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ABSTRACT

The aim of this study is to establish how perceigsedvice quality impacts customer satisfaction irine
cargo operations. Specifically the study seekgemtify the key determinants of service qualityairiine
cargo operations with the case of Kenya AirwaysgGand to determine customer satisfaction levé@lse
study will adopt a descriptive survey design. Theylation will comprise agents who send or receaao
using Kenya Airways cargo. A sample of 110 agenits ve randomly selected for the study. Purposive
sampling will be used to select the Cargo Centd&A Nairobi as the study site. The study willyein data
collected through a questionnaire structured totrtte objectives of the study. The questions wallldoth
open ended and closed ended. The process of dalygsiarwill involve data clean up and explanati®he
SERVQUAL instrument containing 22 statements wélldilapted to measure the performance across the fiv
dimensions using a five point liker scale measubiath customer expectations and perceptions. Respan
the questionnaires will be tabulated, coded andge®ed with the aid of a statistical software pgeki@r
data analysis. The responses from the open-endesdigiis will be listed to obtain proportions appiaiely.
The study is significant as it would provide thermagement of the airline, in this case Kenya Airways
information that they can leverage on to improvesenvice quality of the cargo operations for custom
satisfaction and retention as a profit strategywilt also add to the knowledge required to aspislicy
makers and regulatory bodies make decisions thaldadhange the way operations are carried out.



CHAPTER ONE: INTRODUCTION
1.1. Background of the Study
Prior to 1990, customer satisfaction was rarel\ppsed as a key organizational goal, however, iremecent
years, customer satisfaction has become a leachimdithat predicts future consumer behavior (Hibche,
& Allen, 2007). As many industry sectors maturempetitive advantage through high quality servicans
increasingly important weapon for business surviVith this realization, service firms are adoptingality

management approaches to ensure that customeéact#bis is achieved.

Several factors differentiate goods from servitesyever the simultaneous production and consumjiian
critical aspect of service because it implies ttie customer must be in the production system when
production takes place. It is generally understibad if the customer’s qualitative expectationsravemet at
any stage of production then there is likelihooat tihe customer will not be satisfied. Excellenvse and
customer satisfaction is results in profits becatisesults in new customers, more business witlstiexg
customers, fewer lost customers, more insulatiomfprice competition and fewer mistakes requirieyise
recovery and redelivery (Berry, Parasuraman, &héaiil, 1994). Consumers of the various servicealze
becoming increasingly critical of the quality ofndgee they experience and this dictates that omgdiuns

must incorporate the customers in operational aectimaking process.

1.1.1 Service Quality
Quality has transitioned from being an order qialifo an order winner (Hill, Roche, & Allen, 200 Qrder
winners describe those attributes of a productdahatkey to the customer and result in customésfaation
and long-term relationships. Consumers tend toander winners in their selection of a service pdevi
Knowledge about goods quality is insufficient infideng service quality since service quality is mor
difficult for the consumer to evaluate than physmaduct quality. Quality of service deliveredas internal
concept measured by comparing what is deliverel thi¢ standards set. These standards are infludryced
several factors which determine the customer’sl lefzexpectation. Parasuraman et al. (1985), irebiging

the service quality model, defined service quaditythe gap between the expected service and pedceiv



performance. Quality and its requirements are astl\earticulated by consumers and can be simpliyee
as meeting the customer’s requirements. Other eithave defined it as the totality of feature or
characteristics of a product or service that beardts ability to satisfy stated or implied need@dsby,

1979).

Parasuraman et al. (1985) provided a list of taard@nants of service quality as a result of tfieius group
studies with service providers and customers: a@¢cesmmunication, competence, courtesy, credibility
reliability, responsiveness, security, understagdimd tangibles. Different models for the assesssmg
service quality have been developed based on #e tidat service quality is a function of expectaio
performance and gaps. Gronroos (1984) found tleatwio fundamental dimensions that have an impact on
the experienced service and the derived custonpm@iseived service quality are the technical quality
dimension and the functional quality dimension. tBa other hand, The SERVQUAL model developed by
Parasuraman et al. breaks down service qualityfimoprinciple dimensions customers use to judgwise
quality including reliability, responsiveness, assice, empathy and tangibles. (Fitzsimmons & Hitrsons,

2006).

1.1.2 Customer Satisfaction

Satisfaction is the most appropriate descriptiarttie range of attitudes and feelings that thearast holds
about their experiences with an organization, itsdpcts and services (Hill, Roche, & Allen, 2007).
Anderson et al. (1993) conceptualizes customesfaation as the overall evaluation based on thal tot
purchase and consumption experience within a gaodeovice over time while Wilton (1988) defines
customer satisfaction as the customer’s respongestevaluation of the perceived discrepancy betvpemr
expectations and the actual performance of theygtaat service as perceived after its consumptiorthese
definitions, a comparison is drawn between thearust’s personal expectations and the performandieeof

product or service.



Customer satisfaction provides a leading indicafoiuture consumer purchase intentions and loygdi,
Roche, & Allen, 2007). Smith (2014) examined foundamentals measurements dimensions including
perceived quality, loyalty, attributed satisfactiand intention to repurchase as useful insightsiéasuring
overall customer happiness. On the other hand,yBand Parasuraman (1991) identified expectations,
perceived delivery of product/ service, confirmafdisconfirmation and complaining behavior as key

dimensions of customer satisfaction.

1.1.3 The Airline Industry
An airline is a company that provides air transpeervices for travelling passengers and freight.
Airlines lease or own the aircraft with  which  theysupply these services and may
form partnerships or alliances with other airlinfss mutual benefit. Generally, airline companiese ar
recognized with an air operating certificate oetise issued by a governmental aviation body. Iny&ethis
is done by the Kenya Civil Aviation Authority. Aine services can be categorized as being intercamttl,

intra-continental, domestic, regional, or interoaél, and may be operated as scheduled servictmders.

Different airlines have different operating modedsging from all-cargo airlines to passenger adirand
‘combination’ carriers which offer both passenged aargo capacity. All-cargo airlines operate aiftcr
which are commonly referred to as ‘freighters’ whilombination carriers offer cargo capacity thaghared
on passenger flights. In combined passenger argb agperations, service quality determinants wiltyva
compared to pure freighter operations where theradtrused is fully configured for cargo loadingrposes
and has no considerations for passenger seatiitg diesign. Cargo operations are guided by thereaif
cargo/goods that are being transported by an aidind these could include live animals, pharmacaiuti
supplies, machinery and horticultural products.tdday’s modern world, carriage of live animals dy is
considered the most humane and fastest methodrsortation over long distances. Similarly, agloargo
services also caters for transportation of pharntizad and horticultural products in the most affit way

possible to ensure cool-chain integrity is mairgdiand product quality preserved.



International Air Transport Association (IATA) in &fch 2010 reported that passenger demand on average
grew by 10.3%, while cargo demand grew by 28.1%I AAas a registered membership of 230 airlines
which account for 93% of world air traffic volum&hese figures indicate a higher growth rate in @carg
operations compared to passenger operations. Thestily is currently faced with rising fuel pricesda
decreasing profit margins. Survival is thereforpatelent on an airline’s ability to enhance thempetitive
advantage. As the passenger business becomescmiottieoat, airlines are looking into improving gar
operations as it has a significant effect on thefifs: Asian, Middle Eastern and European carrarsady
regard cargo as a more integral part of businessedf Air, one of the biggest cargo airlines in wuarld,
generates about 30 per cent of its revenues framocairlines such as Korean Air, China Air Lines,
Singapore Airlines, Lufthansa and Air France-KLMhfeh are known as combination carriers) operate
freighters as well as offering belly-hold capaaityder what is termed ‘line exploitation’ of theixtensive
networks. Almost all Asian network airlines areMligattuned to the air cargo industry because efri#ture

of their national economies which thrive on theiperts to other countries. Meanwhile, in pursuitgtdbal
air-service hubs, Middle Eastern carriers suchrasdtes, Etihad, Qatar and Abu Dhabi-based cargoabqr

Maximus Airlines regard carrying air cargo as aMitusiness activity (Aviation Media, 2014).

