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8 T RACT 

In Kenya and \\Orld O\er. sen ice quahty as being used ns a srrruegtc tool to cut a compenU\e 

edb>e in the market place Banks, supermarkets, merchant \entures. hospttali~ indust~. to 

mention just a fe\\, ha\e ''ideJy used the senice qualit) as a differentiation \artable for 

competiti' e ad\ anlage In the utility indus~·. de-regulari:.r.ation and. therefore. competition has 

dominated the marketing em ironment and sen tee quality is therefore. a necessary e' il. 

The object~\ es of this study were to in' estigate the e'pectations and perceptions of different 

categones of Kerwa Po,,er and Lighting company Limited (KPLC) customers and the 

man:1gement's perspecti\e of sen tee quah~ follo\\ing decentralt1atton of semces ''ithin a 

restructunng program 

To aclueve these objectJ\es, samples of different categones of 306 customers were picked and 

adnurustered \\lth questionnaires that had both semi structured and hlert matrix questions. The 

customers were randomly and conYenientl) chosen from amongst those ,;siting KPLC offices 

and others were \ISited m their prermses 

The data collected \\~ analysed usmg proportions. percentages. means. standard de' 1at1ons and 

coeffioent of' anallOn Graptucal dispi!J) s were used to amplif) the comparatt' e anal) sts. 

Analysis of data mdtcated that the expected sen tee quality on all the ten dtmertStons, used in the 

studv. IS relatnel} tugh ,,;th a generally tugh le\el of agreement on thetr tmportance amongst all 

the respondents. The recel\ed senice quail~ ts generallv lo,,er than the ~peeled sentce 

resultmg m a relauvely high sen·ice quali~· gap of about 18%. Thts sen 1ce quallt) gap is fa~rlv 

Sinular amongst the dtfferent category of customers but reduces progresst\el) from domesttc, 

small commerctal IO\\ards the large commerctal customers. KPLC management's performance 

targets relat.mg to semce quali~· \\ere found to ha'e only co'ered a scope of about40% \\lltun 

the \\lde arena of all the sen1ce quali~· dimenSions 

On the basts of the stud~ . se\ eral recomrnendauons were deemed appropnate for KPLC and the 

uuh~ mdus~· at large. that ts, to undertale. - enhancement of the use of marketmg research and 

customer sune}· stud1es. especiall~ \\hen undenalmg customer sentce enhancement programs. 

this \\lll thro" light to the customers· e"\pectations of sen tee and the percened sen ice quality. 

and thus lead to effecu'e programs m addressmg the areas ofneed: enhancement of commitment 



to sen ice quahty: enhancement of empo\\erment of sernce personnel in close pro\.imiry to 

customer senice: and. enhancement of effectl\e commurucation amongst organisations· 

di' isions of operations, human resources and marketing. research & de' elopmenL e.t.c 

The major constraints and hence the limitations of the study ''as lack of dtScnmination of 

customers· perceptions on the basis of mcome le\els and educauon. factors \\htch could affect 

the results Besides. the study rehed on customers· JUdgments of perceptions. \\b.tch are subject 

to cogmt:tve btases 

It was suggested that other areas of further stud) could be undertaken m order to address the 

abo\e bmJtattons. espectally on findmg out - whether there are stgruficant differences m 

~pectations and perceptions wtth respect to classtficat:ton of customers on the basts of mcomes. 

Je,el of education and 3\\areness~ \\hether dtfferences in the degree of need for electncity. 

telephone and water sen tees could re\eal any stgnificant dtfferences m e~-pectatlons and 

perceptions. and also study the relevance of the postulates of the P-C-P model to the ten senice 

quality dtmens10ns used in thts study 



CHAPTER Ot ,E 

l. It 'TRODLCTIO' 

1.1 Background 

The po\'-Cr of infonnation tcchnolog). deregulation. changes in legislation, globalization of 

markets and tiff competition has made consumers more educated, more inquisiti\.e and 

demanding (Capron and llolland, 1999 as quoted b> Mbau, 2000). The marketing em ironment 

has. therefore. changed posing serious challenges to the sur\i\al and profitabilit} of finns 

(Mbau. 2000). According to Charles and Gareth (1998). in toda> ·s global em ironment. change 

rather than stabilit) is the order of the da}; Rapid changes in tcchnolog}. competition, and 

customers· demands have increased the rate at\\ hich companies need to alter their strategies and 

structures to survive in the market place. 

In their strategic response to these imperative changes. companies have had to seek to strengthen 

their existing core competencies and build new ones in order to compete more effectively by 

going through a strategic change. Charles and Gareth ( 1998) define strategic change as "the 

movement of a com pan) from its present state to increase its competitive advantage'': Most of 

these companies have been pursuing one or a combination of the three major kinds of strategic 

change- Re-engineering. Restructuring and Innovation. In recent years, reducing the scope of 

companies through restructuring has become an increasingly popular strateg) particularly 

among the companies that diversified their activities in 1960s, 1970s and 1980s during the 

he) days of corporate di\ersification. 

