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ABSTRACT

The objectives of this study were to investigate the perceptions of matatu operators,
and commuters as regards matatu service quality in Nairobi, and whether these

To achieve these objectives samples of 32 matatu operators and 68 commuters were
matrix questions. Out of 68 routes in Nairobi, 4 were judgmentally chosen. The
sample of matatu operators was picked from these four routes using a rule of thumb
et 3 ire was administered to the available operators. For commuters the
same process was used.

Damwwmmdmmmmmm
indices. Percentages were mainly used to analyze part A and B of the questionnaire,
while means, standard deviations and indices were used to analyze part C of the
questionnaires to aid in comparison.

Analysis of the data indicated that there is a concurrence by both matatu operators and
commuters that provision of prompt service, and the requirement of facilitics (ke
presence of reflectors, fire extinguisher and first aid kit) are important in their
perception of service quality. The results showed that service providers do not
perceive problem solving variables such as complaint handling, and customer care
variables such as courtesy and individualized attention as important. Both groups
however perceive loud music as not an important factor of matatu service quality.

These findings therefore led to the conclusion that service providers (matatu operators)
mdcm(Cmnm)pmcpﬁomcﬁﬁmupociaﬂyhmthﬂmmduﬁng
with the customers.



On the basis of the findings overleaf, the following recommendations were deemed
appropriate:
» That matatu operators need to improve on their complaint handling
mechanisms
» Matatu service providers need to build loyalty with their customer bases
» mmmuvidu:medmmmhmmcmdamdwufmof
commuters
» Mmapmneedwobmwthemluofpubﬁcwviceu'mpoﬂmawid
unnecessary accidents, and lastly,
» Accommodating/relaxing music should be played in place of loud music

The major constraining factors of this study were: the fact that the sample sizes for
Mmmmmmmmmmmmmﬁm.
Also becausc the study did not comsider a number of factors which influence
perceptions, like income, level of education amongst others.

Last but not least, this study endeavored to suggest areas for future research. These
are:
mmmmammmmmmm
Muuy,mcmhonmofcommsaﬁ:ﬁcﬁm,mdﬁnmy.acompuﬁwmdy
on other modes of transport like rail transport could be commissioned.
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CHAPTER ONE: INTRODUCTION

1.1  Background information

Between 1964 and 1973, Kmyn'sGmuDunuﬁch&m(GDP)m:wgwby
s.swmwm.cmmmmmmmmmm
nwdedafﬂmmhmedfamwmbdﬁgxﬁviﬁu(nmby
chuicebmbecaneﬂnmuketcondiﬁoutﬁdmtnunMwmm-upccianyfma
mnﬁm&eKm).MmmmﬁumMuMmomﬁu.
prodnot:vnhbﬂity;ﬂm,ﬂnwodmﬁonmeptmﬁicedﬂ(ha,l”ﬂ).

Bynﬁdlmmwmﬂmmwmmemﬂmw
preventing it from achieving the high economic growth rates of the 1960s and
lW&MHMWmMWA@mm(SM)
through the publication of Sessional Paper NO.1 of 1986 on Economic Management
Jor Growth (Growth Press, 1986). The reforms included price decontrols, removal of
all import licensing and foreign exchange controls, and reforms of investment

Mﬁmmwmmmumﬁmm(zwo)
further notes that the past one-decade especially has witnessed unprecedented
emergence of various forces that have posed serious challenges to the traditional
pmnﬁoumdpncﬁeesofmteﬁng.anmdeuﬂm(IM)idmﬁfyﬂmefm
as including stiff competition, globalization of product markets, deregulation,
hmaﬁ:gcmmdcommufmdmmhhfmmaﬁm
wchnobgy.aduhctommaponfdioofimemaﬁomlbrmdumdcﬁﬂiwhyh
As competition intensifies, (Baker, 1994) observes that organizations have realized
Mkm&ﬁkmdmcmmm,cﬁecﬁwadmﬁngpﬁm
trademarks, among others are no longer cfficient to differentiate them from
competitors. Service has become a key differentiator.



* Service quality is one of the powerful tools that companies can use to gain key
competitive advantage. Rescarch reveals that delivering high quality service is closely
linked to growth and profits; cost savings and market share in many industrics
(Lovelock, 1996; Robert et.al, 1987, TARP, 1986; Peters Waterman, 1988). Increase
in profit is due to lower customer defection, stronger customer loyalty, more cross
selling of products and services and higher margins (Lovelock, 1996).

Lovelock (1996) and Kotler (1999) observe that improved service quality cut costs
because companies have fewer customers to replace, less corrective work to do, fewer
inquiries and complaints to handle and less employee turn over.

Service quality in a service business such as matatu industry is more complex to assess
than it is for manufactured goods. This is due to inscparability, heterogeneity &
perishability of services. Deviin and Dong (1994) add that service quality is defined
from customers’ perspective, that is, comparing service experience to their
expectations of what the service performance should be.

Quality is therefore defined in terms of customers’ subjective opinion. This is
perceived quality. Gronroos (1990) suggests that the perceived quality of a service was
the result of an evaluation process in which customers compare their perceptions of
service delivery and its outcome against what they expected.

1.2  Public Passenger Transport

This background highlights matatu transportation as a service and establishes a setting
for the reader to understand what is basically involved in public passenger transport. It
is important to note here that the matatu industry is unique right from its setting, which
involves - the commuters; owners and managers; and the operators. “This is an
industry ahead of all others. Did they not humble the mighty Stagecoach and Nyayo
Bus? Their secret, just-in-time labor force, no driver is permanently employed, no tout
is permanently employed, if they cannot produce they can be jobless the next day and
you rarely find matatus “on stones” even the registration KX’s... are still on the road”
(Traki, 2000).



This industry being in the informal sector, a large part of the matatu business is done
informally. For instance, mofﬁemdomkmmadafhﬁmum.
Again, qﬂcambud‘ﬂlcm“ﬂnruc(wmeuwdilbwly
mmmmmmdmhmxmumm
largely male dominated.

Deﬁ-ﬂuofﬂm:hawmﬂdeﬁwdﬁnmﬂnbcdm“m’mm”
mcaningﬂiﬂycmﬂ,theﬂatfamﬂ;ﬂmedbbeahmdinﬂweuiyd:yuofmm
mvicu.'l‘hnltbcymctobeknownummam,l%).
rxx..-mammm*rmmmmmmm
mabackhm,hmdodﬁoﬂ:cpo&ebymmwhmcpuioemboka
violation of the traffic rule(s) by operators. This defination was deemed important in
Although the beginning of the automobiles are lost in the midst of un-recorded events
of carly history, mm'aconcemallmmcworldwilhmmlodtommnpmby
many individuals to develop self propelled road vehicles (Omondi, 1988). An impetus
was given to the development of an automobile and in 1895, the Lancaster four-wheels
were ready, while the famous Rolls Royce Silver Ghost became available in1907 in
Britain. However it was Henry Ford with his “T” model, the producer of some fifteen
nﬁlﬁmcminﬂnoewﬁomﬂ:m%mﬂynﬂhemfmﬂwtwmﬁﬂhmm
expansion of the automobile (Canar, 1979).
Despilelhchhbcoﬂuffudinkmy;hckoffmvxfmhnpmﬁﬁonofﬂncomplﬁely
knocked down (C K D) kits, and increasing prices of motor vehicles (even the “second
hands™) as a result of the rapid depreciation of the Kenya shilling against the hard
foreign currencies, ﬂnimemhﬂnnmnbuofwlﬂcluappcmtobcomﬁmﬁng
undisturbed (Jaleha, 1993).

Even in the years 1975-1991, in which the cost of the fuel went up at a fast rate,
vehicle density increased to a level hardly anticipated.

A study by the World Bank stated that the motor vehicle fleet in Kenya increased by
3.3%pwywamﬂ:eputdeude.wilhﬂnmmbcrofblmmdmnuﬂﬂy
vehicles such as matatus showing the largest increases.



Most of these increases occurred in urban arcas where concentration of vehicles was
greatest. The study found that 65% of all vehicles were registered in Nairobi,
Mombasa, Nakuru and Kisumu, with registration in Nairobi jumping from 124,300 in
1985 to almost 140,000 in 1987 (Majtengi, 1993).

The Increase in the number of vehicles has accelerated the transportation of people and
merchandise to the very remote rural arcas, thus, enhancing the socio-economic
development of the country. (Jaleha, 1993). Despite these developments, the large
majority of Kenyans both urban- and rural-based, do not own private means of travel
and therefore depend on public transportation. This signifies the important role that the
public mode of transport plays in Kenya (Langat, 1996). In Nairobi one would notice a
major congestion scenario as commuters crowd for city-center-bound buses and
matatus at around 7.00-8.00 am or estate-bound buses and at around 6.00 pm previous
studics support this view (Osundwa, 1987 and Kapila, 1982). One of the writers in the
publication “Management”, (1996) observes that traveling to and from Nairobi
(especially in the Central Business District [CBD]), is a nightmarish experience for
many people, especially during working days’ peak hours.

In the last few years, road transport in Nairobi has seen a number of changes. At a
point in time, Nyayo Bus Servicc NBS Company was providing ‘town service’
transport in Nairobi along with Kenya Bus Service (KBS)/Stagecoach fleet and
matatus. However, due to mismanagement and other reasons, the (NBS) Company
went under (Langat, 1996).

Last year, KBS was ‘unable to operate’ any more for the town service, citing reasons
like bad state of the roads, high operational costs, high demand by the contemporary
Nairobi residents and lack of a clear policy and guidelines governing town service
passenger transport (Mr. Thuo, the Managing Director of KBS Company).
Immediately, it introduced its mini-buses to ply various towns’ circuit routes. This,
they said, would give effective service to the contemporary Nairobi residents. Kenya
Bus Service town service fleet, were sold out to new owners.

No sooner did this happen, other privately owned bus companies started operating for
town circuit, and started to apply for licenses to operate within the CBD.



ummmmmmmmwmmm
MhWome.MMmhMyhdewmﬁngm
ﬂn&mcmcﬂyfﬁm.mynﬂnﬁm(w)ﬂmm‘m
Matatus) and the twenty- five (25) seat capacity (Mini-Bus) models.

A World Bank report indicates that road transport in developing countries is an
hmammofecmmicwﬁ\iyandh\mudfmcﬁtuuambmwdw
mnmmmmmmmmmwmm
for over 80% of all freight and passenger movements and therefore is essential for the
operation of African economy (UNCTACDA II, 1990).

Railway transport, which would otherwise provide alternative means of passenger
transport, is very sparse in Kenya. Hardly any addition has been made to the lines that
were laid down by the colonial government. For this reason, there is extreme lack of
flexibility in terms of the destinations served. Passenger transport services to Central
BushmD’uﬂict(CBD)andhockwﬁanlvﬂlbkmlyonﬂ:efohwing
routes — Kahawa-Dandora-Umoja-town bound train, Embakasi-town bound, and
Kibera-town bound trains. However, matatu transport is more feasible in that it has
numerous drop-off points, early opening hours all through the day and at times till
very late.