Kenya Airways Ltd. (KQ), established in 1977, idemading airline that provides passenger and cargo
transportation over regular routes and on regulaedules. The airline’s business model is a contioimapf
passenger and freight operations (KenyaAirways4P0Kenya Airways Cargo was formally launched as a
division of Kenya Airways responsible for optimigithe cargo belly capacity on Kenya Airways passeng
aircraft and developing a freighter network usirglidated cargo aircraft. Through the central hubasho
Kenyatta International Airport (JKIA) — KQ Cargoshéeen able to serve a vast regional and interratio
network that stretches from London & Amsterdam urdpe to Johannesburg in the South, and from Dubai,
Bangkok and Guangzhou in the East to Accra, Abidjach Dakar in the West. Kenya Airways operatesctlire
flights to over 26 destinations and together withtegic partner airlines, it provide cargo conitetd to over
100 destinations (Cargo, 2014). During the finang&ar 13/14, KQ reported an increase in the volurie

cargo carried by 2.1% compared to the previous fglawing the conversion of two aircraft from pasger



airplanes to freighters (Kenya Airways Ltd, 201Mjith this progression, the airline needs to unéerdtthe

customer needs and expectations specific to cgggmbons to grow the business and increase ieney

1.2. Statement of the Problem

One of Kenya Airways’ missions is to maximize staileler value by consistently providing the highesel
of customer satisfaction. This mission capturesrtiationship that the organization seeks to éstaland
sustain with its customers for it to remain prdfieaand can only be achieved when the quality ofice
delivered meets the expected service quality pémepof the customers. The airline industry bdighly
regulated, also puts pressure on the organizatiGget high service quality standards for both pagseand
cargo operations that will exceed the industry leguy requirements. It is generally understood thaugh

profitability is a function of several factors, noganization can remain profitable without custasner

Many studies focusing on service quality and custosatisfaction have been done across other inestsk
study by Yap (2007) on the relationship betweervierQuality, Customer Satisfaction and CustomBes
patronage Intentions in the context of the restaunadustry indicated that service quality and ouostr
satisfaction had a direct positive effect on custdsnre-patronage intentions. Mosahab (2010) ubed t
service quality standard model for evaluation ofviee quality and evaluated loyalty and customer
satisfaction focusing on the banking industry. Tesults of this research showed that customerfaetiien
plays a mediatory role between service quality samtice loyalty. Similarly Chich-Jen (2006) whikeidying
perceived quality of library services establishdwittall five dimensions of service quality except

responsiveness have a significant positive effaatwerall user satisfaction.

A study by Jensen (2009) on Service Quality in L@wast Airline in Copenhagen Airport found that the
dimensions of reliability and assurance are comsai@nportant to the overall in-flight experiencéereas
the tangibles dimensions are perceived rather umitapt. This study focused on in-flight service lifyaand
established that there are significant differerfaetsveen various passenger segments. Tolpa (20idipd

Measuring Customer’s Expectations of Service Quatitthe Airline Industry in Finland and concludtdht



customers value basic services in the service psosach as information on tickets and flight schedu
communication in case of flight delay as well asdetays in baggage delivery. According to the fgdi
from Tolpa, no significant differences were fouretieen male and female passengers and respondents a

the focus was specific to mid-range network casrier

Angero (2011) in his study of Capacity Sharing &uhlity of Service among selected Airlines in Kenya
reviewed the existing code share agreements innthestry and identified the challenges posed toiser
guality as a result. According to this study cafyasharing results in different service levels simtifferent
airlines have different service standards and ltass a negative impact in the overall assessmesérofce
quality. Manani (2012) in his study of Service Qtyaland Customer Satisfaction at Kenya Airways
investigated how perceived service quality impacistomer satisfaction among airline passengerdandi

that the major determinants of service qualityudeld assurance and responsiveness.

Although all the studies above indicate the existenf a direct relationship between service quaityl
customer satisfaction, there are significant ddferes between the airline industry and bankindaueants
and libraries where some of these studies wereumed. Similarly Jensen (2009), Angero (2011), @olp
(2012) and Manani (2012) in their studies of théire industry have solely focused on passengerabpas
hence a gap still exists in understanding servigdity and customer satisfaction in airline cargemtions
which this study aims to address. This study waethan the Kenyan airline industry with focus omya
Airways Ltd. The service quality model providedrarhework for this study and an important baselineys
upon which future research in this area can be bnilThe emerging research questions were: 1) aneathe
key determinants of service quality in cargo opers? 2) are customers satisfied with cargo opmratat
Kenya Airways? 3) How does perceived service guadlibpact customer satisfaction in airline cargo

operations at Kenya Airways?



1.3. Research Objective
The objectives of this research included:
(i.) To establish the determinants of service qualityargo operations
(ii.) To determine customers satisfaction levels withyéeAirways cargo operations
(i) To determine the relationship between perceivedice quality and customer satisfaction in Kenya

airways cargo operations

1.4. Importance of the Study
This study is intended for the generation of addai knowledge in the academic fields of servicalipand
airline cargo operations. The gaps that will beniified will create room for further research ensce

guality and customer satisfaction in airline caogerations.

To the airline under study, the findings will asstke management in understanding the needs and
expectations of their cargo customers and resposiyely to it. This in turn will contribute towes repeat

business and enhance the revenue generated.

This study is also expected to increase the cus&navareness concerning airline service qualityhwi
regard to cargo operations and enable them denmanikfter services. This will aid the airline inttysin
formulation of strategies for improved quality mgament to ensure customers satisfaction and adoptio

best practices.



CHAPTER TWO: LITERATURE REVIEW
2.1. Introduction
The purpose of this chapter is to set the studyestbin a broader context through investigationtiu#
relevant literature. The review will cover discussbn service quality construct and its determisamodels
for measuring service quality and the interplaywasein service quality and customer satisfaction. Key
theories and arguments in the literature have lidentified from a wide range service quality, cuses

satisfaction and airline management literature.

2.2. Service Quality

Quality is often used to signify “excellence” opeoduct or service. People talk about “Rolls-Ro¢ueality”
and top quality. Quality is also defined as megtthe customer requirements. Croshy defines it as
conformance to requirements while Juran refers s fitness for purpose. By consistently meetusfamer
requirements we can move to a different plan aéfséng and delighting the customer (Oakland, 200Bje
most significant change in managing for qualityr@éeent years is the focus on customer satisfaetsothe
prime organization objective. According to Cartitf99), satisfying customer needs and expectati@ass h
become the driving force for quality improvementMe@er; most organizations in the service sectonato
have a tradition of managing for quality or ideyitify and assigning responsibility for quality adias. An
organization needs to identify processes that gtdyhimportant to customers and their satisfactiating. A
gap analysis should then be conducted based ototlis able to identifying the primary process #ritie

company had existing work areas or processes tha aligned to meet this needs.

Service Quality is founded on a comparison betwekat the customer feels should be offered and vghat
provided (Parasuraman, Zeithaml and Berry, 198%)aliy of service delivered is an internal concept
measured by comparing what is delivered with theddrds set. Parasuraman et al. (1985), in dewejdpe
service quality model, defined service quality as gap between the expected service and perceived
performance. Quality evaluations are however natevsolely on the outcomes of a service; they alshide

the evaluation of the process of service delivelry.airline services as with other players in thsgitality



industry, every interaction between a consumeraagervice provider is a “moment of truth.” The widage
of customers who consume services offered by dinemake it even more difficult to design a seevibat

will meet the all the customers’ expectations.

Different models for the assesssment of servicdityuzave been developed based on the idea thaicser
guality is a function of expectations, performareal gaps. Approaches to the concept of servicdtgual
based on two different measurement models will iieoduced and discussed in regard to the specific

research purpose at hand.