Charles and Gareth ( 1998) say that, in most cases companies that arc engaged in restructuring 

are di\ esting themselves of diversi ficd activities in order to concentrate more effectively on their 

core business. In the last decade, competitive forces have led these diversi ficd companies to 

pursue restructuring as a strategic change. Restructuring of the organizations has mainly focused 

on reduction of levels of hierarchy from tall to natter and leaner structures; downsizing by 

reducing the number of employees to reduce operational costs and emphasis on designing the 

organizational structure around the customers within the efforts of building a competitive 

advantage. 

The global forces dri-. ing rel>tructuring activities have not spared Kenyan firms. The main 

forces these firms have been subjected to are; customer pressure for better value of products, fast 

de, eloping information technology. donor pressure for imprO\ed financial performance, changes 

in Go' emment legistration and Government policy of encouraging private sector participation, 



to mention just a fe''· The abO\e forces ha\e had the effect of accelerated re tructuring acth:ities 

of most firms in Kenya, aimed at reduction of costs. enhanced le .. el of cu tomer en ice and 

building competithe positions ''ithin the globalized compctitiH! em ironment 

According to Charle~ and Gareth ( 1998), as finns undcrtnke the strategic change in fonn of 

re:,tructuring the cu.,tomcr \\hO has had to be the focus has led the finns to pursue 

decentralization of sen ices. ·r hey al o explain that ''"hen authorit) is deccntrolized. it is 

delegated to dh isions. functions, managers and \\Orker!> at lo,,cr levels in the organization ... 

Thi:, decentralization of SCI"\ ices ha therefore. been mainly eannarked tO\\ards empo,,cnncnt of 

the lo" lc~cl staff ''ho arc in contact "ith the customer. so as to be able to make prompt 

decisions impacting on customer se~ ice. In addition. the decentralization of services effected by 

restructuring has had the effect of reduced levels of hierarchy in the organization. This way, the 

top management has been brought closer and more involved in customer service, for in this 

increasing!) competitive em ironment. quality service is critical to corporate success (Lovelock, 

1996). 

1.2 Role of enice Quality 

Though marketing developed, initiall). as a discipline in connection with selling of ph)sical 

products, as the economies have grown more and more complex, through the years, marketing 

has broadened to marketing of services. The most market changes in the structure of developed 

economies in the t\\entieth century, particularly in the latter half has been the transfonnation 

from emphasizing on the manufacture of physical goods to the production of intangible services 

(Rust et. al.. 1996). 

Today. sen ice industries dominate the economy in the service sector and accounts for more than 

85% of jobs and the number continue to grow. Quality improvement looms large in the ongoing 

sci"\ ices of this sector of our economy (Amitava, 1998, pp. 650). Service quality has been used 

as a \iable stratero for marketers endeavoring to differentiate service offerings, establish 

customer value and ultimately satisfy consumer needs (OL.met and Morash. 1994). The domain 

of service quality began in earnest in late 1970s \\ ith the realization by firms that competitive 

en\ ironment required proactive ways in order to remain competitive, profitable and successful. 

This revolution could be traced in pan to a study of top performing companies, which drew 

attention to the efforts the) were placing on 'getting closer to their customers'. 

Hellen ( 1995), says that the reasons of de\ eloping and delivering a quality sef\ ice include: -

organizations with a reputation for consistent!) high quality can sustain an enviable competitive 
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ad~antage in the sen-icc market place: qualit) is .. free .. - that is to S:t) getting it right first time 

cots far less than pro\iding remedies \\hen services fail to meet the customer's required 

standard: better quality scf'\ ices can attract premium prices and consumers are ready to pay a 

higher price for ~erviccs that fulfill all their e'pectation criteria. Each of these reasons for 

putting qualit) first can ha\c a direct impact on profitability. image and customer or user 

satisfaction. 

According to Ru. t and Oli\er ( 1994 ). the efforts of organizations to focus on service quality 

S\\athe da'' n of service qual it) research in the late 1970s through 1980s. The) obsel'\'ed that, 

arguabl). the most significant pioneer in this fie ld is Gronroos ( 1995) who established a 

research agenda for service quality b) introducing the first comprehensive model of service 

qua lit). Parasuraman, et al, ( 1985) amplified the model and refined Gronroo 's framework and 

devised an inOuential service quality rating scale. which came to be referred to as SERVQUAL 

(Mwaura, 2002). Palmer (1992), identified five service Gaps that define shortfalls between 

expectation of service level and perception of actual services delivered. 

Kotler (1997), summarized the determinants of service qual it) into five as follows: -reliability, 

responsiveness, assurance, empathy and tangibles (to be referred to as 'generic dimensions'). 

From focus group research, Zeit ham I. Berry and Parasuraman ( 1985), identified ten criteria used 

by consumers in evaluating service quality. These ten dimensions which are an expansion of the 

above five generic ones are - Reliability (dependable, accurate performance); Responsiveness 

(Promptness and helpfulness), competence, courtesy, credibility, security (Assurance); easy 

acce s, good communication, understanding the customer (Empathy)); and Tangibles 

(appearance of ph}sical clements). 