A point worth noting is that a number of matatus have stalled operations, or even if
still surviving, are in quite a bad state. While the failure of such matatus may not be
nnibmodmmrﬁawmly-ﬁkemmmlmkofvﬁonﬁymmu
who envisions on customers wants or appropriate management practices is certainly
one of them. On the other hand, some have flourished in the business.

To date, the industry has secen numerous matatus being refurbished, with a variety of
external - internal décor, color designs and very expensive audio and visual gadgets.

At the same time, other matatus have remained in the same design as bought from the
dealers with litfle or no décor. The Matatu Welfare Association (MWA) chairman
Mr.Mbugua (in one of the interviews with the researcher) observes that matatus have
increased in numbers and operational routes, more than ever before.



1.3  Statement of the Problem
Km(IM)mwmqu&yimhwmoIhamﬁﬁw
m.wmmudeﬂmmqumymhm&nudw
mmm;mmmmmmmmmmmxlm;
Robert et al, 1987; TARP, 1986, Peters & Waterman, 1988).In addition, Deviin and
Dm(l%)wﬂmdm:avbeqmﬁryhmﬁmmﬂm'spmpw&w.
This is perceived quality.

Scmalmeuﬂmhmbemcmioduﬁonﬂ:cimeofpﬂwiwdnwiceqmﬁty.
mmmmmmmmmm«@m
(Ayoob 1976, Jarabi 1982, Kapila 1982 and Osundwa 1987), however, not a single
mchhawfaaddwuedpuwiwdmequliyonpubﬁcmadhmpmh
Kenya.

AMycmdx&dbyMaﬁndc(lemeﬁudqm&yofmvice(ﬂmemya
Aﬁwxys)fmmdmﬁthﬂﬁnccompmycﬁdmtmeetw'lwelofexpectaﬁom
on many of the service descriptions.

The findings also led to the conclusion that the attributes of air travel that both travel
agmtnmdpanmcmiderimpommhchoioeofmairﬁm-a'e, unfortunately, the
MmMomemmmHme
AMmpquivodqmﬁtyofpoﬂmvicubyMwmdu(l%T)fmmdmﬂlhﬂm

chqulmdymconqmaﬁwpmepﬁomofmquaﬁtyhmcmnﬂhgﬁnm
by Ngatia (2000) found that service providers usually perceive functional dimensions
mdmcavﬂabﬂﬂyofmcnwrchmdheamwlﬂeﬂnmm
wﬂabﬂﬂyofﬂnmchm&qﬁomdwhmﬁmuﬁomofmquﬁty(for
m,mdmm)ummqumﬂy.



conducted in different areas, for different objectives; hence, the findings cannot be
generalized.
Ngatia (2000) observes that researchers have come to a general consensus that service
quality does not have any specific definition, and that it depends on the industry under
consideration.
A Matatu owner may install expensive musical gadgets; however, a commuter might
not necessarily board the Matatu on the basis of its elaborate musical system (Iraki,
2000). There is therefore a need to study perceived service quality of Matatus from the
customer’s perspective, as Deviin and Dong (1994) observe, that service quality is
defined from the customer’s perspective.
Parasuraman et.al., (1985) identified failure to understanding customers as a major
potential shortfall within the service organization that may lead to a gap between what
customers expected and what they receive.
Ngatia (2000) observes that unless the perceptions of both service providers and
customers are understood, there will always be a gap in the delivered service by the
service providers, and expectations of the commuters.
Iraki (2000) put forth the following question, “Who would not be happy if he or she
had a choice on which Matatu to get into?”
This research was therefore aimed at studying in detail, the perceived quality of
service in the matatu industry. It attempted to answer the following questions:
% What are commuters expectations regarding quality on matatu services?
% What do the matatu service providers regard as quality on matatus?
% Does commuter perceived quality of matatu services coincide with commuters’
expectations of these services?
1.4 Objectives of the study
1. To investigate what commuters’ expectations are regarding quality of
matatu services.
2. To investigate what matatu service providers regard as quality on matatus.
To investigate whether commuters’ expectations and operators’
perceptions on quality of matatu services coincide.



1.5 Scope of the study

For the purposes of this study, the matatu operations were taken to mean commuter
(passenger) services for the town circuit. That is, the research covered matatu services
coming to (reaching) Nairobi town, and which go back to destination points classified
as “greater Nairobi”.

However the study restricted itself to the following routes, route No: 58(BuruBuru);
44(Kahawa West); 24(Karen) and 118(Wangige). This was in order to narrow down
the scope of study.

1.6  Importance of the study

1.This study is expected to benefit the owners, operators and generally, those in the
matatu industry, putting into perspective what their customers regard as ‘quality’
and the industry’s image —to the same customers. Efforts can then be put in place
or redirected to match the expectations of passengers, and also resources may then
be channeled to revamp the arcas of weakness, while sustaining the strong points.
2.Again, this study is expected to stimulate comparative studies with competitors in
the town -service transport, especially KBS’ metro shuttle and the newly
introduced town service buses, to assess the extent to which matatu services fall
short of (or exceeds) the performance offered by competitors, since, this is
undoubtedly a competitive industry.

3.The Government of Kenya through the ministry of transport and communication
will be able to establish whether to ban ‘loud’ music, tinted windows or even
multicolored designs/décor for matatus.

4.This study is expected to offer a basis for further academic investigations into
areas like 'image’ analysis for Rail transport (both short and long distance), and
other related areas.

5.Scholars, academicians and rescarchers will also find the findings useful for
enhancing their understanding on the subject of study and to enrich their stock of
knowledge.



CHAPTER TWO: LITERATURE REVIEW

2.0 Introduction

Services must, of necessity concen people dealing with other people (Mwendar,
1987). Different authors have defined Service as a concept differently. Rust et al.,
(1996) defines service as any act or performance that one party can offer to another
that is essentially intangible, and does not result in the ownership of anything. The
production may or may not be tied to a physical product (Kotler, 1999).

2.1  Definitions of Service

American marketing association (AMA, 1960) defines services as “activities, benefits,
and satisfaction, which are offered for sale or are provided in connection with the sale
of goods”.

Blois (1978) defined a service as an activity offered for sale that yields benefits of
satisfactions without leading to a physical exchange in the form of a good.

Ndegwa (1996) and Masinde(1986) define service as

“Activities, benefits or satisfactions which are offered for sale or are affected in
connection with the sale of goods without leading to a physical exchange of a good or
transfer of its title (if any) being effected”.

For the purpose of this study, the rescarcher will adopt the definition given by Ndegwa

(1996) since it is fairly encompassing than the other two.

The above definition has the following implications

** The entity that is under consideration must be intangible although perceived

¢ Marketing exchange occurs .

* Somcthing of value is acquired by the purchased as an activity benefit or
satisfaction.



2.2 C(lassification of service

Many writers due to the difficulty of giving one definition of service that will
encompass all services and have universal meaning have attempted to classify
services. These attempts have produced lists and examples, which as time passes, may
only serve as headings of service (Converse et al., 1958).

Kotler (1985) classified Services as cither people based or equipment based.

On the other hand according to Chase (1978) services can be classified by degree of
customer contact in the creation of the service.

Further, Kotler (1985) classifies services four-fold according to the motives of the
service provider. Service providers have been known to be cither profit maximizers or
non — profit oriented entities and either public or private organizations. In our case the
matatu industry belongs to the profit maximizing public organizations.

The variations in classification imply the difficulty of categorizing services into clearly
deliverable segments that would lend themselves to generalized approaches and
techniques.

Notwithstanding the importance such classifications have on putting this study into
on their definition.

2.3  The unique characteristics of services
The marketing of services has its special problems due to the unique characteristics
that services have (Masinde, 1986) and (Kofler 1985).
These include -
(i) Intangibility of what is being offered on the market
(ii)  Inseparability of buyer and seller
(iii)  Variability in what is being offered on the market
(iv)  Fluctuations in demand and supply

10



Each of these unique characteristics has varying degrees of effect on various services,
including matatu service industry and the marketer of matatu services needs to tackle
the unique situations that arise in order to enhance the perceived quality of his/her
services.

2.4  Service Quality

2.4.1 Definition

Marketers of service experience difficulty in understanding and controlling quality
(Zeitham et. al., 1986). This is because services are performances rather than objects
and therefore precise manufacturing specifications for uniform quality rarely can be
established and enforced by the firm (Zeitham et.al, 1988).

Christopher etal. (1997) and Baker (1994) saw service quality as concerned with
meeting or exceeding customers’ expectations.

Japanese philosophy defines quality as ‘zero defects- doing it right the first time.’
Crosby (1979) defines quality as conformance to requirements,

Deming (1996) defines quality as a predictable degree of uniformity and dependability
at low cost and suited to the market; that, quality does not mean high quality. His
approach advocates getting things done right the first time by bringing the customer
into the organization.

According to Juran (1996) quality is fitness for use or conformance to specifications.
Philip Crosby (1996) defines quality as conformance to requirements. He defines
proof of service as flawless performance or zero defects. This means 100% satisfying
performance from the customer’s point of view. Costs of not achicving flawless
performance is the cost of quality which includes the cost of redoing the service,
compensating for poor service, loss of customers and negative word of mouth.
According to Ross (1996), quality is defined by the customer. It begins and ends with
the customer.” Tom Peters says, “Unfortunately we can no longer afford to merely
satisfy the customer. To win today, you have to delight and astound our customers
with services that far exceed their expectations”. Understanding service quality
requires more than knowledge on goods quality.

11
UNIVERS) Y O~ NAIUm

ER KARETE LIBR DY



The unique characteristics of services- intangibility, heterogeneity and inseparability
must be acknowledged for a full understanding of service quality.

The conceptualizing of service quality into a definition that captures all variables has
remained clusive to many researchers. Hubbert (1995) observes that although the three
constructs are distinct, they are related attributes of consumer perceptions of service
quality. These definitions shows that service quality is not a one occurrence act but it
is a set of processes from pre-transaction to post-transaction stage.

Parasuraman ct.al. (1985) in developing the service quality model defined service
quality as the gap between expected service and perceived performance.

2.42 History of service quality

The domain of service quality began in camest in late 1970’s with the realization by
firms that competitive environment required proactive ways in order to remain
competitive, profitable and successful. This revolution could be traced in part to a
study of top performing companics, which drew attention to the efforts they were
placing on ‘getting closer to their customers’.