2.2.1 The Gronroos Quality Model
Gronroos (1984) found that two fundamental dimemsibave an impact on the experienced service and th
derived customer’s perceived service quality. THesedimensions are the technical quality dimensiod

the functional quality dimension and can be foumthe right side of Figure 2.1 below.

Figure 2.1: Gronroos’ Quality Model

Experienced
Quality

Expected
Quality

Total Perceived Quality

Market Communication
Image
Word-of-Mouth
Customer Needs

Functional
Quality: How

Technical
Quality: What

Source: Gronroos, 1988



‘Technical quality’ represents what the custometually receives from the total service as a restilthe
process and is further known as the outcome diroansservices are designed to produce a somehow
‘tangible’ outcome and therefore customers cankthlifithe quality of services varying according teet
outcome received (GrOnroos, 1990). In the airlinéustry the technical quality dimension would be th
flight from one destination to another. Frequenthys measurement can be measured rather objgctyel

customers because of its nature, being a techsnbation to a problem.

‘The functional quality’ dimension is how the custer receives the service and it concerns the psoaks
delivering the service. The process delivery iscedred of as the “moment of truth because it enassps
the pivotal moment in the service experience whikesbusiness is truly exposed to the customer gfrou
different levels of customer interaction, e.g. harahuman interaction or technology-to-human iatéon
(Svenson, 2006). These personal or non-persorebrttons will evidently affect the customers’ exatlon

of the perceived service quality. Hence, the eatidn is related to the psychological level of periance
and could be based on the behavior of the compaayiployees, the skills of the employees or the

accessibility of the personnel needed in the psaces

A third dimension identified by Gronroos is the porate image of the service supplier i.e. the cuets’
view of the company. The ‘image bubble’ is placedhe right side of Figure 2.1 and functions asifiel or
filter for the technical and functional quality. Fmstance, if the customer is often disappointeth vthe
condition of his cargo upon arrival, the customanriage of the airline company will deteriorate. Téf side
of the figure highlights that customers draw theipectations from image, market communication, wafrd

mouth and their needs (Gummesson & Gronroos, 1987).

2.2.2 The SERVQUAL Model
Zeithaml et al. (1990) presented a generic moddl measurement system for perceived service quality,
which is the SERVQUAL model. The model prior to SERJAL is “the gap model” by the same authors.

The gap model presents 5 different gaps which gpaomshould avoid. Gap 5, known as the customer gap

10



represents the specific construct measured updherSERVQUAL model Parasuraman and colleag:
found that regardless of the types of service, woess use basically similar criteria in evaluatsegvice
quality. They recogrzied the idea that service quality is a functiomxgectations, performance and the g
and conducted a brodmhksed exploratory study. They developed and refthedSERVQUAL, a multiple
item instrument to quantify customer’s global asseant (as opped to transaction specific) assessment
company'’s service quality. Their scale involved entatior-perception gap scored along five dimension
reliability, responsiveness, assurance, empathy, t@amgibles. (Parasuraman al., 1985) Wherever a
difference eists, it is classified as a g(Metters, King-Metters, Pullman, anlfatton, 200€. The generic

SERVQUAL model is illustrated below Figure 2.2.

Figure 2.2: The SERVQUAL Mode

e e
v External Factors |
SERVQUAL Dimensions ' ! influencing expectation |
I
: lm e 1 _________
Tangibles :
: Expectation
— i | (Expected |
Reliability 1 Service)
1
1
— A Perceived Service
Responsiveness ! Gap 5 E Quality
| v
1
Assurance ' Perception
! (Perceived
1 Service)
Empathy ;
1
1

Tangibles: The appearance of physical facilitiegjigment, personnel and communication materialthé
service process, such as cleanliness, appeararstafiohnd appropriate technical equipment for supand
entertainment.In an airline, this mainclude the check in areas, the holding arasactual aircraft used

well as the airline staff.
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Reliability: This refers to ability to perform thmomised service dependably and accurately. Fanpbeathe
consistency in meeting promises and the completibiasks on-time. This ranges from adherence the

published schedules to compliance with defineddstechoperating procedures.

Responsiveness: General willingness to help cuswara provide prompt service, which refers toabidity

of responding to individual customer requirememts showing sincere interest in problem solving.

Assurance: Includes the competence and courtesgnmgfloyees and their ability to convey trust and
credibility. The dimension would include staff tmaig in competent and courteous charisma among

employees and the feeling of safety in the tramsastwith the customers.

Empathy: Encompasses the access to customers, cooation to customers and understanding of
customers resulting in individualized attentionctestomers. This is considered a very important elgnn
the in-flight service process and covers the le¥ehdividual and personal attention and the und@ding of

specific customer needs.

2.2.3 Gap 5: The customer gap

This is the difference between the service a customxpects and, perhaps based on the past experienc
word-of-mouth communications, or promises madehgydompany on one form or another and the delivered
service, as perceived by the individual customdar{o, 2006) A customer choosing to ship cargo gigin
airline will have built up their mind (mostly subtsriously) on a set of expectations of the serli@dy to

be encountered: these expectations will range adamgmber of criteria such as friendliness of siategrity

of the flight schedules, security and insurancehef cargo during transportation and it's conditigpon
arrival. The expectations may be mainly based oweridements about the airline, word-of-mouth
communications from other people who have alreagBduhe airline and perhaps the customer’'s own past

experience with the airline. During the actual daty of the service, the customer will experienceérceive

12



the service to be as expected or possibly diffefmmh what was expected (better or worse). Theotost

gap in this case refers to the perceived differefiario, 2006)

Zeithaml et al. (1993) suggest the model of ‘nammd determinants of customer expectations of c&ro
explain how customer expectations are developeey Tdrgue that thexpected servicées somewhere
between thalesired servicdthe best service the customer hopes for) ancdeguate servicéhe lowest
level of service quality that the customer wouldegt). Azone of toleranc&oes not separate those two
service levels, where customers are neither delibbly the service nor feel disappointed about loubhat

particularly notice service performance.

2.3. Customer Satisfaction

Any business needs to understand customer needss aad demands. Customer expectations are based on
past buying experiences, opinions of friends anckatanformation. If we meet customer’s expectasitimey

are satisfied (Kotler, Bower, and Makens, 2010)e @f the ways a service firm can differentiatesitbly
delivering consistently higher quality than its quetitors. Quality in this instance is measured bw hwell
customer expectations are met. Customer retentitins instance is perhaps the best measure atyyuebp
service companies are customer obsessed, havéoey log top management commitment to quality, eithib
high service quality standards and watch servictopaance. Unwanted service differentiation oconhen

a company consistently provides a horrible levaedud#st experience (Kotler, Bower, and Makens, 2010)

Customer satisfaction is a function based on tHéerdnce between expected and perceived service.
Consumers compare their expectations about thé&eexvbe provided with their perceptions concegrtime
service delivered and the more the perceived sereixceeds expected service, the higher consumer
satisfaction will be. Similarly, the more the pevesl service does not meet the expected servieehither

the consumer dissatisfaction will be. In this ins& service quality is subjective in nature andsconer
satisfaction, in turn, drives repeat purchaseszg¢kitmons and Fitzsimmons 2001; Zeithaml, Parasurama

and Berry, 1993). Predictive expectations withardgto a specific service experience are compayeithdd
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customers’ against their perceptions of what altuddes happen, and the outcome is either satisfaor
dissatisfaction (Holloway, 2002). The customer'pentations can also be treated as pre-purchasks.idea
Ideal expectations of service are compared witleguions of service actually received in orderriava at

service quality assessments (Holloway, 2002).

Customer satisfaction, as a construct, has beatafental to marketing for over three decades. Aly aa
1960, Keith (1960) defined marketing as “satisfythg needs and desires of the consumer”. Severdiest
have shown that it costs about five times to gaimew customer as it does to keep an existing cuestom
(Naumann, 1995) and this result into more intenestustomer relationships. Thus, several compaaies

adopting customer satisfaction as one of theiratp®eral goals.