1.3 The Public Utility Sector in Kenya 

James et al. (2002), define public utilities as a group of firms, mostly in the electric power, 

natural gas. and communications industries that are closel} regulated by one or more 

government agencies. The agencies control entry into the business, set prices, establish product 

qualit) standards, and inOuence the total profits that may be earned by the firms. 

According to William ( 1961 ). utilities are usually vitally connected with public health or well 

being. This means to the socialist that these industries are not to be entrusted any longer than 

absolutely necessary to the profit seekers. Moreover, these industries in most cases are already 

organized on a monopolistic basis under exclusive franchises granted by the Government 

authorities. Their operations and rates ha\e been regulated by government commissions with the 
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object of keeping their acth ities in line \\ ith public interest and their rates at about a cost-of­

production lc\el. 

A unique feature of the companies prO\ iding these uti lit} services is that they are nearly 

monopolies or oligopolies: The standards for quality are imposed b)' the regulatory agencies and 

consumers e\.pect continuous, uninterrupted sen ice from utilities; To obtain a rate increase, 

utilities have to address all relevant public criticism; and, the consumer controls the 

consumption and generates an instantaneous demand (Amitava, 1998). 

The utility industry in Ken)a is mainly dominated by the bodies that provide the services of 

water, electricit} and telecommunications. These bodies arc, various local authorities and 

national water and pipeline conservation for \\ater; Kenya Power and Lighting Company 

Limited for electricity and Telkom Kenya Limited for the telecommunications. The corporate 

governance of these bodies are fair!) similar and the nature of their services quite similar in the 

delivel') process. Thus, the customers' requirements of the service quality by these bodies is 

similar. Though the focus of this study is the Kenya PO\\er and Lighting Compan) Limited, the 

findings could be of use in these other utilities due to similarity of corporate governance, 

customers' demands and environment of operation. 

1.4 Background of the Kenya Power and Lighting Company Limited 

1.4.1 Historical Background 

The power industf) in Kenya dates back to 1922 when the East African Power and Lighting 

Company Limited \\aS incorporated, to generate electricity throughout Kenya. The Compan) 

changed its name to the Kenya Power and Lighting Company Limited (KPLC) through a special 

resolution by the Shareholders in 1983. 

The Kenya Power Company (KPC) incorporated in 1954, Tana River Development Company 

(TRDC) incorporated in 1964, the Tana and Athi Rivers Development Authority established in 

1974, and the Kerio Valle)' De\elopment Authorit)' established in 1979 were all set up to solicit 

for international funds and develop hydro power stations in their respective basins. 

KPC constructed the line from Tororo to Nairobi to facilitate power import from Uganda 

whereby in Jul) 1955, KPC entered into a 50 year Power supply agreement with Uganda 

Electricity Board (UEB). Also, KPC \\as to engage in developing other power generating 

facilities like the Geothermal sources in Naivasha. TRDC developed Kindaruma, Kamburu and 

Gitaru Power Stations in 1966, 1974 and 1978, respective!). TARDA developed Masinga and 

Kiambere in 1980 and 1988, respective!). while KVDA developed Turkwel Power Station in 
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1991. The Generating facilities of KPC. TRDC. TARDA and KVDA as well as the power 

assets of these nuth ritie ''ere managed by KPLC under \'arious agreements with electricit) 

being supplied in bulk, at cost, to KPLC ''hich was the sole distributor of electricity throughout 

Kenya. 

/.4.2 Eoerg) S~ctor Rtfi~rms anti Cmnequential Chut~ge\ ;, KPLC 

llte Go,emment of Ken) a (GOK) developed a broad cncrg) sector Refomt strategy under its 

policy frnme\\Ork paper (1996-1998). Under this frantC\\Ork. and with the pressure of the 

international demand for libernliLation, the sector underwent structural adjustment programs 

from 1997. ''hereby: -

a) The Generating function ''as separated from the Transmission and Distribution functions. 

b) The Generating function was entrusted to KenGen, - a \\holly Go,emment 0'' ned po\\er 

generation Company. KcnGen owns and operates all public sector generation power 

stations. 1 he Independent Power Producers (IPPS) also came on stream as private entrants 

in the sector to 0\\n, operate and sell po''er in bulk to KPLC. 

c) The energy polk). the rural electrification program, and the rcnc\\ablc sources of po,,er 

generation i.e. wind, solar. mini-hydros and biomas were the responsibility of the Ministry of 

Energy of the Go\crnment of Kenya. 

d) The Kenya Po,,er and Lighting Company Limited (KPLC) have the mandate to purchase 

po''er in bulk, transmit, distribute and supply electricity throughout Kenya. 

e) The Electricity Regulatory Board (ERB) was established by the electric power act, 1997, and 

has primary role of regulating the generation. transmission and distribution of electricity. 

promote and ensure competition in the sub-sector. approve contracts for generation and bulk 

sale of electric it) and set/review electricity tariffs. 