The efforts by organizations to focus on service quality swathe dawn of service quality
research in the late 1970’s through 1980’s. Rust and Oliver (1994) observes that
arguably the most significant pioneer in the field include C. Gronroos who established
a research agenda for service quality for he introduced the first comprehensive model
of service quality. Parasuraman et.al (1985) amplified the model and refined Gronroos
framework and devised an influential service quality rating scale, which came to be
referred to as SERVQUAL.

2.4.3 Service quality is more difficult to evaluate

Consumers when purchasing goods employ many tangible cues to judge quality. When
purchasing services fewer tangible cues exist (Mukiri, 2001). In most cases, tangible
evidence is limited to the service provider’s physical facilities, equipment and
personnel. In absence of tangible cues, consumers must depend on other cues. The
nature of these cues has not been extensively researched.

Some suggest that price becomes a pivotal quality indicator in situations where
information is not available. (McConnell, 1968; Olander, 1970; Zeithaml, 1981).

12



Hammmmmemmwmmmcmﬂmhh
podbkmnmwmmhowwhﬂlmemma:addnddhcﬁon
(Gronroos, 1982).

Christopher et .al (1997) note that service quality is the ability of the organization to
m«mmmhﬁmm'mm
m:mmamammnmmm.mmﬁd«
Moﬁummmm.nhmmmmmwmm
or business-to-business context, the concept of expectations might be modified to
mhhﬁ'w&d'mmtmwﬂyhmedh
wnmofﬂnmwwﬁchmfmum&wdbyanMm
exceeds levels of service.

To complete the definition of service quality we must emphasize that the measure of
performance is essentially a measure of perceived performance.

In other words, it is the customer’s perceptions of performance that counts rather than
ﬂlcmaﬁtyofpﬂfmmm.Chhwphﬁad(l%nﬁrﬂmmﬂntufuasquaﬁ!y
of service is concerned then ‘perceptions are reality’.
Theﬁgmbebwmadnu&mwhﬂecxpcmﬁmmﬂpcrwinwfomncc
do not coincide. 100

s Customer

0
Source: Martin Christopher, Adrian Payne, David Ballantyne, 1997, Relationship marketing:
brir@ngQualhy,Onwmm'Savieemdmuke&gTopﬂwr.
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Due to the intangible nature of services, consumers opt from among virtually
service.
to concentrate on corroboration of the developed attitude. As Lovelock (1984)
hypothizes,

“Consumers engage in more post-purchase evaluation than pre-purchase

evaluation when selecting and consuming services."
In the case of matatu services, commuters’ using the matatus evaluate the quality of
the matatu service after they have used these services and they ‘pass the word on’ to
those who are yet to use the matatu. What this latter group is told about the
experiences during the matatu service greatly determines whether or not, and how, the
prospective buyers of the services will wish to purchase such services. Also due to the
intangibility of services, the criteria for evaluating their quality are limited.
In the case of goods, their quality can be judged from the style, color, feel, package,
price and other such factors. In the case of services, such indicators are limited to price
and the physical facilities, which house the service.
As Lovelock (1984) hypothesizes,

“Consumers use price and physical facilities as the major cues of service

quality.”
In matatu service, price is a major determinant of whether or not a service user will
want to use the service again or not.

2.5 Perception

Perception is the process by which we attribute meaning to incoming stimuli received
through our five senses (Kibera and Waruingi , 1988). It can also be defined as the
process of interpreting directly through our senses: it is the entire process by which an
individual becomes aware of the environment and interprets it to fit in his own frame

of reference.
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According to Kibera and Waruingi (1988), perception of an object or event is the
result of the interaction of two types of factors.

e Stimulus factors, which are Characteristic of the physical object such as size,

color, weight or shape.

e Individual factors, which are characteristic of the individual. These factors
Marketers are interested in perception because it involves what customers believe. To
provide satisfaction effectively in the market place, marketers must understand how all
Kibera and Waruingi (1988) point out the following perception characteristics:

e Consumer perception is subjective
Perception of the consumer is selective
e Perception of the consumer is time related
Consumer perception is summative. Consumers take many sensations that
reach their awareness almost simultaneously.

These summations are summed up into a complete and unified whole before a
consumer can react to them.

It is difficult to conceive how consumers could ever make their minds to buy if it were
not for the fact that perception is summative.

2.6 The concept of Perceived Quality

Perceived quality can be defined as the customer’s perception of the overall quality or
superiority of a product or service with respect to its intended purpose, relative to
alternative, Zeithaml (1988). Perceived quality is, first, a perception by consumers. It
thus differs from several related concepts such as actual or objective quality which
refers to the extent to which the product or service delivers superior service; product
based quality which refers to the nature and quantity of ingredients, features or service
included; and manufacturing quality which refers to conformance to specification, the
“zero defect” goal.

15



Perceived quality cannot necessarily be objectively determined, in part because it is a
perception and also because judgments about what is important to customers are
involved.

As Jack F. Welch, Chairman and CEO of General Electric said “The customer...rates
us better or worse than somebody clse. It is not very scientific but it’s disastrous if you
score low” (Welch, 1981).

Perceived quality is defined to an intended purpose and a set of alternatives. The fact
that an outlet does not deliver the same level of personal service, quality of
merchandise and the same store ambience does not mean that it will have a lower
perceived quality — it may be judged by a different set of criteria perhaps ease of
parking, waiting time at checkouts, courtesy of the checkout people and whether
desired items are in stock (Schiffman and Kanuk, 1997). Perceived quality differs
from satisfaction. A customer can be satisfied because he or she had low expectations.
Perceived quality also differs from attitude — a positive attitude could be generated
because a product of inferior quality is very inexpensive. Conversely, a person could
have a negative attitude toward a high quality product that is overpriced. Perceived
quality is an intangible, overall feeling about a brand.

Consumers often judge the quality of a product or service on the basis of a variety of
informational cues that they associate with the product. These informational cues have
been dichotomized into intrinsic and extrinsic cues (Olson 1977; Olson and Jacoby,
1972). Intrinsic cues involve the physical component of the product (e.g. flavor, color,
texture etc). In the case of color for example, a consumer products company developed
a “better” window cleaner, which was essentially colorless.

Extrinsic cues on the other hand are product related but not part of the physical
product itself. They are by definition outside the product e.g. product e.g. price, brand
name level of advertising among others.

16



2.7  Comparison between expectation and performance
Re&emhenmdmmagerofmiceﬁrmwmwmumcquaﬁryhvdma
comparison of expectations with performance.

Lewis and Booms (1983) looked at service quality as a measure of how well the
Gromom(l982)dewbpedamoddinwhichhccmdllhalcmmcompmtmc
mﬁumqmmmofmmmmmmmm
quality.

Smith and Houston (1982) claimed that satisfaction with services is related to
confirmation or disconfirmation of expectations. They based their research on the
disconfirmation paradigm, which maintains that satisfaction is related to the size and
direction of the disconfirmation experience where disconfirmation is related to the
person’s initial expectations (Churchill and Suprenaut, 1982).
memofpufmmhmﬁﬂyamdmdwdqumccm
counts rather than the reality of performance (Christopher et. al. 1991).

2.8  Outcomes and processes in quality evaluations

Sasser, Olsen and Wyckoff (1978) discussed three different dimensions of service
Mmm:kv&afmm&dﬁﬁumdmlmmﬁuﬂmm“
quality involves more than outcome; it also includes the manner in which the service is
delivered.

Othermcmhonsqviocqunﬁtyhoudnmnﬂﬁsnoﬁmeoos(l%mposndated

that two types of service quality exist:

i) Technical quality which involves what the customer is actually receiving from
the service, and

ii) Functional quality, which involves the manner in which the service is
delivered.
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2.9 Service Quality Model

2.9.1 Service gaps

Products can be good or impressive on their own but this is not what the customer
wants. The products and services should meet the customer’s needs. It is important
that the said company’s products meet the needs and expectations of the customer
(Okatch, 2000).

Customers generally have expectations of quality delivery based on word of mouth,
Owino (1996) identified five gaps, which lead to poor service quality; the major
contributing factors to the gaps and finally presented a model for continuously
reducing the gaps and hence improving service quality. Palmer (1992) identified five
gaps where there may be a shortfall between expectation of service level and
perception of actual service delivery.

Gronroos  (1982) introduced the first comprehensive model of service quality.
Parasuraman et al., (1985) amplified the model and refined Gronroos’ framework.
Research by Parasuraman et al, (1985) has indicated that consumers’ quality
perceptions are influenced by a series of four distinct gaps occurring in organizations.
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Source: A. Parasuraman, Valarie A. Zeithaml and Leonard L. Berry, “A Conceptual Model of Service
Quality and its implications for future research,” Journal of Marketing, Fall 1985, p. 44
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Gap I: Not knowing what customers expect

Knowing what customers expect is the first and most critical step in delivering quality
service. Providing a service that customers perceive as excellent requires that a firm
know what customers expect. Being a little bit wrong can mean expending money,
time¢ and other resources on things that do not count to customers, or even not
surviving in a fiercely competitive market.

For instance, a matatu owner can expend money on investing heaving on musical
gadgets, while the customers prefer music free journey.

The difference between what customers expect and what management perceives they
expect is often the result of overlooking the need to fully understand customer’s

expectations.
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smumm&wmmmmmmmhmm

mmmmmnihmmm(M)mmmm

reasons for gap one are:

-&Mofmmmmmﬁmuwwmm
rescarch, inadequate use of rescarch findings and lack of interaction between
management and customers.

- Inadeqm:mwuﬂmwcaﬁmﬁmcmwmnlmmw

<> Too many levels of management separating contact personnel and decision makers

Tocloncﬂ:isgap,(MngoZOOO)ﬁnhﬂ-nmmumtﬂmcmhmwfmm

mlcvmmmhuﬂiefumﬁﬂmmmwcm

Gap 2 — The wrong service quality standards

Once managers accurately understand what customers expect, their next critical
chaﬂcngcistomem‘uknowhdgemmuwicequlﬁlymﬂudsformemﬁnﬁm
Managmmnotbewinhg(orbale)tomhﬂnedmsymwmmhor
exceed customer’s expectations.

Rmmummmmoﬁ-tummoﬂtmiemﬁonmmomdiﬁmsormmt
indiﬁ'mceowldaﬂaccomﬂforgaptwo(ﬂnd’uaepmcybetwmmger’n
pcmcpﬁomofwstomqtcxpeotaﬁmu)ifﬂwmulspwiﬁuﬁomﬂwymbﬁahfm
scniccde&vuy.Ahnoﬂﬂwayu,chmg:mqlﬁluawﬂ&@mbbcopmmdiﬁewm
ways of structuring, calibrating and monitoring the way the service is provided. Key
reasons for gap two are

* Inadequate commitment to service quality

» Lack of perception of feasibility

Inadequate task standardization

» Absence of goal setting.

