p) 

C<IS) to ~'C I in ll)ll ' h conveniently located? 

"ilh 

-Does staff advice customers on 

Co 111111 u n ication: disconnections/interruption? 

(JOOd li tcncr, keeping -Are there effective feedback channels? Sq 

cu tomcrs informed in 

a language they 

understand 

-Are staff nexiblc and accommodating? 

nderstanding the -Does staff give customers individual S( r, s) 

customer: attention? 

Making the effort to 

know customers and 

their needs. 

-Does staff appear professional? 

S.TANGIBILITY Tangibles: -Are water offices attractive? 

Visually appealing -Are bills easy to understand? S(t, u, v) 

facilities and materials 

related to the service. 
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