Besides. the abo\C force of statutory sector refonns driven by the Government and multilateral 

donors. other force!> that triggered impcrnti\e changes in KPLC included: -Customer demands 

for IO\\er prices of electric it): Enhanced quality of service and other choices of competitive 

sources of energy (gas, \\Ood, fuel Paraffin, solar, etc); Technological developments especially 

in the Information Technology (IT) area which has impacted on the speed, quality and timeliness 

of customer sen icc - this necessitated change in the information management infrastructure 

especially in enhancing the speed of billing: Extending suppl) to vast potential market given 

that on I> 15% of the population is connected and High cost of private sector generation ''hich 

eroded the Com pan) ·s financial base leading to cash flO\\ constraints. 
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In preparntion for the abo~e changes. KPLC embarked on a rigorous S) tcmlbusiness, re­

engineering e ercise commencing in 1995 through an institutional strengthening project ''hose 

objccthe \\ere mainl~ to: ·Make the organization more customer focused, cstabli hing a one 

stop customer ef\ ice and enhancing the billing process: Refocus the organiJ'..ation to its ne'' 

mand3te: Pursue the corporate 'ision and mission; Establi h full)' fledged business units; 

Optimize on usc of resources and rc' ie'' and realign the business proce scs. 

After the implementation of the institution3l strengthening project. the business restructuring 

ensued so as to re\ iev. the organitation structure to suit the realigned business processes and 

focus more on the folio\\ ing objecthes of: -creating a ne, .. business philosophy that impacts on 

the quality of scr\ ice deli vel): realigning the business processes and eliminating unnecessary 

ones taking into account the latest business trends; rationalizing further as a result of the new 

market structure; rationalizing fully fledged business units and fostering a business culture at all 

operating levels; implementing a leaner, flatter organization structure that best supports the 

corporate business processes and philosophy. and reducing costs through optimization of 

resources as a result of realignment and consolidation of processes and functions. 

Within the context of these business restructuring efforts and the above objecti\:es, KPLC 

Management drew up a program targeted on fulfillment of some performance indicators (which 

were mainly bench marl,;cd along the international !>tandards and status of the organiLations' 

pcrfom1ance, then). The details of the drawn up targets for these pcrfonnance indicators 

(relating to sef\ ice quality and financial perfonnance) arc hereto attached as Appendix 2 (the 

KPLC July. 2003 monthly report of ke) perfonnance indicators) from which the service quality 

indicators have further been extracted and shown as Appendix 3). 

It i ~ evident that KPLC Management did not conduct a customer service surve) to arrive at the 

targets relating to the service quality indicators. A letter to this effect is hereto attached as 

Appendix 1. Within the context of above objectives, the improvement of service was to result 

from the "implementation of a leaner. flatter organization structure that best supported the 

corporate business processes and philosophy''. The implementation of the flatter organization 

'~as dri,en by the need of decentralization of services. 

A specimen of the t\\O comparathe structures before and after restructuring, (hence. 

decentralization of services) is attached as Appendix 4 and Appendix 5 showing part of the 

structure at the Regional level (after the restructuring) and Area level (before Restructuring), 

respectively. As the Restructuring \\as carried out, the Areas \\ere re-organized and renamed 
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Region . As is C\ ident from the ne\\ structure in Appendix 5, de-centralization of sen ice:> \\as 

realized through: • 

(i) Reduced lc\els of hierarch) in the management structure. thu making the customer's 

proximit) to top·lc\cl management clo cr. 

(ii) Creating strategic business units in form of Regions and for purposes of effect he supervision 

and effective customer service. Regions were further split into zones whereby a zone is the 

basic operating unit '' ith customer contact. Senior and empowered staff ''ere recruited as 

Zonal I leads to manage these zones. This wa), the decision·making ''as made closer to the 

customers. thus enhancing customer sen ice delivery through faster resolution of complaints 

and instant decision·making. 

(iii) Also. Zonal Heads were charged with the responsibi lity of entire business processes rather 

than in the earlier structure where the Company was organized on functional basis. During the 

functional organization, customer:>· requirements of service used to transcend several 

functions and no one function could ''holl> and effectively deal with the service delivery. In 

the new structure. the Zonal Head \\aS to be a one·customer contact for all functions. that may 

relate to the needs of required customer sen ice. Realization of one stop service was, therefore, 

more easily realizable in the new structure. 

(iv) With the flatter organisational structure, the Functional Heads are involved in the strategic 

issues of planning, monitoring, evaluating, training, etc. The Zonal Heads are the operational 

managers and serve as holistic Customer contacts. 

Emphasis of the service quality delhery. is further evidenced b) the enumerated items of the 

"Primary Focus·· of the Restructuring ,-..hich were listed as: · The customer and quality of 

service; Reducing number of Divisions and optimising span of control; Creating commercially 

viable business units; Re·delining the role of Head office; Staff optimization and reduction and 

dri\-ing down costs. The emphasis of improved quality of customer service in the 

decentralization of sen ices \-\-ithin the wider restructuring program was and has been a primary 

focus. 