It is critical for top management to constantly and visibly expresses their commitment
to contact employees of middle management. The firm should be open to innovation,
mﬁwwdiﬂ’emtmdeWheucrwmofdoingth(ﬂﬁnkmgbig)md
these are key to perceiving feasibility.
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Gap 3 — The service performance gap

In some cases, management understands customer’s expectations, sets appropriate
specifications and still the service delivered by the organization falls short of customer
expectations. The difference between service specifications and the actual service
delivery is the service performance gap: when employees are unable if/or unwilling to
mmmmnmmmwmuﬁm-mmw
is common in the service industry.

Key reasons for gap 3 are

“* Role ambiguity

“ Role conflict

< Poor employee — job fit

* Poor technology - job fit

** Inappropriate evaluation/compensation systems

*» Lack of teamwork

Empowering employees to satisfy customers helps to reduce gap three.

Gap 4 — When promises do not match delivery

Accurate and appropriate company communication —advertising, personal selling, and
public relations that do not over promise or over represent a product or service
essential in delivering service that customers perceive as high in quality.

The gap between what a firm promises about the service or product and what it
actually delivers must be consciously and deliberately minimized.

Because of the less controllable nature of human beings (as opposed to machines), the
potential to over promise on service is high.

When advertising, personal selling or any other external communication set up .
unrealistic expectations for customers, actual encounters disappoint them It is the role
of marketing to ensure that external communications accurately (if compellingly)
reflect what happens in actual service encounters, while operations in turn, must
deliver the promise.
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Key reasons for gap four are:
* Insd hori i oo =4 v
mzketingmdhmmmcu,amnumbrﬂm
* Propensity to over — promise in communications,

one, two, three and four,

The objoc&wofmmminmm!hnwihwnnﬁminawmpcﬁﬁw
edgemquﬁymedﬁmhmmmemhaﬂmefarcmabomm
msuhsincbdngﬂrulﬁmﬂegaphdwmﬂncmmhﬁmmdﬂwcwm
pemcpﬁonofthequaﬁlyofsaviccdeﬁvmd(Sotmﬁlm.

GAPSExpectedservlce-—percelvedleﬂiuglp
lhcqualﬂyﬂlnacommpchminamvicchaﬁmcﬁmofmcmgninﬂemd
direcﬁonofﬂ:cgapbﬂmmﬁcemdpﬂtciwdwﬁee.ﬁgaphhﬂtmcedby
the fowplmdingmih«cislilﬂcchanceofmmamacﬁnghany
mearﬁngﬁﬂwaywcbnﬂ:egapbﬂwecnpﬂformmmdexpocuﬁomifmmtwo
keyvmiablumnmdeﬁnodmdmmilfd:emmmﬂlemkofbﬁdgmg
mcmmmmmmmamummmmh
ch'cunmtmceaquaﬁlywnicecmmlybcaclﬁcwdbygoodhxknmerﬂlmgood
management (Mugo, 2000).

2.10 Determinants Of Service Quality

or market specific (Christopher et. al., 1991),



Figure 3: Marketing concepts relationships

Determinants of service
. Word Personal Past
quality of

mouth needs experience

1) Access

2) Communication
3) Competence

4) Courtesy -
5) Credibility —"I Expected service l_
6) Reliability

A Perceived
7) Responsiveness . Sezvm:
8) Securnity Quality
9) Tangible

Perceived

10) Understanding/Knowing :
the Customer o

Source: Martin Christopher, Adrian Payne, David Ballantyne, 1991, Relationship marketing:
bringing Quality, Customer Service and marketing Together.

Kotler (1997) summarized the determinants of quality service into five as indicated
below:

= Reliability, which is the ability to perform the promised service dependably

and accurately.

* Responsivencss, which is the willingness to help customers and provide

prompt service.

= Assurance, which refers to the knowledge and courtesy of employees and their

ability to convey trust and confidence.

* Empathy, which refers to the provision of caring, individualized attention to

customers.

* Tangibles, which refers to the appearance of physical facilities, equipment,
According to Palmer (1992) for companies to better understand the expectations and
perceptions of their customers can use the SERVQUAL technique. It is applicable
across a broad range of service industries and can be easily modified to take account of
the specific requirements of a company.




SERVQUAL is based upon a generic 22-item questionnaire, which is designed to
cover five broad dimensions of service quality, which the research team consolidated
The five dimensions covered with some description of each include:

= Tangibles-This entails the appearance of physical elements.

* Reliability- this includes dependability and accurate performance.

= Responsiveness- Included is promptness and helpfulness.

=  Assurance- Included is competence, courtesy, credibility and security.

* Empathy- this includes ecasy access, good communications and customer

understanding.

Parasuraman, Zeithaml and Berry (1985) undertook an exploratory qualitative study to
investigate the concept of service quality and came up with the following service
determinants:
Reliability, Responsiveness, Competence, Access, Courtesy, Communication,
Credibility, Security, Understanding/ knowing the customers, and Tangibles.

CONCEPTUAL MAP

From the literature review it may be deduced that there may exist some gaps between
both the commuters’ and the service providers’ perceptions of quality service.
Regardless of type of service, consumers tend to use similar criteria in evaluating
service quality. Kotler (1997) has summarized them into five classes, which include
reliability, responsiveness, assurance, empathy and the tangibles. This study will make
use of these variables and operationalize them (See research methodology). Matatu
service provision like any other service is equally difficult to market due to the unique
characteristic of services namely intangibility, heterogeneity, inseparability and
The study will take the format used to test SERVQUAL instrument (Whereby research
adapted twenty two item questionnaire to test the five basic dimensions of quality).
The researcher will therefore endeavor to test these five dimensions as postulated by
Kotler (1997) including their elements in the questionnaire. These dimensions and the
clements are:
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Figure 4: Conceptual map

Dependable service such as performing the service in
the designated time & no delayed arrivals. Accurate
service such as comrect dropping off points.
Availability of services when & where needed.
Stability of service prices. Issue of ticket after
payment if fare.

Providing prompt service, attending to customers’

lCompﬁnn,adjuﬁng&opelkpmiodamdcmu

Promotional gestures. Fast action on complaints or

Knowledgeable operators on their services. Good-
e drivi

Easy accessibility on various boarding points.
Proximity and accessibility of offices of providers for
queries. Convenient hours of operation (early to very
late). Numerous drop-off points.

Well-refurbished matatu, exterior & interior décor
e.g. well blended colors. Well-groomed and well
kempt operators. Comfortable-spacious  scats,
‘opening’ windows. Terminus environment. Comfort
during ride. Physical appearances of the matatu e.g.
dent free. Age of wehicle e.g. newly registered,
Matatu brand name. Good aeration and well-lit
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Due to the unique nature service marketing (in this case marketing Matatu services)
the researcher endeavored to include additional variables: these are as advocated by

Parasuraman et.al. (1985). They are: -
Elements

Increasing the level of sophistication with a well

—— a novice. Explain the service, how much it will cost,

trade off between service and cost and assuring the
consumer that a problem was handled carefully. Age of
operators ¢.g. young/youthful or mature/fairly old.

Involves trustworthiness, believability and honesty. It
involves having the customers best interests at heart.
Personal characteristics of the operators are considered.
Reputation of operators. Appropriate disposal of litter by
operators. Prompt collection of fares and prompt giving
back of balance.

Presence of emergency door, first aid kit, fire
extinguisher and assured physical safety especially from
hijacking/Safety of ride. Government accredited
requirements ¢.g. insurance cover, road license. Presence
of road reflectors, headlamps and not worn-out tyres.

Involves making an effort to understand customer needs,
- if . i

customer through promotional gestures. Relaxing and

|

!
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CHAPTER THREE:RESEARCH METHODOLOGY

3.1  Research design

Thenaumofﬂﬁsmmhwmlngelyduaipﬁve.hwulhnitedwdmxh“dhmt"
mmtwﬂ:mﬂmwmmwywmhammﬁﬁmbmmmcy
regarded as quality in matatu services.

3.2 The population

Thcpopulaﬁonofmt«mwasresuictedtoNaimbisinceithmﬂxclmmutnmbcrof

Matanuandmuahmdsewmmemstofﬂwmwm.mmﬂywubuedm

twolypesofpoptﬂaﬁmhmﬂertooomcupwﬁhdwpuwisequaﬁtydctmmm r

to get an all-round image of matatu services.

1. Commuters
Thesereferrodmthcmlcmonbom'dagiwnmam:tdlcﬁmcofsmdy.

2. Service providers.
ThemearchermademeofConductm:frounmdDrivmwhmeviewslhe
owncm/mmmtakeasrcpmmtaﬁwwme&(wnm)own,hm
mﬁrbishnemnylu,choiceofbrmdmmemdcolor,mongoﬂmfacm.
haki(ZOOO)ohoermdlaOWvamm;mdyhawauyinmechoiccof
rcﬁn'bislnncmnyhse.gcolorofﬁicMautumdodlcrdécorsinceﬂle

Ihetotalmnnbmofrmﬁesobtaincdﬁ‘omMW.Amﬂawmd:ﬂy-dgbt(&).

3.3 Sample frame

To make lhcmnpkmptumuﬁw,cauﬁonwumkcnmﬂmﬂnmwmmtpicked
from concentrated areas,
ALmNcﬁameworkwunelootodegmntaﬂymddommdmﬂicicnt, out of the list
of 68-population members/ the sampling frame (see appendix).
ThishﬂqaponedbyCoopademmyﬂ”S)whoohqwﬂminapowhﬁonoflo
million, a wn;ﬂcofmmﬂ:mznn'ﬂioncmbcmﬂeadﬁagWhﬂeanmpkofl,OOO
drawnmapropcrmanncr,cmbemrcadequm.
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The selected routes were:
58(BuruBuru), 44(Kahawa West), 24(Karen) and 118(Wangige).
The approximate numbers of permanent matatus in these respective routes are:

(58) BuruBuru 100
(44) Kahawa West 500
(24) Karen 32
(118) Wangige 300

Source: Daily matatu records maintained at terminus

The justification of choice of these judgmentally was because: route (44) has most
matatus (500); route (24) has the least (32). Route (58) represented all those routes that
have KBS Metro Shuttle plying these routes; in addition, a commuter train plics
adjacent to this route (at Umoja halt). Route (118) was sclected because it has the
highest number of matatus for those routes reaching the “greater Nairobi” from Town,
and also because the researcher would like to sample the faculty of commerce (Lower
Kabete campus) fraternity, located along this route. Judgmental sampling was used by
Mukiri (2001) successfully.

Sampling was done on these 4 routes. Other suitable routes were not sampled. The
selected routes however, were expected to show a fair presentation of the matatu
business at any one time.

The researcher was unable to determine the commuter population of the selected
routes.

3.4 Sample size

1. Commuters
The questionnaire was administered to seventeen- (17) respondents for every selected
route. This gave a sample size of (sixty eight)-68 for commuters.