2.4. Service Quality and Customer Satisfaction

Research suggests that Service Quality and sdisfaare distinct constructs. An explanation of the
difference the two being that Perceived Serviceli@Qua a form of attitude, a long—run overall evation,
where satisfaction is a transaction specific meagBitner, 1990; Parasuraman, Zeithaml, and Bdr@g5).
Parasuraman et al. (1985) state that in measugntpRed Service Quality, the level of comparisewhat a
consumer should expect, whereas in measure ofesdiis the appropriate comparison is what a comsum

would expect.

Quality refers to some attribute of what is offerdtereas satisfaction or dissatisfaction refeis tcastomer’s
emotive reaction to that offer (Kasper et al., 200bhis places the responsibility for quality oreth
organization whilst satisfaction lies with the imdual customer's experience yet the two concepés a
interrelated. Customer dis/satisfaction can be tsedeasure quality and vice versa. Service quiityore
often used as a more enduring construct, wheréigéagtion is situation and experience specifidgiskaction
has to be experienced whereas customers may hews about an organization’s service quality withexer

experiencing the service. Service quality is offiefined as the consumer’s overall impression ofr¢hative
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inferiority or superiority of the organization aitd services. These judgments of satisfaction 'gedo

service quality- an overall attitude about the mer¢Johnston and Clark, 2008).

Although there is a general conformity on the ididiveness of service quality and customer sati&fa
from a conceptual point of view, the operationdl@a of customer satisfaction is somewhat hazy
(Sureshchandar, Rajendran, and Anantharaman, 1B8i7)jnstance, Cronin and Taylor (1992) defined and
measured customer satisfaction as a one-item #ualeasks for the customers’ overall feeling tovsaath
organization. By using a single item scale to measustomer satisfaction, Cronin and Taylor's appho
fails to do justice to the richness of the condiras it has failed to acknowledge that, like ssrvjuality,
customer satisfaction is also likely to be multidimsional in nature. Work done by Parasuraman, @eith
and Berry between 1985 and 1988 provides the Basithe measurement of customer satisfaction with a
service by using the gap between the customersceaion of performance and their perceived expegef
performance. This provides the measurer with ssfsation "gap" which is objective and quantitative
nature. Work done by Cronin and Taylor propose'tioafirmation/disconfirmation” theory of combinirtige
"gap" described by Parasuraman, Zeithaml and Besriwo different measures (perception and expeatati

of performance) into a single measurement of pevéorce according to expectation.

Service failure occurs when a service attributeictvimight include a service encounter, falls stadria
customer’s expectations. Only a customer can desfuzther a service failure has occurred and itheoy
serious it is. Because the air transport serviogmprised of numerous functional and emotionaibaites, it
is quite possible for failure in respect to juseaitribute to negatively affect consumer’s pericest of the
entire experience. Indeed, failure in an ‘augmenatibute can tarnish the effect of delivery bktsafe,
timely locational transformation service that legsthe core of each airline’s offer to its markdblfoway,
2002). A customer who has had to queue for whebmsidered an excessive time in order to havedrigoc
weighed, for example, will quite probably have ayvdifferent attitude compared to what would haeeib

the case had the weighing taken much shorter. attitade could affect perceptions of other elemémthe
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service offering; it may also reduce satisfacti@ingd from on time arrival or other successful \aely

benefits (Emerald Insight, 2006).

Complaints are valuable sources of information emnvise failures however; it is widely believed tHietver
than five per cent of dissatisfied customers makeél complaints to the airlines while many of thient
majority’ simply switches to other airlines — assognacceptable alternatives exist. They also @lag many
as ten other people about their negative experf{elatieway, 2002). Given both the certainty thatveee
failures will occur and the potential severity b&ir negative impact on customer satisfaction, yegervice
management system should have in place sub-systesigned to detect service failures, analyze feslamd

act to improve reliability and also recover wheimdjs go wrong.

Service recovery is an integral part of defectiaanagement. The manner in which service failuresabe
identified and handled and how recovery procedaess be used proactively to avoid customer defestion
should be considered as part of the service dgsigress. Different recovery procedures will be eeet
meet different kinds of failures, but they shoulthie the same basic elements: information about the
problem, resources to deal with the problem andrihlet attitudes on the part of suitably traineddan
empowered service-oriented staff (Holloway, 2002)me research indicates that although unsatisfactor
service is more difficult to ‘replace’ than a baeguct, if correctly handled service recovery caighten
customer loyalty. It is generally believed that effiective service recovery will have more impact @n
customer’s future purchase intentions than didsation felt as a result of the original serviceluie
(Holloway, 2002). Research also shows that focuscwstomer loyalty can provide several advantages.
Customers cost less to retain than to acquire aodtahalf of new customers come through refernasnf

existing clients (Metters, King-Metters, PullmandaNatton, 2006).

Although cost factors are far from being unimpottahere is overwhelming evidence that service igua
the single most important issue in running custos@wice operations successfully. It can be arghat

service quality directly and indirectly affects fit®in a significant way (Mario, 2006). ZeithamhaBitner
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(2002) argue that high service quality leads tdamsr retention which has been shown in the lomgtoube
cheaper than high levels of customer turnover. Ads@-term customers tend to buy larger volumes and
higher price premiums services and products. Venpoitantly, ‘word-of-mouth’ communications are
affected in a positive way, being the most infligndnd convincing kind of communication in theldief
services. If people talk positively to other potehtustomers about their experiences with the isesv
delivered, the supplier's market share is likelgtow too. (Mario, 2006) In cargo operations, doods and
specific terms of carriage have to be complied whthilure in doing this results in additional cosismeet
damage expenses, rerouting at no extra costs aadfdbusiness hence the need to address senatigy qu

issues.

2.5. Conceptual Framework

This study viewed customer satisfaction as a nalitiensional construct, but the underlying factéesfis of
customer satisfaction were the same as the onewhigh service quality was measured and it was
operationalized along the same dimensions thattitotes service quality. Such an approach was also
pronounced by Bitner and Hubert (1994) who argied although the SERVQUAL items of Parasuraman et
al. (1988), when measured at the level of the fira€rvices, appear to be good predictors of sequiaéty, it

is also possible that the 22 items of SERVQUAL, wheeasured as a function of multiple experiencels wi

the firm, may be good predictors of overall sengatisfaction.

The study was guided by the conceptual frameworghasvn in figure 2.3 below based on the SERVQUAL
model. In this framework, the 22 items of SERVQUEre grouped according to the five basic dimensions
as factors that influence service quality and austosatisfaction in airline cargo operations. Fos study
these five factors were considered as the indepegnvagiables while customer satisfaction was theeddent

variable affected as illustrated in Figure 2.3.
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Figure 2.3: Study Framework Service Quality and QGamer Satisfaction

SERVICE QUALITY:

1. Tangibles
Equipment
Physical facilities
Personnel

2. Reliability
Schedule Integrity
Reassurance
Dependability
Right first time
Information

3. Responsiveness
Prompt service delivery
Willingness to help
Response to customer requests
Problem resolution

4. Assurance
Trustworthy
Confidence in systems
Courtesy
Knowledge ability

5. Empathy
Personalized attention
Understand customer needs
Customer’s interests at heart
Hour of operation
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CHAPTER THREE: RESEARCH METHODOLOGY
3.1. Introduction
This chapter provides the operational frameworkinitvhich data was collected and analyzed. It diessr
the research design that was employed, the studlylgtion, sample size and selection, collectiodath and
analysis, the research instruments used, the cdspaycedure followed, measurement of variablémhiéty

and validity of instruments.