1.5 tatement of the Problem 

Christopher et. al. (1991 ), view customer service as concerned with the building of bonds with 

customers and other markets or groups to ensure long term relationships of mutual advantage. 

George and Shirle)·Ann (1995}. further posits that "Needless to say, in the corporations of 

1990s. quality and indeed sen ice qualit). is coming to be vie,..,ed as the major strategic variable 

in the banle for market share and excellence of service in the critical corporate priority". 
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In order to deli\cr quality customer scnice. there b need to understand seJ"\ice quality from 

both the customers· nnd sen icc pro\ idcr"s perspecti-.e and mean~ of measuring. recording and 

monitoring the quality need to be understood. also. More recent research by George and 

h 1 rley-Ann ( 1996), has come up '' ith a P-C-P model afier SC\ eral criticism!) of the 

ERVQUAl. model. These criticbrn) thro" light to rclc\ancc of explicathe studies of 

percei\ ed service quality in different industries. 

In Kenya. researches on 'perceived SCI"\ ice quality' have been carried out so far (e.g., by 

h'aura. 2002: Maina. 2001: M\\Cnda. 1987). HO\\C\Cr, these studies tend to focus on 

percei,cd ser\·ice qualit) in general but not in response to an actual program based on customer 

seJ"\ ice enhancement. Besides. the findings of the abo\ e re earches cannot be generali1ed to 

KPLC, ''hich is in the public service utilit) industry. This study will also include a comparative 

context of the customer's perception with the management's perspective of the service qualit). 

Driven by the forces of energy sector statutof) reforms. customers' demands for IO\\er prices 

and customers' demands for enhanced senice qualit) dcli\ef)·. inter alia, KPLC undertook a 

restructuring program from 1997. 'I he re!)tructuring was carried out '' ithin the objecti\e of 

mainly improving the financial perfom1ance and senice quality delivery. Towards improving 

the service quality delivel), the organizational structure \\US made flatter with the aim of 

effecting decentralization o f services. In order to maintain continuous monitoring and evaluation 

process. KPLC identified several performance indicators which would be measured and 

evaluated on monthl) basis. These performance indicators, mainly, relate to both financial and 

seJ"\ ice deli vel) performance. The service quality indicators, as identified by KPLC 

Management, are detailed in Appendix 3 and \\ere are the management's perspecti\e. llowcver, 

there was no customer survey (or Marketing Research) done at the time to explore the 

customers' perspective. This study, therefore. attempted to answer the following questions:-

a) As a uti lit) sen ice enterprise.'' hat is the customers' e:xpcctation of KPLC service?. 

b) As a utilit) senice enterprise. \\hat is the pcrcci\cd senice quality by the KPLC 

customers?. 

c) Arc there differences in the perceived sen ice qualit) by the different segments/categories of 

KPLC customers (i.e. Domestic. Small commercial and Large commercial)? 

d) Do the customers· expectation of sef\ice qualit) differ in an) way from the management's 

perspective as gauged from the scf\ice quality dimensions identified and used at the onset of 

the decentralization of scf\ices resultant from the restructuring program b) KPLC?. 
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1.6 Objccti\'CS of the . tud) 

The objecti~es ofthis tudy werl!: -

(i) To determine the cu tomers' expectations of KPLC sen ice. 

(ii) To determine the percei\cd sen ice qua lit) of KPLC customers. 

(iii) To determine \\hether there are differences in the percei,ed service quality of the various 

categories of KPLC customers. 

(h) To establish \\hether there is a match bet\\een the management's perspecti\'e and the 

customers· expectations of service qual it) in KPLC. 

J. 7 Im por ta nee of the tudy 

The results of this stud) arc C:\pected to be of use to the foliO\\ ing: -

(a) The KPLC and other public utilities in understanding \\hat the customers regard as quality 

service. Efforts can then be made to match the expectations of customers with resources 

channeled to revamp the areas of weaknesses while sustaining the strong points. 

(b) Other service providers, especially in the related utility industry, \\hen formulating service 

quality or when launching programs which rely on service quality as a major consideration 

or as a competitive edge. 

(c) The Ministry of Energy and Electricity Regulatory Board (ERB) as stakeholders of the 

energy sector, rna) find the stud) useful in understanding the determinants of service quality 

from the customers' perspective. This may facilitate effectiveness in their surveillance and 

regulatory functions of the sector. 

(d) Other Scholars and Researchers who may use it as a source of reference. 
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CHAPTER T\VO 

2. LITERATLRE REVIE\\' 

Introduction 

The broad objective of thb study ''as to determine the KPLC customers· expectations and 

perceptions of sen ice. their en ice qualit) or qual it) gap and the differences in sen· icc quality 

of various categories of the customers following decentralization of sen ices in a restructuring 

program. In that respect. the following related topics \\ere CO\ered in this literature review in the 

order presented:- restructuring; decentralisation of services: customer service; ser\ ice quality: 

perceptions and percei,ed quality: evaluation of sen ice qualit): sen ice quality models: 

Sf RVQUAL and scr\ice gaps: determinants of sen ice quality: and. measurement of service . 