2. Service providers.
Since most of these operators were not licensed, the rescarcher visited the various
route terminus (the ones selected from the sampling frame) as they queued and
A sample size of 32 was deemed suitable. That is, for every selected route, cight

operators were sampled.
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A total sample of a hundred (100) was deemed appropriate.
Th'nwnfounsloﬂlcwiddyhddmleofﬂnmbﬂm,toberqlmnhﬁw,lunqﬂc
should have thirty- (30) or more test units (Wayne and Terrell, 1975).

3.5 Sample design

The sample units were selected by convenience method. Being a non- probability
sampling technique, Convenience sampling carefully controls cost and time, and often
gives acceptable results (Cooper and Emory, 1995). Again, the total population may
not be available, as in our case.

3.6 Data collection methods

The study made use of primary data. The survey method was used to collect data and
this was through the issuing of a questionnaire. This was convenient since it would
provide a standard set of questions for all respondents to answer.

The researcher obtained an introductory letter from the MBA office to help facilitate
data collection. The data collected was used to determine what commuters and service
providers perceive to be quality service and establish whether there exist any gaps on

The questionnaire(s) were distributed by hand to each of the commuters as they were
waiting to travel back home from town, or as soon as they alighted from the matatu
since then, they could afford to spare some time to attend to the questionnaire.

The questionnaires were also distributed to the service providers (operators) at their
respective terminus or any other convenient place, like during their garage or “service”
The respondents filled the questionnaire as the researcher waited; this approach was to
help reduce non-response rate.

Where necessary, like incase of illiteracy barrier, which may not have allowed some
respondents to answer the questionnaire, an interview was conducted to assist in filling
in the questionnaire.

Closed-ended questions captured the respondents’ perceptions of the various variables
that constitute matatu service quality.



The open-ended questions were also incorporated in the questionnaire, and this
enabled the research to achieve all of its objectives.

Questionnaire one was to capture commuter responses, help to achieve objective one.
Questionnaire two captured what the Matatu service providers regard as quality.
Objective three was stemmed out after determining the first two objectives.

3.7 Operational definitions of variables

To determine the commuter and the service provider’s perception of quality service
and whether any gaps exist, the variables summarized by Kotler (1997) were
operationalized. These variables included reliability, responsiveness, assurance,
empathy and tangibles. Palmer (1992) and Karau (1998) also agreed to these variables.

Dimension
Reliability

Responsiveness

Empathy

Tangibles

Elements

Dependable service such as performing the service in the
designated time and no delayed arrivals. Accurate
service such as correct dropping off points. Availability
of services when and where needed. Stability of service
prices. Issue of ticket after payment of fares.

Providing prompt service, attending to customers’
Complaints, adjusting to peak periods and constant
Promotional gestures. Fast action on complaints or
Knowledgeable operators on their services.

and accessibility of offices of providers for queries.
Convenient hours of operation (carly to very late).
Numerous drop-off points.

Well refurbished matatu; exterior & interior décor e.g.

well blended colors. Well-groomed and well kempt
windows.
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Terminus environment. Comfort during ride. Physical
appearances of the matatu ¢.g. dent free.
Age of wehicle e.g. newly registered, Matatu brand
ride.

Due to the unique nature service marketing (in this case marketing Matatu services)
ﬂ:cmearchumdcwmedloimludeaddiﬁmalvuiabhzﬁucmsadmﬂedby
Parasuraman et. al. (1985). They are: -

Courtesy
5 e

Polite, Respectful, Considerate and Friendly employees.
Increasing the level of sophistication with a well
a novice. Explain the service, how much it was cost,
trade off between service and cost and assuring the
consumer that a problem was handled carefully. Age of
operators ¢.g. young/youthful or mature/fairly old.
Involves trustworthiness, believability and honesty. It
involves having the customers best interests at heart.
Personal characteristics of the operators were
considered. Reputation of operators. Appropriate
disposal of litter by operators. Prompt collection of fares
and prompt giving back of balance

Presence of emergency door, first aid kit, fire
hijacking, Safety of ride. Govenment accredited
requirements e.g. insurance cover, road license. Presence
of road reflectors, headlamps and not worn-out tyres,

Knowing/Understanding the Customer Involves making an effort to understand

customer needs, customers’ specific requirements,

i individualized Sl s LA
regular customer through promotional gestures.
Relaxing and accommodating music.
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Respondcntswaeaakedtospeciﬁﬂmhlpmtmneofﬂwvuiabhamddﬁswu
assessed as follows:

* The scores on both ‘not important’ and ‘not important at all’ were taken to
service.

* The scores on somewhat important was taken to represent indifference, neutral
or noncommittal to the quality of service.

* The scores on both important and very important were taken to represent
satisfaction with the quality service and a positive attitude towards the quality
of service.

The respondents were asked to specify the importance of the various and scores was
put to represent negative, neutral or positive perception of service quality.

The perceptions were then analyzed to see if there exist any gaps between the
customer and organization perception of quality service and recommended strategies
for closing the gap.

3.8 Data analysis techniques.

Questionnaires were edited for completeness and consistency.

The data obtained shall be used to test GapS (which is made up of all the other four
gaps) that is, the Gap between perceived service and expected service.

The study was modeled on description and therefore descriptive statistics was used on
parts A and B of both questionnaires Proportions, percentages and frequencies was
used to summarize data. In part C of both questionnaires descriptive statistics such as
mean and standard deviation was used for comparison purposes. Respondents’
opinions and attitudes was assessed on /=Not important at all to 5=very important
likert scale by calculating the average and the total average scores.

This was in order to determine the perception of service quality variables. Indexes
were calculated in order to establish whether majority of the respondents were of the
perceptions that variables were important or not important. Tables and graphs were
used to present the information. These tools have been selected because of their
clarity, preciseness, case of understanding and interpretation. These tools of analysis
were used successfully by Masinde (1986), Mwendar (1987) and Ngatia (2000).
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CHAPTER 4: DATA ANALYSIS AND FINDINGS
4.1 Introduction

In this chapter, the collected data was analyzed using excel package tools for
simplicity. Specifically, proportions, percentages and frequencies were used to
summarize the data. Indexes were also calculated in order to determine the
perceptions of the respondents.
The findings were presented in two categories namely, that related to commuters
and those related to operators.

The response rate of operators and commuters were 27 (84%) and 58 (85%)
respectively, which the researcher deemed adequate and sufficient for the study
for the purpose of data analysis. They compare favorably with other studies such
as 55% response rate by Karemu (1993), and 62% by Lagat (1995).

4.2 Analysis of Commuters
4.2.1 Gender
Table 4.2(i) Analysis of Commuters (Gender)

|Gender |Frequency
Women 34 59%
Men 24 ! 41%
Total 58 100%

Source: Research data

From table 4.2(i) above it can be concluded that women formed a larger
percentage of respondents. This can be attributed to the fact that women are
more in population than men. This confirms a widely held belief that in our
economy fewer women ride in private cars than men.
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422 Age group
Table 4.2 (ii) Analysis of Commuters (age group)

Age group

Frequency

1910 24

25t029

30to 34

35t0 39

Total

B & o] | B

Percent
36%
43%
10%
3%
7%

100%

The results above indicate that majority 25(43%) of the respondents falls in the ages
between 25 to 29.Along this 21(36%), fall in the age group 19 to 24,while the least
respondents were those in the age group between 35 and 39.

4.2.3 Marital status

Table 4.2(iii) Analysis of Commuters (Marital status)

Marital

B No Percentage
Single 45 T8%

Married 13 2%
Total 58 100%

The results of the study indicate that a larger part of the respondents, 45(78%) were
single compared to the married 13(22%). This suggests that a large percentage of

commuters is composed of single persons.




4.2.4 Education level
Table 4.2(iv) Analysis of Commuters (education level)

Neo
Education i Percentage
Primary 1 2%
Secondary 3 5%
College 9 16%
University 45 78%
Total 58 100%

In the study 78% of the respondents were cither at the university or university
graduates while only as little as 2% were of primary level. This could be attributed to
the form of the study design.

4.2.5 Traveling frequency

Table 4.2(v) Analysis of Commuters (Traveling frequency)

. Neo Percentage
frequency
More once a day 3 5%
Everyday 39 67%
2 aweek 6 10%
3 aweek 5 9%
Other > %
Total 58 100%

Most commuters travel everyday 67% while those who travel more than once a day
formed 5% of the respondents. This could be attributed to the fact that these people
travel to work daily. This means that quite a number of commuters in Nairobi travel to
CBD (central business district) frequently.

Other responses that were given for frequency of travel include

e Never
¢ Once a month
e Twice a month UNIve
LOWER o OF Natkiuy,
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4.2.6 Dislikes in matatu services.
Table 4.2(vi) Analysis of Commuters (dislikes in matatu service)

Dislikes o Percent
(Commuters)

Hiking of prices 34 59%
Unprompt retumn of change 32 55%
Impolite & not courteous operators 43 74%
Reckless driving 46 79%
Loud music 34 59%
Uncomfortable seats 36 62%
Overloaded matatus 36 62%
Case(s) of Pick pocketing 19 33%
Matatus with no exterior/interior Décor 14 24%
Unkempt operators 32 55%
Others 12 21%

The above percentages were computed by tallying all those respondents who marked a
particular aspect as a disliked one, bringing this against (dividing by) the total number
of respondents and then finding the percentage of this.

From the table above it is evident that majority of the commuters dislike some aspects
about matatu services, since most complaints registered by commuters formed more
than 55% of the responses. Reckless driving is the most disliked aspect about matatu
services. Other unpopular aspects about matatu services were ranked as follows:

¢ Impolite and non-courteous employees (74%)

¢ Uncomfortable seats and overcrowded matatus were both at 62%

¢ Loud music and hiking of prices both got 59%
The least unpopular aspect was the presence of exterior/interior décor at 24%
Other detested aspects about matatu services were listed as

¢ Insecurity during service leading to Hijacking

¢ Bad breath of the operators



4.2.7 Owverall assessment of matatu services
Table 4.2(vii) Analysis Commuters (overall assessment)

Asscssment  |No Percentage
V good 0 0%

Good 16 10%
 Average 35 60%

Poor 15 26%

V poor 2 4%

Total 58 100%

From the result above the study shows that most commuters (60%) evaluate matatu
services as of average features. Again the overall assessment of matatu services
showed that they are not excellent, registering 0%. However 4% of commuters
evaluated matatu services as very poor.