3.2. Research Design

The study adopted a descriptive survey researcécriptive survey research designs are used innpiredry

and exploratory studies to allow researchers theganformation and summarize, present and intéga&
for the purpose of clarification (Orodho, 2003).eTthescriptive approach is considered the most apipte

for this proposed study because, descriptive stugigort the way things are for understanding taiis quo.
According to Mugenda and Mugenda (2003) the purpbsiescriptive research is to determine and rethert
way things are and it helps in establishing theenirstatus of the population under study. Thegiesias
chosen for this study due to its ability to ensommimization of bias and maximization of reliabjlipf

evidence collected.

3.3. Study Population

The population of targeted respondents compriskedaatjo customers using the airline under studyes€h
customers are categorized under Known Shippersri€@oCompanies, Regulated Agents and walk-in
customers. Regulated agents are companies whieh bien authorized by the regulator — KCAA to handle
cargo on behalf of customers. Known Shippers agelated agents who also comply with KQ’s security
requirements for cargos handling hence are exerapt $ome of the processes during goods acceptance o
clearance. Currently there are 150 registered ageitih the airline. This formed the study populatsince
over 80% of the cargo business is generated frasnpiol while most of the walk-in clients also eapl

dealing with the organization through these agents.
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3.4. Sample Design

In this section, the study outlines how a sampkelected and the sampling procedure used. Tondigiethe
size of the sample, the Yamane Taro (1967) forrhakbeen used. It states that the desired sanmpléssa
function of the target population and the maximwuoeptable margin of error (also known as the samgpli

error) and it expressed mathematically thus:

TN
Where:
n=sample size
N = target population

e =maximum acceptable margin of error (5%)

~ 150
" TH150 * 0.059)

n=110

Thus for this study, the desired sample size wa@srédpondents drawn from the pool of agents.

3.5. Data Collection

Primary data was collected for this study usinguastionnaire that captured information relatingthe
variables under study. The tool was structuredthadjuestions were in the form of a five point tikecale.
The questionnaire had three sections. Section Adagkestions on general information about the rechgrmt.
Section B sought the respondent’s service quakpeetations adapted from the 22 SERVQUAL questions
instrument. Section C sought the respondents’ pemes of the service quality delivered at Kenyawsys
Cargo. This section was also adapted from the RVE&HJAL questions instrument. Section D contained
open ended questions to capture any other araatedést as expressed by the respondents that atdyane

been addressed by the previous questions. Thei@ueaires were distributed to the respondents philgi
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using the pick and drop method at the offices efKimown Shippers and Courier companies while tlofse
the regulated agents will be done at the Cargor€aitJKIA where most of them are based. The tadyet
respondents were the shipping agents and an irdimgu letter (Appendix 1) accompanied the

guestionnaires.

3.6. Operationalization of Research Variables
This study involved independent and dependent bisa service quality dimensions and customer
satisfaction respectively. The independent variaide subdivided into five independent variables elgm

responsiveness, empathy, reliability, assuranceagibles. These were operationalized as follows:

Table3.1: Independent Variables

Variable Measure

1 Modern equipment

Visually appealing physical

The employees are neat and professional in appssaran
Tangibles Appearance consistent with industry standards

2 Services are provided on time

Adequate reassurance when problems arise
Dependability - processes and SOPs

Right first time - consistency

Reliability Adequate information provide

3 Prompt service delivery

Willingness to help

Readiness to respond to customer’s requests
Responsiveness Problem resolution

4 Trustworthy

Confidence in systems -Tracking Security, Insurance
Courtesy

Assurance Knowledge ability

5 Personalized attention from airline

Employees are caring

Understand customer needs

Customer’s interests at heart - Service RecoveGldms
Empathy Hour of operation

Source: Research data, 2014
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3.7. Data Analysis

The process of data analysis involved data cleasndpexplanation. The data collected was analyaedigh
guantitative and qualitative techniques with the @i data analysis software. From Section B ofttua on
service quality expectations, the weighting of thetors was used to establish the determinantemice
guality. The summary scores of each of the 22 itermie used to come up with the weighted averageesco
per dimension. The same process was used in Sé&tiortome up with weighted average scores ag#iast
dimensions with regard to perceived service quality determine customer satisfaction, gap scordsbei
determined by comparing the weighted scores of@afiens against those of perceptions. The findimge
presented in the form of frequency tables and ptages for ease of interpretation. The responses fhe
open-ended questions were listed to obtain prapwstiappropriately and the responses then reposted b

descriptive narrative.
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CHAPTER FOUR: DATA ANALYSIS, PRESENTATION AND INTER PRETATION
4.1. Overview of the Chapter
The research study sought to find out the impaseofice quality on customer satisfaction at KeAyavays
cargo operations. A sample size of one hundredemdespondents comprising agents who have usetbKQ
send or receive cargo were used in this study.oDattotal of 110 questionnaires that were iss68djsable
guestionnaires were recovered and used in thigyginalindicating a response rate of 61%. According
Mugenda and Mugenda (2003), a response rate ofiS@¥equate for analysis and reporting. The regpons

rate achieved was therefore considered adequata$overing the questions raised under the resstudij.

4.2. Demographic Information

4.2.1 Background information of the respondents

The study sought to find out the distribution oé ttrespondents by category to find out which gro@s w
predominant in airline cargo operations. This isdeneral information and is not a direct objectiahe

study. The findings are presented in the Table 4.1:

Table 4.1: Respondent Categories

Category Frequency Percentage
Walk-in Customer 10 18
Regulated Agent 19 31
Known Shipper 27 40
Courier Company 5 12
Total 68 100

From table 4.1, it is evident that majority of ttespondents who participated in the survey weratageom
Known Shipping companies while the walk in custasneere very few. This could imply that airline carg
operations in Kenya are largely dominated by fewight forwarding organizations that have registered

agents.
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4.2.2 Distribution of respondents by frequency of use

The frequency or the number of times the respomisdeatl used the airline’s cargo in the last one yesr
important to this study. This was necessary becagsggondents who frequent use the airline’s cargo a
much better placed to give opinions that can bedelpon compared to respondents that have hasely i
based in their level of exposure and awarenessuld also provide a good indicator of customealtyand

repeat business. The findings are presented imdbke 4.2:

Table 4.2: Frequency of Use

Frequency Count Percentage
Once 3 4
Twice 2 3
3-5 times 7 10
5-10 times 12 18
More than 10 times 44 65
Total 68 100

From table 4.2, 65% of the respondents had use€&@o to send or receive cargo severally duringptiss

year. This could imply that majority of the airliseargo customers are repeat customers.

4.2.3 Distribution of respondents by reason of preferencéor air cargo transportation
The researcher sought to find out the reason refgmie had opted for air transport for their camgidad of
other means of transportation. This is for generf@rmation and is not a direct objective of thiady. The

findings are presented in the Table 4.3:
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Table 4.3: Reason for choice of air transportation

Reason Frequency Percentage
Perishability 23 34
Urgency 45 66
Costs 0 0
Total 68 100

From table 4.3, 66% of the respondents had use€&iQo based on urgency while 34% had used KQ cargo
due to the perishable nature of their cargo. Thidctimply that majority customers prefer to usecargo
because it is the fastest way to get their goodssported from one place to the other. None of the
respondents made the decision based on costsin@iiéates that in most instances where a decisitreing
made on the mode of transportation, air transportot selected based on costs. It could also irfiy
equally fast alternative was available to deal wlith urgency and perishability challenges, it issile that

some customers could opt to use this alternatiitenids considerably cheaper.
4.2.4 Distribution of respondents by the nature of cargogoods being transported
The researcher sought to find out the nature afactivat respondents were sending or receiving fidengs

are presented in the Table 4.4:

Table 4.4: Nature of goods transported

Nature of goods Frequency Percentage
Human remains 2 3
Horticultural products 22 32
Live animals 5 7
Other - general cargo 39 57
Total 68 100
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From table 4.4, 57% of the respondents had usedCKK@o to transport general cargo. The remaining 43%
was distributed among specialized cargo requiresne8pecialized cargo requirements provide a key

differentiator between cargo air transportation atier modes of cargo transportation.