2.1 Restructuring as a Strategic Change 

As Companies seek to strengthen their existing core competencies and build new ones in order 

to compete more effective!). they ha\e had to go through some strategic change. Charles and 

Gareth ( 1998) define strategic change as "the movement of a com pan) from its present state to 

increase its competiti\e advantage". Equall) , Rosabeth ( 1997) defines change as the process of 

analysing ''the past to elicit the present actions required for the future". It involves moving 

from present state, through a transitional state, to a future desired state. According to George 

( 1998). the ver) nature of a '"orld econom) embracing free markets and free enterprises implies 

constant change and adaptation to the d)namics ofthe system. 

Most of these Companies ha'e been pursuing one or a combination of the three major J...inds of 

strategic change - Re-cngineering, Restructuring and Innovation. In recent years reducing the 

scope of companies through restructuring has become an increasingly popular strategy 

particular!) among the companies that diversified their activities in 1960s, 1970s and 1980s. 

In most cases companies that are engaged in restructuring are divesting themselves of diversified 

activities in order to concentrate more effectively on their core business. 

According to Charles and Gareth ( 1998). restructuring, as a form of strategic change has been 

the buzz-word of enterprises since the last decade and has main I)' been in form of the following 

two basic steps: -

a) Organization's reduction of its le\el of differentiation and integration by eliminating 

di' isions. departments in Je, cis of hierarchy i.e. changing towards a flatter structure from a 

tall hierarchical structure. 
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b) DO\\OSizing b) reducing the number of its emplo)ee to reduce operating costs. 

Restructuring hns nlso been ba ed on the notion that some activities \\ ithin a busine scs' 

\alue chain are more critical to the succe s of the business stnueg) than others. 

'I he critical considerations of the restructuring activity. has mainly re\ ohed around: - Making 

the stratcgicall) critical (or core) acti\'ities. the building blocks for designing the organization 

structure and integration of support acti\'ities around the critical acti .. itie~; Designing the 

organi1ational structure around customers - the structure need to be facilitative of effecthe 

cuc;tomcr contact \\ ith organization. Changes in the relationships bet\\een divisions or functions 

are common in restructuring programs. Example of such is the 18~1 ''hich '' ithin the effort of 

cutting down de .. elopment costs and speed} co-operation among engineers, created a ne'' 

dh ision in 1994 to take control of the production of microprocessors and memo!) systems 

(Gareth ct. al.. 1998, pp. 446). 

According to Charles and Gareth ( 1998). forces driving Restructuring in organizations, include:-

0\Cr-diver ification: There is plenty of evidence that in the hey days of corporate 

diversification movement, \\hich began in the 1960s and lasted until the early 1980s many 

companies over-diversified. More precisely. the bureaucratic inefficiencies created by expanding 

the scope of the organization outweighed the additional value that could be created (by 

diversification) and the company performance, declined. As performance declined the stock 

price of many of these diversified companies fell and they found themselves vulnerable to 

hostile take-over bids- this led to the need to restructure in order to redefine and reduce their 

scope. 

Competition: In the 1980s and 1990s many diversified Companies found their core business 

area under attack from new competition. In order to re-devote the necessary attention to their 

troubled core acti,ities. top management found it necessar) to shed its diversified activities, thus 

leading to restructuring efforts. 

Innovations in management processing and strategy: These have diminished the advantages 

of vertical integration or di,ersification. In response. companies have reduced the scope of their 

activities through restructuring and divestments. 

The global trends cited above have equally been prevalent in Kenyan firms, most of which have 

had to compete in the global environment. The main forces which have been driving the 

restructuring activities in Kenya and \\hich have been rampant in the last decade include, 

amongst others. the foliO\\ ing: -



Cu\lom~r pre.nure: 1o t firms ha\c had to restructure to conform to emerging demands of 

enhanced quality in the le\el of service and products. 

T~clrnologicu/ de~·tlopment: This has led to gr0\\1h of capital intenshe manufacturing, rapid 

technical ob ole cence leading to reduction of staff and centralized operations. Information 

f'echnology {IT) dc\elopment has had remarkable input into this arena. 

Donor pres~ure far impro~·ed financial performance: Reliance on funding from multilateral 

donors like the World Bank, African Development Bank and the International Monctaf) fund by 

the Kenya Government, has had the impact of intensified pressure tO\\ards irnpro\ed financial 

performance by most public institutions. viz: - Kenya Po\\cr & Lighting Company Limited. 

Telkom !Kenya) Limited. Kenya Commercial Bank. National Bank of Kenya, e.t.c. -In mot 

case • there has been additional pressure to the GO\cmmcnt to di\'est its stock from these public 

institutions in order to make them more independent and competitive. 