4.3 Analysis Of Operators
43.1 Gender

Table 4.3(i) Analysis of operators (Gender)

No
Gender . ; Percentage
Women 2 7%
Men 25 93%
Total 27 100%

According to the study women only formed 7% of the operators as compared to the
overwhelming 93% of their counterparts (men). This confirms to the widely held
belief that matatu industry is male dominated.
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4.3.2 Education level

Table 4.3(ii) Analysis of operators (education level)

Education | No(Operators) | Percentage
Primary 4 15%
Secondary 15 55%
College 7 26%
University 1 4%
Total 27 100%

The result of the study indicates that 74% of matatu operators have attained a level of
secondary education and above. This confirms to Iraki (2000) observation that most
matatu operators are nowadays of relatively higher education standards than before.

4.3.3 Designation of operators

Table 4.3(iii) a: Analysis Of Operators (Designation)

Designation No Percent
Owner 1 4%
Manager 1 4%
Operator 25 93%
Total 27 100%

The study interviewed 93% of respondents who were actual operators, as indicated in
the above table.
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Table 4.3(iii) b: Analysis Of Operators (Driver/Tout)

Operators No. | Percent
Driver 16 64%
Conductor/Tout 9 36%
Total 25 100%

In turn the study indicates that more drivers (64%) responded to the interview than
conductors/touts (36%). This maybe attributed to the fact that most of the time
conductors are busy calling upon commuters to buy their service, while divers have
some little time at their disposal when the matatu is at a halt in the terminus.

4.3.4 Complaints received from commuters

Table 4.3(iv): Analysis Of Operators (Complaints)

Complaints (o’:‘,:m) Percentage
Pricing 4 15%
Hiking of prices 9 33%
Not courteous or impolite operators 9 3%
Reckless driving 1 1%
Unkempt operators 8 30%
Loud music 15 56%
¥ Uncomfortable seats 5 19%
Overcrowded matatus 10 37%
Lack of décor 3 11%
Old matatus 3%
Slow matatus 14 52%
None 2 7%

According to operators commuters complain most about loud music in matatus (56%)
almost as much about unkempt operators (52%), and complain least about lack of

interior/exterior decor (11%).




Howcwrdﬁsappearedconn’mymmcwiddyhddbcﬁefﬂmmmwnﬁdﬂ
presence/lack of décor in their choice of which matatu to board.
Dwmwhyhlldmﬁchadmostcomﬂmnhbewueithmtpopﬂuwhhﬁw
Mmmmmmwmmmwmmmemmm
yomgugrwpofconnnﬂm(whommh&wlymeomlfaublewihhdmﬁc)
Other complaints listed were:

* Are lack of mechanical service

* Pick pocketing
4.4 Comparison between the perceptions of service providers and

those of customers

Summary statistics was used to analyze data on part C of the questionnaire in order to
summarize the data on the factors perceived of significance in service quality.
This part of the questionnairc had 40 variables for the two categories of the
respondent. The sample of the questionnaires is attached in the appendix section.
The most important factor for the likert-scale questions was in such a way that 5

represented very important while 1 represented not at all important. The results are
shown in table 4.4 (i) below

Table 4.4 (i) Means and standard deviations for both customers and matatu operators

Variable e Lme:: STD
(Commuters) )
Dependability 438 |097] 422 085
Willingness to help customers 441 10.92 415 0.72
Provision of prompt service 459 09| 374 0.76
Employee knowledgeabilty 410 |093] 415 091
Employee courtesy 460 065 389 1.19
Employee grooming 402 o83 433 0.92
Care and attention by employee 352 [1.03] 407 0.87
Accessibility of managers to queries 3.26 1.15| 307 1.07
Credibility of service providers 410 |097] 381 1.14
Availability of service 466 |06l 4n 0.89
Speed of action on queries 438 083 330 1.07




Operational hours 428 |o.79 370 1.20

Stability of service prices 478 Io.«s 326 1.23
Terminus environment 419 83 356 1.25

No of drop off points 340 [123] 300 118
Safety of ride 481 0.48 422 093

Comfort during ride 428 104 39 1.09
Extent of promotional efforts 2.60 121 363 1.15
Age of operators 250 [L19] 337 1.15

Litter disposal by operators 350 [125] 296 119
Government accredited requirements 4.40 106 437 0.84
Physical appearance of matatu 384 107) 341 1.19
Exterior décor 316 134 359 1.22

Age of vehicle 367 1.08 3.56 1.12

Brand name for matatu 257 (137 35 1.09
Relaxing & accommodating music in matatal 378  |1.23| 404 0.98
Loud music in matatu - K 7 1.55 2.78 1.19

Good expertise driving 452 90| 422 1.12

Rule observation by operators 409 [123] 363 1.01
Promt collection of fares 4.00 1.21 426 1.02
issue of ticket after payment of fare 271 138 307 1.52
Well aerated matatu 428 087 411 1.05

Well lit matatu 424 0.88 404 1.06
Presence of reflectors 414 1.10 430 099
Presence of emergency door 434 098] 396 122
Sport tyres & not wom out tyres 384 [134] 356 1.15
Presence of fire extinguisher & first aid kit 397 N1 3 1.17
Texture of seats 3.57 119 322 1.28

Not overcrowded matatus 445 0.92 24] 1.12

Non- smoking environment 471|059 341 1.42

Mean Score: Ranked on a 5 point — Likert
Scale with 1 = Not at all important and 5 = Very important

Source = Research data
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From the table 4.4 (i) overleaf, operators perceive government accredited requirements
(c.g. insurance, road license) as the most important aspect of service quality with a
mean score 4.37 followed by well-groomed and well kempt employees with a mean
score of 4.33. They also perceive presence of reflectors (the ones at the rear of the
matatu) with a mean score of 4.30 as a relatively important factor in their of service
quality variables about matatu services. The commuters on their part perceive safety
of ride as the most important dimension of service quality (mean 4.81), followed by
stability of service prices (mean 4.78) and again by non smoking environment (mean
4.7)

Other factors perceived fairly important by operators are prompt collection of fares
and giving back of balance with a mean score of 4.26 (a reason given by some
operators but not tested in the research for prompt collection of fares was because in
their readiness for a backhander incase they were stopped by police officers), ability to
perform the service dependably, safety of ride and good/expertise driving all with a
mean score of 4.22. Commuters on the other hand perceive availability of service
where and when needed (mean 4.66), courteous-friendly-polite operators (mean 4.60)
and provision of prompt service (mean 4.59) as fairly important.

The results also indicate that there is concurrence between operators and commuters
perceptions that loud music in the matatu (mean of 2.78 and 2.57 respectively) is not
an important consideration of service quality.

The standard deviations do not show major variations between the perceptions of both
category samples as shown by the responses of the operators and commuters.

Indices were calculated of two sample groups i.c. operators and commuters below.
These indices were calculated by subtracting the Not important and Not all-important
responses from the important and very important responses. Somewhat not important
(neutral point) was ignored. The results were shown in table 4.4 (ii) overleaf:
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Table 4.4 (Ti) Index For Matatu Operators And Commuters

VI

SI NI Index
Variable o dc b e i< - 040
Dependability 121341 10 | 18] 4 | 2 1 2 2 (1] @8
] to
ot b 8 |135] 16 | 17 2 2 1 3 1 |23
customers
Provision of prompt
) Q3T 16 118 6 3 2 0 0 [17]| S5
service
11 11 p 3 7 ) 5 0120 &1
knowledgeabilty
Employee courtesy | 10 9 16 5 2 1 1 0 |16 | 54
Employee grooming | 15 [ 18] 8 | 25 2 13 2 2 0121, &1
Care and attention by
$I9 114D 3 12 2 11
employee
Accessibility of
: 1 |{8{ 10 19 9 15 4 12 4 | 4 11
managers to quenes
Credibility of service
: 8 (25| 11 19 5 9 1 5 0 (16| 3
providers
Availability of service | 10 |41 | 12 | 15 3 1 2 1 0 |20 55
Speed of action on
o j e 4 (31| 8 | 21 7 4 8 1 1 | 4| S0
queries
Operational hours 812319 27 6 3 2 3 0 |13] 49
Stability of service
& 4146010 | 11| 4 | 1 7 0 0|s
prices
Terminus environment | 7 25| 10 | 20 2 12 7 1 019 | «4
No of drop off points | 3 | 12| 7 17 6 17 9 6 6 |-1| 17
Safety of ride 13 (49| 9 7 3 2 2 0 0 (20| 56
Comfort dunngnde | 10 (30| 10 | 2 4 1 2 2 35 L17s) 47
t of promotional
iExtmopr 13 9 12 6 16 4 13 14 111 ] -12
i efforts
| Age of operators £14E10 F7 y AR 177 38 T 16 14 (8| 19
| Lromee S T s fas ] s |2 s 10| 19
L operators
| Government accredited
| | Biwl s twk sl el 13 2 (22| 44
[ requurements
B
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Physical appearance of

Extenior décor 8 [12] 7 11 6 18 5

Age of vehicle 7114 6 | 21| 10 | 16
Brand name formatatu| 5 | 8 | 12 7 3 10 7 18

Relaxing &

accommodatingmusic | 11 {21 | 8 16 6 12 2 5 0 4 |117]| 28
in matatu

Loud musicinmatatu | 2 (10| 7 8 4 10 11 7 3|5 -12

Good expertise driving | 14 (40| 9 12 2 4 0 0 2 2 | &

operators
Promt collection
9 Bt 1 B 16 2 6 3 6 0 3 11900
of fares
Issue of ticket after
7 |8 > 9 3 14 ¥ j 12 5 1510 -10
payment of fare :
Well aecrated matatu | 12 (28| © 21 4 7 1 1 1 L § AN AE T
Well lit matatu 9 (26| 14 | 24 5 0 2 2 L | 2%} &7
Presence of reflectors | 14 (29| 10 | 16 1 74 1 4 1 2. 234 39
Presence of emergency
11 {33| 10 | 18 2 3 2 2 2 2 3 N e e 7
door
S tyres & not
i 6 1251 I® 15 o 8 o 4 1 6 |[10] 30
'wom out tyres
Presence of fire
extinguisher & firstaid | 8 (24| 13 | 19 2 7 2 5 2 iRl i b g ks
kit

matatus

e Lo telie boa Lo dd s Seked bl adon css
environment | |
Source: Research data

KEY

VI = Very important I = Important

SI = Somewhat important NI = Not important
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NAI = Not at all important O = Operators
C = Commuters

From the table 4.4 (ii) above, it is observed that the operators perceive provision of
prompt service (index 23), government accredited requirements-insurance, road
license and presence of road reflectors (both with indices of 22) as the most important
variables of service quality. The commuters perceive stability of service prices (index
57), safety of nide (index 56), provision of prompt service and availability of service
where and when needed (both with indices 55) as of paramount importance in the

provision of quality service.

Other variables perceived important by operators include ability to perform service
dependably, well groomed/well kempt operators, good/expertise driving and well-lit
matatu during night ride. The commuters on their part perceive courteous-polite-
friendly operators, non-smoking environment in the matatu and not overcrowded

matatus as a true representation of service quality about matatu services.