4.2.5 Distribution of respondents by factors influencingthe choice of KQ Cargo

The researcher sought to find out from the respatsdmain reasons why they chose to use KQ Cargs. Th
was necessary because the researcher wanted to tkmowature and determinants of the customers’
expectations of KQ cargo operations. This item magasured using a five point likert scale whereaaes of

5 corresponds to Very important; 4 - Important;Somewhat Important; 2 - Neutral and 1 - Not Imaottat

All. The findings are presented in Table 4.5:

Table 4.5: Factors influencing the choice of KQ Cago

Mean Std. dev.
KQ’s departure and/or arrival time is more convahie 4.8 0.45
KQ’s flight has fewer stops or better connections 2 4 0.45
KQ’s cargo costs are cheaper than the alternativegable 2.0 1.73
KQ'’s cargo ground handling services are betterdhieiy, check-in) 4.2 0.84
Personal preference for KQ 2.4 1.14
KQ is the only airline on your desired route 3.4 1.82
Recommendation of KQ's 1.4 0.89
KQ'’s aircraft can accommodate the dimensions requir 3.6 0.89

From table 4.5, the operating schedule of KQ amddbnnections offered to various destinations lgrge
influenced the decision to ship using KQ Cargo.isTih supported by KQ's hub and spoke network that
ensures connectivity to over 60 destinations woidéwOn the other hand the cost element had a leeae
and this could also imply that the customers fok@expensive and they would not recommend it sihce

was not based on their personal preference.
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4.3. Determinants of service quality of cargo operationat Kenya Airways

The respondents were required to indicate thewisemuality expectations based on 22 statemeraardr
from the five SERVQUAL dimensions. This was necegs$a address one the research objectives which was

to establish the determinants of service qualitye Service quality expectation measurement ranged 5

(Very Important) to 1 (Not Important at all). Tabt.6 gives a summary of these findings.

Table 4.6: Service quality expectations in airlineargo operations

Attributes Mean | Std. dev.
They should have modern equipment 4.00 1.00
Their physical facilities should be visually appegl 3.20 0.45
Their employees should be well dressed and ap@sdr n 4.80 0.45
The appearance of these facilities consistent wihstry standards in cargo

operations 460 055
Services are provided at the promised time 4.40 0.89
Adequate reassurance is given when problems arise .00 4| 1.73
Dependability in handling customers' service protse 3.80 1.64
Services are provided right the first time 3.60 1.95
Adequate information is provided concerning whervises will be performed 4.00 1.22
Employees are prompt in their service delivery 2.80 1.10
Employees are willing to help 3.80 0.45
Employee readiness to respond to customers' rexjuest 3.80 0.45
Any challenges are swiftly resolved 3.40 0.89
Employees are trustworthy 3.80 0.84
| feel confident transacting with the company 4.40 0.55
Employees are consistently courteous 3.60 0.55
Employees have the knowledge and support to dojttes well 4.40 0.55
The airline provides personal attention 2.60 0.89
Employees deal with customers in a caring fashion 603 | 0.55
Employees understand customer needs 4.20 1.30
Employees have the best interest of the custommirid 3.60 0.55
The hours of operation are convenient 4.00 1.00
Overall mean 3.80
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The means scores of the respondents’ expectatoged from 4.8 to 2.6. The highest expectationsterare
‘employee appearance’, ‘appearance of the faaliteand ‘employee knowledge’ while the lowest was on
‘personalized attention’. The overall mean scorestrvice quality expectations was 3.8. This soud&ates

a high expectation of the respondents regardingéhdce quality.

Tolpa (2012) while studying ‘Measuring CustomerigEctations of Service Quality in the Airline Induys
in Finland’ concluded that customers value basigises in the service process such as informatrotiokets
and flight schedule, communication in case of tigkelay as well as no delays in baggage delivehe T
findings of the current study confirms that jusielipassengers, cargo customers also expect setwides

provided at the promised times and adequate inftomée provided whenever problems arise.

Viewed based on the dimensions, the cargo custoplace high expectations on Reliability and Emypath
while Responsiveness ranked lowest in contrast siudy by Manani (2012) on ‘Service Quality and
Customer Satisfaction at Kenya Airways’ where itswestablished that major determinants of perceived
service quality for airline passengers includedutasce and Responsiveness. This highlights therdifite
between passenger and cargo operations. In passepgetions, the passenger is present througiheut t
service delivery process and will place a lot opestations on the human interactions whereas igcCar
operations, once the cargo has been accepted bwidive, the customer places a lot of emphasis on

reliability of getting it to the right destinatiat the right time and in good condition.

4.4. Customer satisfaction at Kenya Airways

The respondents were required to indicate the lefveditisfaction and customer experience usingah ob 22
parameters. These factors were subjected to deégergnalysis to enable the researcher determimextent

to which the customers were satisfied with the iserquality of the airline’s cargo operations basadheir
perceptions. This was in line with the objectivefittd out if customers are satisfied with the qtyabf
services offered in KQ cargo operations. The raoiyservice quality perceptions items was from 5r(Fa

Above Expectations) to 1 (Far Below ExpectationB)e results are shown in Table 4.7.
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Table 4.7: Service quality perceptions in airline argo operations

Attributes Mean | Std. dev.
Kenya Airways signage at the JKIA Cargo Centrevasible the service counters

are easy to locate 400 1.00
The waiting and cargo holding areas are clean aeiditv 3.60 0.55
Staff wear uniforms and name tags making them taglentify 3.60 0.89
There is adequate security provided for cargoldhalairline's facilities 4.00 0.71
Cargo is transported on time as per communicdigt schedule 2.60 0.55
Operational changes/ delays are communicated id goe 2.40 0.89
Notification and proper handling is done when theae been damage to 5 20 0.84
consignment

The airline provides specialized handling for &llsnents dependent on nature 3.40 1.82
Information about movement of your shipment was enavhilable to you through 4.20 130
the tracking system.

Service at the counters is quick and there is mahtime spent queuing, service

counters are sufficient 280 084
All the requirements and terms of carriage fordaego/ shipments are clearly

communicated 340 055
The staff readily attend to customer's requests 0 3.4/ 0.55
Any challenges are communicated and quickly resblve 2.60 0.55
The staff are reliable and do not engage in angupbdealings 4.20 0.84
The cargo/ goods always arrive in excellent coaditi 3.40 0.55
The customer service staff are friendly 3.60 0.55
The staff are conversant with all airline's systemg processes 3.40 1.14
Staff give you individualized attention 3.00 1.00
Considerations are made for the various type afacae temperature control for 3.80 0.84
medical supplies, plants and animals

Sales agents are professional in how they contlestduties 2.40 0.55
Staff are quick to provide additional informati@yuested to address any areas %f.GO 0.55
concern

The hours of operation are convenient 3.80 1.10
Overall mean 3.29
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The means scores of the respondents’ perceptiogedarom 4.2 to 2.2. The lowest perception itens wa
‘notification and proper handling when there hasrbdamage to the consignment’ which indicates ttiat
notification and claims process when damage oczurdeemed not sufficient. On the other hand, the
respondents’ highest perception was on ‘reliatddf stho do not engage in corrupt dealings’. Funtnare,

the respondents also highly rated the ‘trackingesys ‘facility appearance’ and ‘adequate secuatythe
premises’. The overall mean score for service guakrceptions was 3.29. This score indicate amagee

perception of the respondents regarding the sequeéty.

This research study revealed that the cargo cussoha good perceptions of the Assurance and Tiithgib
dimensions at Kenya Airways cargo based on theiiceexperiences. Assurance in this case imptiasthe
customers are confident that Kenya Airways stadflasnest, knowledgeable and courteous during tivecee
delivery process. Similarly Kenya Airways cargoilities at the JKIA cargo centre were perceivedot
modern and adequate security is provided in lint widustry requirements for cargo operations. b t
contrary, Jensen (2009) while studying Service ®uad Low Cost Airline in Copenhagen Airport fouriat

tangibles dimensions were perceived rather unirapofiy airline passengers.