Legiltrution: Donor have also intensified pressure of a shift from monopoly status to 

commercial status by most public institutions \\ithin the efforts of enhanced financial 

performance. In some cases this pressure has been in the form of changed legislation like in 

Kenya PO\\er & Lighting Company \\hich had to shed off the generating function to a new 

Company- KenGen. and Telkom which had to shed off the licensing status to a new body -

Communications commission of Ken) a. etc. 

Gm·emment p(}/icy of encouraging prh•ate sector Participation: This has facilitated global 

competition arising from facilitated entry of new competitors in the local markets. This is 

evident, for example. in the electricity generation function which has seen new entrants in form 

of Independent Power Producers like. lbera-Africa, Westmont. Or-PO\\ Cr. etc. 

The above forces have had the effect of accelerated restructuring activities of most firms in 

Kenya, aimed at reduction of costs. enhanced level of customer service and building competitive 

positions \\ ithin the global ized competitive environment. From the current trends. it is evident 

that "idespread restructuring of enterprises ''ill continue unabated. According to George ( 1998). 

ha\ ing accepted the necessity of restructuring. ho\\e\'er. the issue of how to carry it out becomes 

all too important. Then: are many \\ays that enterprises can restructure but, whiche\'er way. 

consideration must be borne of the interests of all stakeholders or partners in the enterprise, both 

internal and C:\temal. One stakeholder. the customer. has been a primary focus in these 

restructuring acti\ itics and the greatest gains benefits to the customer has been realized through 

decentralization of services as one object of the restructuring. 
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2.2 Decentra lization of en icc 

DeccntraliLation of sen ices connotes delegation of authority to tho c in\'Oivcd in the service 

dellvel) activities in the organization , .. hich in effect leads to cmpo,vcnnent of the 

organization ·s frontline stafl~ "ho are mainly in contact v' ith customer.;. Charles ct. al.. ( 1998) 

explains that "Authority is centralized "hen Managers at the upper levels of the organizational 

hierarch) retain the Authority to make the most important decisions, \\hen authority is 

decentralized. it is delegated to divisions. functions. managers and workers at IO\\er levels in the 

organization ... 

According to Denver and Werbel ( 1979). centralisation refers to concentration of decision­

making authority at higher le,els of the organisation. e~peciall) in determination of the methods 

and procedures to be used at \\Ork. Research finds that centralization can reduce nexibilit). 

decrease autonomy. increase isolation, and lower job satisfaction "hich in tum can heighten 

conflict betv ... cen Departments (Hagen & Aiken, 1967~ Pfeffer. 1981 ). Indeed Research in 

marketing supports the view that greater centralisation increases levels of alienation. lo" ers the 

degree of participation in decision making and inhibits healthy exchange of ideas and 

constructive criticism "ithin an organisation (Barclay, 1991 ; Deshpande, 1982; John & Martin, 

1984: Rukert & Walker, 1987). 8) delegating authority in this fashion, managers can economize 

on bureaucratic costs and avoid communication and ordination problems because infonnation 

does not have to be constantly sent to the top of organization for decisions to be made. Charles, 

et. al. ( 1998), cites the foiiO\'wing as the main advantages of decentralization:-

(a) When strategic managers delegate operational decision making responsibil ity to middle and 

first level managers, the) reduce information overload, enabling strategic managers to spend 

more time on strategic decision making and consequent!) they can make more effective 

decisions. 

(b) When managers in the bottom layer of the organization become responsible for adapting the 

organization to suit local conditions, their motivation and accountability is enhanced. The 

decentralization. thus. results in promotion of organizational flexibility and reduces 

bureaucratic costs because lower level managers are authorized to make on-the-spot 

decisions. This also enhances effecti\e customer service as decisions involving customers· 

complaints and service are attended to by the empo\\ered front line staff who arc alwa)s in 

contact with the customers. 

(c) When IO\\Cr level employees arc given the right to make important decisions. fewer 

managers are needed to oversee their activities and tell them , .. hat to do and fc,, er managers, 

of course, mean lower bureaucratic costs. 
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Though decentralization is so eflective. centralization has its advantages, too. According to 

Charles ct. at. ( 1998), centralized decision making altO\\S easier co-ordination of the 

organizational acti\ ities needed to pursue a company's strategy. If managers at all lc\els can 

make their own decisions. O\Crall planning becomes e:\.trcmcl) diOicult and the Company may 

lose control of its decision making. Also centralization means that decisions fit broad 

organizational objecti\CS. A balance. therefore, needs to be (,truck to arri\:e at the Je,cl of 

decentralization or centralization. ~1anaging the strategylstructure relationships ''hen the 

number of hierarchical le\cls becomes too great is difficult and expensive. As compan)' size 

increases. however. decentralization may become less effective. ln the current competitive 

environment, customers demand increasing!) effective decision making devoid of bureaucratic 

delays, this requires attainment of a reasonable level of decentralization of services to conform 

to this need. 