The operators responded in the affirmative that they do not perceive not-overcrowded
matatus as an important variable of service quality (because their reasoning was the
more extra commuters above normal capacity the more is their take home away from
the normal allowance).

Also the operators do not perceive loud music as important in evaluation of service
quality. Lastly operators perceive ﬁa-\_fing numerous drop off points as not important in
quality evaluation of matatu services since they booked for picking or collecting

commuters away from the designated points.

The commuters perceive not-overcrowded matatus (with index 50) as a relatively
important aspect of service quality in matatu services. Numerous drop-off points are
also a relatively important factor to the commuters in their evaluation (with index 17).
However there is a consensus between operators and commuters about the aspect of

loud music since commuters also do not regard it as important in their evaluation of

matatu service (index of -17).
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Table 4.4 (ii) shows that brand name for matatus do not form an i:ﬁporlam criterion of
perception of service quality in the commuters (with index -18) while, operators
perceive it otherwise with an index of 10.

The results also indicates that operators perceive extent of promotional efforts as
important (index 11) while commuter commuters regard il a s not important (index —
12) in evaluation of service quality.

The majority of indexes for commuters range from 20 and above which shows that
most commuters’ perceptions of service quality are high.
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CHAPTER FIVE: DISCUSSIONS, CONCLUSION AND
RECOMMENDATIONS

5.1 Introduction
hmhﬂmﬂﬂhmammﬂ:hﬂnm,mﬁmmifym
umeﬁﬁmmdwhacmbymyhmwmmmbemfmed
wdcwbpoﬂ:uauﬁmoﬁ‘«inymdwpmﬂwhur\dccwﬁmmcbasic
transportation service, in-order to maintain a consistent flow of commuters. Matatu
Myhabwmﬁnm,whﬂebyfmmmvmwmmm
they have to ensure that they have many commuters who board their vehicles.

Saviccquaﬁlyhasﬂwrefmebecomamyevﬂmad«wlppedmcmm
encourage Patronage and repeat purchases.

5.2 Discussions and Conclusion
Fmﬂwmdyﬁanwuappmmnmemmindmuyhhgelymﬂedomirmed
Accmdingtodmﬂudywomenmlyfmmed?%ofﬂwopemouncompmdmﬂ:c
overwhelming 93% of their counterparts (men); this concurs with other studies
(Osundwa 1987 and Kapila 1982). This shows that matatus in Kenya are a recent
phenomenon and come up as an antithesis of self selection vehicles which were fore
runners of matatus in Kenya that were prevalent in 1970s.
Thesmdyahoesublisheddntmmmmmmwmysofmhﬁwly
higher education standards than before. The study indicated that 74% of matatu
operators have attained a level of secondary education and above. This could be
mmmwmmmmwmmoﬂmmof
matatu operators left school at primary school level and 55% at secondary school
IchHﬁssuppmtkaH‘a(ZOOO)obsﬂvaﬁmabomlﬁghlyodmatedmmm.

The situation of the matatu-operating environment has changed much from the time
Ayoob (1976), Darabi (1982), Kapila (1982) and Osundwa (1987) conducted their
studies.
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Today more complaints are registered than then. The results of this study indicate that
commuters complain most about loud music in matatus (56%) almost as much about
unkempt operators (52%), and complain least about lack of interior/exterior decor
(11%). Other complaints that were registered about matatu services are their pricing
system, hiking f prices, not-courteous/impolite operators, reckless driving, unkempt
operators, overcrowded matatus old matatus, slow matatus and uncomfortable scats.

From oral interviews with operators, it was established that the competition has
increased prompting them to repackage their service by including entertainment
gadgets like Dvd players, hi-fi music systems, free services to loyal customers and
lower price rates by some of the matatu operators who do not report to the manned
terminus.

On the subject of commuters’ gender it can be concluded that women form a larger
percentage of commuters in the sample studied. This can be attributed to the fact that
women are more in Kenyan population than men. This confirms a widely held belief
that in our economy fewer women ride in private cars than men.

On the subject of commuter age, since there was no respondent below 18 years of age
(the research being done during school hours), this might have influenced the
dimension of commuters disliking loud music in matatus which is popular with the
under cighteens.

Commuters evaluated Matatu services averagely as shown in table 4.2 (vii).

Again the overall assessment of matatu services showed that they are not excellent,
registering 0% in the same table. However 4% of commuters evaluated matatu
SErvices as very poor.

Oral interviews conducted reveal that most matatus rarely use customer research in
their quest of monitoring service quality performance, despite their indication that they
benchmark their competitors by monitoring on what they are doing and (hen copy or
modify what they are doing and implement it in their maiatus,
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Thaxmajmﬁvofmuuumurﬁxmwhatmdroompeﬁmmoﬂ'uinglhdrcmm
dirough mystery shopping. These interviews also established that majority of the
mmwmmmymmwm&wd
mfmmdnwdsofmemhnmlymdwircmeﬁuf
offerings.

Onﬂlcsctobjecﬁveeofﬂlcsmdy,itcmbecmchldedthatopermmahgecncm
mmthy&ﬁemﬂyacmaedwnhﬂnmnmmm
mmﬂyp«c&mﬁmﬁonddhmaimmdﬂxezvaﬂnbilﬂyofthemﬁceaw
whﬂcﬂlccmnmncnmwpoflvaihbﬂﬁyofﬁvioe,ahopﬁuiwlhcluum
dimensions (for example courteous, friendly and helpful employees) as important
dimensions of service quality.

A grand mean of 4 was obtained on commuter expectations, which means that matatu
users expected the quality of matatu services to be ‘good’. However a grand mean of 3
was achieved on what operators regard as quality, which means that matatu service
providers perceive their services top be somewhat good. This leads us to the
conclusion for our objective that matatu operators’ perception of quality of their
services is below the expectations of commuters.

This is an indication of a gap, hence some dissatisfaction in the services provided.

Along the same note, the study reveals that there is a consensus between the operators
and commuters about the aspect of loud music since they both disregard it as
important in their evaluation of matatu service. The whole irony is that operators say
that they put loud music because commuters ask for it, and also through observation
commuters “fight” for a space in these loud music matatus while on the other hand
commuters vote loud music out. Could this be because matatus with loud music are
assumed to be in good condition mechanically, move very fast and do not waste time
on traffic jams?
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From the table 4.4 (i), it is observed that the operators perceive provision of prompt
service (index 23), government accredited requirements-insurance, road license and
presence of road reflectors (both with indices of 22) as the most important variables of
service quality. The commuters perceive stability of service prices (index 57), safety
of ride (index 56), provision of prompt service and availability of service where and

when needed (both with indices 55) as of paramount importance in the provision of

Other variables perceived important by operators include ability to perform service
dependably, well groomed/well kempt operators, good/expertise driving and well-lit
matatu during night ride. The commuters on their part perceive courteous-polite-
friendly operators, non-smoking environment in the matatu and not overcrowded
matatus as a true representation of service quality about matatu services.

The operators responded in the affirmative that they do not pcrcewe not-overcrowded
matatus as an important variable of service quality (because their reasoning was- the
more the extra commuters above normal capacity the more is their take home - away
from their normal allowance). Also the operators do not perceive loud music as
important in evaluation of service quality. Lastly operators perceive having numerous
drop off points as not important in quality evaluation of matatu services since they
booked for picking or collecting commuters away from the designated points.

The commuters perceive not-overcrowded matatus (with index 50) as a relatively
important aspect of service quality in matatu services. Numerous drop-off points are
also a relatively important factor to the commuters in their evaluation (with index 17).
However there consensus is a between operators and commuters about the aspect of
loud music since commuters also do not regard it as important in their evaluation of
matatu service (index of —17). The whole irony is that operators say that they put loud
music because commuters ask for it, and also through observation commuters “fight”
for a space in these loud music matatus while on the other hand commuters vote loud
music out. Could this be because matatus with loud music are asstuned to be in good

condition mechanically, move very fast and do not waste time on traffic jams?



Table 4.4(ii) shows that brand name for matatus do not form an important criterion of
perception of service quality in the commuters while; operators perceive it otherwise.

Theruulhahohdicatuﬂmtmm&waﬁeﬁofprmnﬁmﬂcﬁorﬂa
important while commuter commuters regard it a s not important in evaluation of
Other aspects perceived as important in evaluation of service quality are:

¢ Credibility (good reputation) of service providers

» Physical appearance of the matatu, for instance, dent - free,

¢ Rule observation by matatu touts and drivers,

¢ Presence of reflectors and presence of fire extinguisher and first aid kit.
Some of the factors that were perceived as not important by commuters are:

¢ Age of operators, ¢.g. young/youthful or mature/fairly old.

o Exterior décor e.g. colors of matatu
On the other hand, operators regard the following as of paramount importance in
service provision:

¢ Provision of prompt service

¢ Credibility (good reputation) of service providers

¢ Comfort during ride

¢ Relaxing & accommodating music in the matatu

e Well acrated matatw/ ‘opening’ windows
They however do not regard the following aspects as important in quality provision

¢ Proximity & accessibility of managers for queries

¢ Fast action on queries or complaints

o Stability of service prices

* Appropriate litter disposal by operators

¢ Texture of scats
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Points of consensus include:

Where both matatu operators and commuters disregard issue of ticket after payment of
fare as an important quality aspect, while they both regard presence of fire
extinguisher and first aid kit as an important quality aspect.

The majority of indexes for commuters range from 20 and above which shows that
most commuters’ perceptions of service quality are high.

5.3 Recommendations

From the findings, it is clear that majority of matatu operators do not target any given
customers. The operators need to target their services to different customers through
developing suitable service offerings to different customer’s categories based on
income, age, level of education and other relevant bases of segmentation in order to
encourage customer loyalty which will lead to long term mutual and profitable
lationshi

It is also recommended that matatu operators should try to improve their complaints
handling channels, since as it is now, the operators do not handle and act on
terminus vicinity to handle customers’ problems and queries. This should send signals
to the customers that the matatu operators care for them which would create favorable
perceptions in the mind of the customer resulting in consistent repeat use of such

services.

The operators should also put emphasis on customers’ research in order to establish
the needs and preferences of their customers, which will aid them in improving their
services offerings so that they can match customer expectations. The matatu operators
should emphasize on their employees being more responsive to customers’ querics.

Matatu operators should discourage loading beyond the normal passenger capacity,
smoking in the vehicles should be stopped and probably a legal ban placed on this.
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Loud music should not be played and instead accommodating music should be in place
to relax the commuters.

During drop and pick situations operators should exercise utmost care and at
designated points to prevent unnecessary accidents. Commuters on the other hand
should endeavor to board matatus at the designated points (stage point).

Police officers should enhance their random Matatu checks for government-accredited
requirements like insurance, road license and operator license.