4.5. Service Quality and Customer Satisfaction - Evaluahg the Quality Gap

The quality gap is the discrepancy between theooumts expectations and their perceptions of servic
delivered. This gap is as a result of influencesrtex] on the customer and the shortfalls on thegiahe
provider. The researcher compared the responsesidram the statements that related to expectatioms
those directly related to the perception basedeovice experienced to calculate the gap. Posityevélues
indicate that the customer’s expectations werevb#heir perceptions of service quality while theyaeve (-)
values indicate that expectations were higher tharperceptions hence the customer was b notiedtidil

(0) values indicate that the expectation equalectctistomer’s perception. A summary of the ressalghown

in Table 4.8.
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Table 4.8: Customer expectations, perceptions anduglity gaps in individual statements

Where E = Expectation; P = Perception; QG = Qualitygap (P-E)

Statements (E) P) QG
Tangibility

They should have modern equipment 4.00 4.00 0.00
Their physical facilities should be visually appegl 3.20 3.60 0.40
Their employees should be well dressed and appesdr n 4.80 3.60 -1.20
The appearance of these facilities consistent wdbstry

standards in cargo operations 460 400 -0.60
Reliability

Services are provided at the promised time 4.40 026 | -1.80
Adequate reassurance is given when problems arise .00 4 2.40 -1.60
Dependability in handling customers' service profde 3.80 2.20 -1.60
Services are provided right the first time 3.60 03.4 -0.20
Adequate information is provided concerning whervises will

be performed 400 420 0.20
Responsivenes

Employees are prompt in their service delivery 2.80 2.80 0.00
Employees are willing to help 3.80 3.40 -0.40
Employee readiness to respond to customers' rexjuest 3.80 3.40 -0.40
Any challenges are swiftly resolved 3.40 2.60 -0.80
Assurance

Employees are trustworthy 3.80 4.20 0.40

| feel confident transacting with the company 4.40 3.40 -1.00
Employees are consistently courteous 3.60 3.60 0.0d
Employees have the knowledge and support to answstomer 4.40 3.40

questions / to do their jobs well -1.00
Empathy

The airline provides personal attention 2.60 3.00 | .400
Employees deal with customers in a caring fashion .60 3 3.80 0.20
Employees understand customer needs 4.20 2.40 -1.80
Employees have the best interest of the custommirnd 3.60 2.60 -1.00
The hours of operation are convenient 4.00 3.80 20-0.
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The smallest quality gap statements were, QG1 éntaimgibility dimension, QG10 in the responsiveness
dimension and QG16 in the assurance dimensioned@iugment used at KQ facilities was consistent with
customer’s expectations, similar to courtesy ofahgployees and their promptness in service delivditye
widest quality gap was QG5 statement in the rditgbdimension. Whereas the respondents considered
services being delivered at the promised time weyortant, their perception was that the airlinesimot

deliver as promised.

Table 4.9: Customer expectations and perceptions drguality gaps in service dimensions

Dimension Expectation (E) Perception (P) Quality ga (P-E)= QG
Tangibility 4.15 3.80 -0.35
Reliability 3.96 2.96 -1.00
Responsiveness 3.45 3.05 -0.40
Assurance 4.05 3.65 -0.40
Empathy 3.60 3.12 -0.48

Table 10 indicates that there were mean differebe¢seen the customers’ expectations and perception
all the dimensions. The largest and smallest pdaremean are in the tangibility and reliabilityntBnsions
respectively. The largest and smallest expectatiean are in the tangibility and responsiveness miinas
respectively. The largest mean quality gap is i rlliability dimension. The overall average foe tlive
dimensions was -0.55. This indicates a great oppiyt for improvement in the entire cargo operasion
However, for that to happen, great effort must laelenin the following items: understanding customeeds,
adherence to schedule integrity, prompt problerolotisn  and dependability during this processcohitan

also be viewed as elements of service recoveryderdo satisfy the customers better.
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4.6. Discussion
The study sought to find out further suggestiom®nemendations on service the airline’s cargo operat
Some of the respondents recommended a downwarewewi the import and export rates or increase of

incentives based on consistency in using thenaigiven on routes where there were other carnensatng.

The respondents further suggested the provisidargér capacity aircraft dedicated to cargo openatito
ensure that even when bringing in or shipping aulk kzargo, the shipment is done at once and not in
piecemeal. This is in line with increased actitie the retail sectors driven by imports from khieldle East

as well continued industrialization that requineportation of equipment.
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CHAPTER FIVE: SUMMARY OF FINDINGS, CONCLUSIONS AND RECOMMENDATIONS

5.1. Introduction
The purpose of this chapter is to give the sumn@gclusions and recommendation of the study. Wais

based on the research findings that are presentediscussed in the previous chapters.

5.2. Summary

The main aim of this research study was to findvahiat the key determinants of perceived servicdityua
cargo operations and their impact on customerfaatisn at Kenya Airways Cargo using the SERVQUAL
theoretical framework. The literature review exteely covered areas that have been researcheddsoame

of the findings. Out of the literature review adstframe work comprising of five main areas wasealeped.
The main areas covered under this study were tEsgibeliability, responsiveness assurance and #mypa
The target population comprised cargo shipping sgand walk-in customers at the Kenya Airways Cargo
offices at JKIA Cargo centre. The research instnimesed in data collection was a questionnaire ftioen
respondents. The researcher was able to colleatsvirom 68 respondents who had used KQ cargoein th

past one year and therefore capable of giving bledéesponses.

Majority of the respondents who participated in gugvey were agents from Known Shipping companies
while the walk-in customers were very few. Thisaaled that airline cargo operations in Kenya argelst
dominated by few freight forwarding organizatiohsitt have registered agents. The findings indicéted
most customers had used KQ Cargo based on urgendyeoto the perishable nature of their cargo. The
findings further revealed that most customers Iiasie decision to use KQ cargo on the operatingduale of

the airline and the connections offered to varidastinations, however the customers found KQ expens

and were not sure whether they would recommenddest was not based on their personal preference.

The study findings on customer expectations ofiserguality in cargo operations highlighted the aripnce

of tangibility and assurance dimensions which Heal tighest weights. They showed that customers have
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very high expectation of employee appearance, agpea of the facilities and employee knowledge tued

customers depicted generally high service quakpeetations.

Perceptions of service quality in airline cargo ragiens define the extent to which cargo custonfies
various attributes within the airline’s operationgportant in enhancing their overall satisfactioittmthe
airline. In the present study, it was revealed thatmain dimensions of perceived quality in casgerations
were tangibility and assurance. Tangibility emergesdthe most important predictor of perceived servi
guality. In the airline operations, this dimensi@fers to having modern equipment and facilitiest tare
consistent with industry standards in cargo openati The lowest perception item was on notificatiomul
proper handling when there has been damage todhgignment. This revealed that the notification and
claims process when damage occurs was deemedffioest. The findings also revealed that the fstedre
perceived to be highly reliable staff and unlikedyengage in corrupt dealings. Furthermore, thpaedents
also highly rated the tracking system and adequd&cecurity at the premises as key items that doutt

towards perceived quality.

In identifying the quality gaps in the overall mees of customer satisfaction, the findings showet tthe
customers are satisfied with the modern equipmsetl @t KQ facilities and the courtesy and promstrags
employees in overall service delivery. The finditgsvever revealed that the widest quality gap wathé
reliability dimension. Whereas the respondents idened services being delivered at the promised trary
important, their perception was that the airlinesioot deliver as promised with regard to maintgjriheir

schedule integrity.

5.3. Conclusions
On the basis of the above findings the followingna@asions were made on service quality and customer
satisfaction on airline cargo operations. The stiadyd that the airline had ensured that theiriteas at the

cargo terminal are equipped with modern equipmermd aonform to industry requirements in cargo
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operations. The study established that most ofetimployees at Kenya Airways cargo are reliable and

courteous in how they handle the cargo custometsrary offer prompt service.

The study revealed that customers are not satigfitdreliability in provision of services at proseid times,
and also found the airline is not dependable wheames to handling customer service problemsrefiwain
competitive, the airline therefore needs to fodasoperational strategies on ensuring schedulgrityeand

reliability and enhancement of service recovergatives when problems arise to increase serviedityu

5.4. Recommendations

On the basis of the above conclusions, the follgwetommendations were made for enhancing service
guality and customer satisfaction for KQ cargo agiens.

From findings the study recommends that the aidixggores the possibility of increasing capacitytios
various routes for a reduction in reliability cledfes that have been previously experienced. Tidg aiso
recommends extension of the customer satisfaatitintives that tend to solely focus on revenuespagers

rather than cargo to include the shippers andaafja@customers.

From the findings the study recommends that tHmaicontinues to also provide the employees with
adequate support to ensure that the reliable amdexmus interactions go on. Similarly the airlimesld

continue maintaining industry standard and compglyuith all regulated industry requirements.

5.5. Limitations of the study
Some respondents refused to be interviewed altegettowever the challenge was minimized by askiveg t
respondents not to indicate their names on therelsénstrument as well as assuring them thatdakearch

will only for academic purpose.

5.6. Assumptions of the study

As highlighted in the limitations, not all agentene involved in the study-a sample was used tesgmt the
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whole population. Another assumption was that tpents responding to questionnaires did so honastlly
objectively. It was also assumed that service guadiquirements for importing goods were similathose

of exports hence the instrument was not differéadian this regard.

5.7. Areas for further research

To contribute further to this study, further restashould be done across cargo operations in taé &rline
industry due to the growth of the industry with nemtrants into the local market as well as expansfahe
cargo handling capacity of the JKIA airport cargamninal. Further research could be done specifitatgo
operations at the different airports namely Wilsowl Eldoret which are also significant contributimrgargo
operations in Kenya. This study can also be refifugther and broken down using the process approach

covering the imports and exports separately.
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APPENDICES

5.8. Appendix 1: Letter of Introduction

UNIVERSITY OF NAIROBI, SCHOOL OF BUSINESS
DEPARTMENT OF MANAGEMENT SCIENCE
P. O BOX 30197

NAIROBI, KENYA

Dear sir/fmadam,

REF: MBA PROJECT: CLARE ANYANGO REG NO. D61/60042/10

I am a student of the University of Nairobi purguia Masters degree in Business Administration. | am
conducting a research on SERVICE QUALITY AND CUSTEBR SATISFACTION IN KENYA

AIRWAYS CARGO OPERATIONS as a patrtial fulfilment the requirements of the degree award.

| kindly request that you assist in filling the @tiennaire attached by ticking\) or giving
suggestions/comments where applicable in the spawesded. Information gathered will be treated hwit
utmost confidentiality and will be used for no atlpeirpose other than the intended. A copy of thalfieport
containing the study findings will be made avaiéat you upon request. Your participation in thisvey is

highly appreciated.

Yours sincerely

Clare Anyango

MBA STUDENT
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5.9. Appendix 2: Questionnaire

Questionnaire

This survey deals with your opinions of the quatifyservice offered by Kenya Airways Cargo and lhitsw
influences your evaluation of customer satisfactibhere are no wrong or right answers. Please geovi
answers to the following questions by ticking agtithe most suitable alternative or giving nareativ

responses in the spaces provided.

A. RESPONDENT'S BACKGROUND INFORMATION

Please fill in the box next to the right response

1. Under which customer category do you:fall
Walk-in Customer [ ]

Regulated Agent ]

Known Shipper ]

[]

Courier Company

2. Number of times you sent or received cargo ovefabione year
a. Once
b. Twice

c. 3to5times

d. 5to 10times

e

More than 10 times

Ooogdnn

3. Reason why you have chosen to transport your daygar the greatest number of times during

the above stated occasions

a. Perishability ]
b. Urgency ]
c. Costs []
d. Other ] SPECIHY wvveiii e

4. Describe the nature of good/ cargo you were tramisyo

a. Human remains []
b. Horticultural products L]
c. Live animals []
d. Other L] SPECHY wovveeie e
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5. Please tell us how important each of the followim@n making your decision to choose to send

your cargo using Kenya Airways Cargo

(5) Very Important (4) Important  (3) Somewhat bmjant (2) Neutral (1) Not Important at all

G @ @ O

KQ’s departure and/or arrival time is more convahie

KQ’s flight has fewer stops or better connections

KQ'’s cargo costs are cheaper than the alternativeiable

KQ'’s cargo ground handling services are betterdghieg, check-in)

Personal preference for KQ

KQ is the only airline on your desired route

Travel agent/Company travel department recommeonlafi KQ's

KQ’s aircraft can accommodate the dimensions requir

B. SERVICE QUALITY EXPECTATIONS
6. This section deals with your opinion on airlinegmaservices. Please show the extent to which yiok th

firms offering cargo services should possess thrifes described by each statement.

(5) Very Important (4) Important  (3) Somewhat bmjant (2) Neutral (1) Not Important at all

OREORNCORNC RN

They should have modern equipment

Their physical facilities should be visually appegl!

Their employees should be well dressed and appedr n

The appearance of these facilities consistent wihstry standards in cargo

operations

Services should be provided at the promised time

Adequate reassurance is given when problems arise

Dependability in handling customers' service profde

Services are provided right the first time

Adequate information is provided concerning whervises will be performed
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Employees are prompt in their service delivery

Employees are willing to help

Employee readiness to respond to customers' rexjuest

Any challenges are swiftly resolved

Employees are trustworthy

| feel confident transacting with the company

Employees are consistently courteous

Employees have the knowledge and support to answstomer questions / to do

their jobs well

The airline provides personal attention

Employees deal with customers in a caring fashion

Employees understand customer needs

Employees have the best interest of the customaind

The hours of operation are convenient

C. SERVICE QUALITY PERCEPTIONS

7. The following set of quality dimensions relate touy feelings about Kenya Airways Cargo. For each
statement, please rank them to the extent to whidhbelieve Kenya Airways meets your expectations.
(5) Far Above Expectations
(4) Above Expectations
(3) Meet Expectations
(2) Below Expectations

(1) Far below Expectations

G @ @0

Kenya Airways signage’s at the JKIA Cargo Cente=\asible the service counter

°2

are easy to locate

The waiting and cargo holding areas are clean aiditv

Staff wear uniforms and name tags making them talentify

There is adequate security provided for cargoldhalairline's facilities

Cargo is transported on time as per communicéitgat Schedule

Operational changes/ delays are communicated id goe

Notification and proper handling is done when thesie been damage to

consignment
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The airline provides specialized handling for &llpsnents dependent on nature

Information about movement of your shipment was enavhilable to you through

the tracking system.

Service at the counters is quick and there is mahtime spent queuing, service

counters are sufficient

All the requirements and terms of carriage fordaego/ shipments are clearly

communicated

The staff readily attend to customer's requests

Any challenges are communicated and quickly resblve

The staff are reliable and do not engage in angupbdealings

The cargo/ goods always arrive in excellent coaditi

The customer service staff are friendly

The staff are conversant with all airline's systemd processes

Staff give you individualized attention

Considerations are made for the various type afacae. temperature control for

medical supplies, plants and animals

Sales agents are professional in how they contlestduties

Staff are quick to provide additional informati@yuested to address any areas of
concern

The hours of operation are convenient

8. In what ways do you feel Kenya Airways Cargo cdudtter meet your cargo transportation needs?

9. Would you recommend KQ to another customer? (Y/Ry)w

10. Any other remarks

THANK YOU.
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