5.4 Limitations of the study

The results of this study should be interpreted in the context of a number of study
limitations:

Vs

1. The study did not consider a number of factors, which influence perceptions,

among them, income, level of education and other variables that can be used to
segment customers.

The small sample size of matatu operators as compared to sample of commuters
could have limited confidence in the results and this might limit generalizations to
The study relied on judgments of both commuters and service providers’
perception of service quality, which are subjective to various cognitive biases,
which might have had an effect on the results.

The analysis of the matatu sector was done devoid of any consideration of
classification criteria such as location, size; number of route/changes, and the
conclusions drawn therefore may not necessarily reflect a true and fair reflection
of all the matatus services in the industry.

The data was collected at one point in time, which could have biased the results,
for instance the way the hour of research excluded those in school, colleges or
even at work. Possibly the data could have been more helpful if it was collected at
two or more points in time and then compared to be able to have more accurate
and objective information for conclusions and generalizations.
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5.5  Suggestions for future research
mcﬁnofﬂﬁsMywumomputmcpﬁmumdopiﬁomofhmhm
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if there exists any significant differences.

Acomparaﬁwsmdyahouldbccmiodomuiﬂloﬁm'}mmsofmadmonﬁke
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Studies shomdbecmindmnmmdwdqmﬁryofmmmmm
asbmkingmdoﬂ:crhoqinﬁlyhdm&iesmdoﬂwrhomiuﬁiyindlmiu.

Research is also called for into the actual attitude determinants for matatu services.
Can the various service components be aggregated and be claimed to be the ones that
actually determines the attitude of commuters towards matatus?

On a general note, the arcas of consumer satisfaction with respect to services are still
largely an unexplored area. Conceptual frameworks that take into considerations the
unique nature of services should be developed to offer practitioners a service-oriented
basis for marketing planning and control.
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Appendices

QUESTIONNAIRE FOR COMMUTERS.

{Please help to answer the following questions}.

L.

2.
.
4

What is your name? (Optional).............c.coeurennrennnenensnnnnns

. Please tick the age bracket in which you fall;

¢ Below 18 years []
e 1910 24 years []
e 251029 years [ ]
e 30to034 years [ ]
e 351039 years ki)
® Above 40 years []
What is your gender? (Tick)
Male £ Female
Please indicate your marital status;
Single [ ] Married
Please indicate your education level
* Primary [ 1]
¢ Secondary []
¢ College [1]
e University [1]

PART B

1.

2.

What is your route to town? (Route number)...........................
What means of transport do you use to town?

[ Jpublic [ ]private [ JomerGapatlly)..... diviiiiiinisnvivasnes

Have you ever used Matatu to travel to town? [ ] Yes [ 1No

(Please proceed to the other questions only if the answer to 3 above is yes)

Do you still use Matatu to travel to town? [ ]Yes [ 1 No
How often do you travel to town?
More than once in a day [1]

Everyday []

[ ]



© Twice a week
® Thrice a week
. Any other (specify)

6. Is there anything you dislike in Matatu services?
If yes, what are some of these reasons? (Please tick all that apply)

[ ]Yes

. Hiking of prices []
. Unprompt return of change []
. Impolite &not courteous operators []
. Wreck less driving [1]
y Loud music []
. Uncomfortable seats []
. Over loaded matatus [1]
; Case of pick pocketing always []
. Matatus with no exterior [inferior décor []
2 Unkempt operators []
» Other (please specify)
7. What is your overall assessment of services provided by matatus?
« Excellent [1]
. Very good []
° Average []
B Poor []
. Very poor [1]
PART C

[ 1No

Please indicate the extent to which each of the attributes are important to you in

evaluation of services offered by Matatus (Tick as appropriate).

Very
Important

Important

Somewhat
Important

Not Important

at all

Ability to perform the provided service
dependably (Advice Customers Properly)

_Willingness to help customers

Provision of prompt service

Knowledgeable employee on services
they offer

Courteous, friendly|, polite employees

o 'sk]"'.n[.w,w”_.-'}

Well@omod\wdlkmlplemploym.




Caring and individualised .

Proxjmity& accessibility of managers for
queries.

Cmd.ibility(podrepuution)ofmvicc
providers.

Availability of service when and where
needed.

Fast action on queries or complaints

Early morning/ late operational hours

Stability of service prices

Terminus environment

. | Numerous drop off points

Safety of ride

Extent of promotional efforts

Age of operators ¢.g. young/ youthful or
mature/fairly old.

Appropriate disposal of litter by

. | Government accredited requirements e.g.

insurance, road licence

Physical appearance of the Matatu ¢.g.
dent free

Exterior Décor e.g. colours of matatu

.| Age of vehicle ¢.g. newly registered

. | Brand Name for Matatu

Relaxing and accommodating music in
the Matatu

| 27. | Loud music in the Matatu

Rule observation by touts and drivers

| 31.

. | Prompt collection of fares and prompt
 giving back of balance

Issue of ticket after payment of fare

| 32,

————

Well acrated Matatw/‘Opening” Windows
Well lit Matatu during night ride

| 34,

Presence of reflectors

| 35.

. —

Presence of emergency door

| 36.

Sports tyres and rims or not worn-out
tyres

Presence of Fire extinguisher and First
Aid kit

37,

e

Texture of seats

2l;

Not-crowded Matatus

5

Non-smoking environment

Thank you for your cooperation




QUESTIONNAIRE FOR OPERATORS

{Please help answer the following questions}

L. Wt o your anse? OB . .cooiviiniinnicociiinnisiosiniibinbevaiistusi oot
2. Whetis your souin OF OPIEMUIONEY. . ... .oooothesisiossessinanennessitabilihbaitathons
3. Please indicate your education level

* Primary []

® Secondary (1]

* College []

e University [ ]

R R A, gh e o S £ e e S 1

4. a). Please indicate your designation

Owner [ 1 Manager [ 1 Operator 343
b). If your answer to 4[a] is operator, please specify role

Driver [] Tout []
5. Do commuters complain on anything about the service you offfer to them?
Yes [1 No []

6. If the answer to (5) above is yes, what are some of the reasons why commuters
boarding your Matatu complain? [Please tick all that apply]

L Pricing []
ii.  Hiking of prices []
i Not courteous or impolite operators [ |
iv. Reckless driving [1]
A Unkempt operators []
Vi Loud music [1
vii. = Uncomfortable seats [1]
viii.  Overcrowded Matatus []
ix. Lack of exterior\interior décor [1]
X. Old Matatus g
Xi. Slow Matatus [1]
xii. = None []
L L RSSO SRR e LR O S



7. Please indicate by putting a tick in the appropriate box, the extent to which you
mmmmmﬂowigmmmmmdu
quality in Matatu services.

Neither
Strongly Agree nor
Agree | Agree | Disagree | Disagree

Ability to perform the provided
service dependably (Advice
Customers Properly)

Willingness to help customers

Provision of prompt service

Knowledgeable employee on services
they offer

Courteous, friendly, polite employees

Well groomed\ well kempt employees.

G b laiaed z

Proximity& accessibility of managers
for queries.

Credibility (good reputation) of

—
e

F_

Availability of service when and
where needed.

[ =

Fast action on queries or complaints

—
L

Early morning/ late operational hours

=
W

Stability of service prices

| :

—
-

|

Terminus environment

—
wn

Numerous drop off points

—
N

Safety of ride

—
o

Comfort during the ride

&

T

Extent of promotional efforts

[—
X

[

Age of operators ¢.g. young/ youthful
or mature/fairly old.

PR EESCS— —
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c.g. insurance, road licence

Physical appearance of the Matatu ¢.g.
dent free

Exterior Décor e.g. colours of matatu

. | Age of vehicle ¢.g. newly registered

. | Brand Name for Matatu

in the Matatu

. | Loud music in the Matatu

Rule observation by touts and drivers

Prompt collection of fares and prompt
giving back of balance

31.

Issue of ticket after payment of fare

| 32.

Well acrated Matatw/‘Opening’
Windows

| 33.

Well lit Matatu during night ride

| 34,

Presence of reflectors

35,

Presence of emergency door

| 36.

Sports tyres and rims or not worn-out
tyres

1 X

Presence of Fire extinguisher and First
Aid kit

| 38.

Texture of seats

' 39,

Not-crowded Matatus

Non-smoking environment

Thank you for your cooperation.



ROUTE NUMBER ROUTE NAME
L. |2 Dagoretti
2 4 Easleigh _
3. 4 m
4. |6
S 17 Jericho/Gikomba
6. |8b Jericho/Pumwani
7. 18-42 Kibera
8. |9 Easleigh/Pangani
* e Maringo /Jogoo Road
10. | 11 South B
11. |12 South C
12. | 14 Madarsks
13. | 14 Horuma
14. |15 Langata
15. | 16 HighRise
16. | 17 Ruai
17. | 17a Kasarani
18. | 17b Kayole
19. | 17¢ i
20. [ 17d Njirw/Ruai
21. | 18 Gikomba
22. | 19¢ Komarock
23. | 19-60 Umoja II - Kayole
24. (22 Uthiru
25. 1 5 Kgm
27. |24 Karen
28. | 25 Babadogo
29. | 26 Kariobangi
30. | 29-30 Mathare
31. {30 Kinoo
32. 132 Dandora
33.133 Embakasi
34.133 IDH
35. | 33b Donholm
36. | 33¢ Savannah
37. |34 Greenfeilds
38. |35 Tena
39. | 35-60 Umoja I
40. | 36 Dandora
41. | 37 Dandora/Outer Ring
42. 139 Ruai
43. | 44 Kahawa West
44. | 45 Kahawa Sukari







vae| Y me RANES |y ariance
(Operators) Commuters)

1 3 072 4 097
2 3 0.52 4 0.92
2 3 0.58 2 0.59
2 3 082 3 093
5 4 1.41 3 0.65
. 3 085 3 083
’ 3 0.76 4 103
8 a 115 s 118
9 4 131 3 097
i 3 0.7 3 0.61
m 3 114 P e
12 a 1.45 3 o
13 a 151 2 046
14 4 1.56 $ 083
15 4 1.38 4 1.23
16 3 0.87 2 0.48
17 4 1.19 4 1.04
18 4 132 4 121
19 T TRl & .l
20 4 1.42 4 1.25
21 3 0.70 a 1,06
2 4 1.40 4 1.07
px} 4 1.48 4 134
24 4 1.26 4 1.08
25 3 1.18 4 137
26 3 0.96 4 1.23
27 4 141 4 1.55
B 4 126 4 0.90
2 1 1.01 4 1.23

ko 3 1.05 4 121

3l a 230 4 138
2 B 1.10 4 087

3 4 1.1 4 0.88
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- 2 4 110
35 ] 1.50 2 Py
% ] 133 4 134
37 4 136 4 1.17
» » 1.64 a 119
3 4 125 4 092
40 4 202 2 0.59
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