Cannie and Caplin (1991). outline some difficulties an organization rna) face while trying to 

provide best services to customers which include lack of coordination of the service process; 

decision making power that is too remote from customers; indifferent, unmotivated powerless 

emplo)ees; amongst many others. Decentralization of services has been used to cross all these 

barriers to providing efTecti\e customer service. 

2.3 Cu tamer Service 

According to Kotler (1997), customer Service is a core business process which entails "all the 

activities involved in making it easy for customers to reach the right parties" ithin the company 

and receive quick and satisfactory services, answers and resolutions of problems". Initially, 

marketing as a discipline developed in connection with selling of physical products. l lowever, 

through the years, as the economies have grown more and more complex; it has become 

necessary to look at marl-eting from broader view point of the marketing of services. 

The meaning of customer service varies considerably from one company to another. Lalonde 

and Zinser ( 1976) found a range of views. \\hich include: -

(i) All the activities required to accept. process. deliver and build customers in accordance 

"ith the customers· expectations. 

(ii) A complex of activities involving all areas of the business that combine to deliver and 

imoice the company's products in a fashion that is perceived as satisfactory b} the 

customers and \\hich ad,ance the compan}·s objectives. 

(iii) Total order entry, all communications with customers, all shipping. all freight, all invoicing 

and total control of repair of production. 
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(h) Timel) and accurate deliver) of products ordered b) customer \vith accurate foliO\\ up 

and enquiry re ponse including timely delivery of invoice. 

Christopher et. al. ( 1991 ). 'ie\\ customer service as concerned "'ith the building of bonds with 

customers and other markets or groups to ensure long-tenn relationships of mutual advantage. 

He looked at customer sen ice as a process ''hich provide time and place utilities for the 

customers and '"hich invohes pre-transaction considerations. transaction and post-transaction 

considerations relating to the exchange process with the customers. lie notes that provision of 

quality customer service involves understanding what the customers buys and detennining how 

additional value can be added to the product or sen ices being offered. 

According to Robert et. al. ( 1987). quality service has a link to market growth and profitability 

resulting from loyal customer base. A study by the Strategic Planning Institute of Cambridge at 

Massachusetts looked at the difference be£\,een companies that customers rate as average and 

belo'' average in sen ice qual it). It found that those rated above average grow twice as fast, 

charge I 0% more and have a substantiall)' higher return on sales (Robert ct. al., 1987). Another 

study of U.S. office of consumer affairs found that productive customer service could turn into 

significant profit center (TARP, 1986). 

ln order to deliver quality customer service, there is need to understand service quality from 

both the customers and service provider's perspective and means of measuring, recording and 

monitoring the qualit) need to be understood, also. 

2.4 Service Quality 

According to George and Shirley-Ann ( 1995), quality is a difficult concept to define and 

measure, yet in marketing. the quality- both financial and non-financial is assuming increasing 

importance throughout the "orld for a number of reasons, viz: -

a) As the American Nurses Association puts it, succinctly, "A profession's concern for the 

qual it) of sen ice constitutes the hearts of its responsibility to the public". 

b) The service sector has become the major growth industry during the Iauer part of this 

centuf) and according to one estimate, it constitutes around 67% of the GNP (Gross national 

Product) of Canada and the USA respectively. Given the rapid growth in the service 

industry, imprO\ ing service qualit} is of paramount importance to all organizations. 

Unfortunately, because of lack of research. no reliable. universal yardstick has been 

established for the objective measurement of service qualit). 
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c) A number of large ser. ices are pro\ ided b) Go,emment bodie~ ''hich constitute a major 

drain on financial resources. and consequently. accountability and obtaining ' alue for money 

(in other words, good qual it} ser. ice) have become issues of major concern. 

~twaura (2002). posits that the unique characteristics of ser.ice:> from goods. that is, 

intangibilit). variability (or heterogeneity), perishability and inseparability must be 

acknow I edged for a full understanding of ser.ice quality. The conceptualizing of service quality 

into a definition that captures all variables has remained elusive to man> researchers. Uubben 

( 1995). obser.es that although the four constructs are distinct. they are related attributes of 

consumers· perceptions of ser. ice qual it}'. Parasuraman et.al. ( 1985). in developing the service 

qualit} model defined service quality as the gap between e:-.pected service and perceived 

sen ice/performance. 

2.5 Perception and Pcrcci' ed Quality 

Perception is the process'' hich 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 entire process by which an individual becomes aware of environment 

and interprets it to fit in his own frame of reference. 

According to Kibera and Waruingi ( 1988), perception of an object or event is the result of the 

interaction of {\\0 t}pcs of factors. 

(a) Stimulus factors, which are characteristic of the physical object such as size, colour, weight 

or shape. 

(b) Individual factors." hich are characteristic of the individual. These factors include not only 

sensory processes but also past experience with similar items, basic motivation and 

expectations. 

Marketers are interested in perception because it involves \\hat customers believe. To provide 

satisfaction effectively in the market place, marketers must understand how all their marketing 

acti\ ities are pcrcei,ed because perception greatly influence bu) er behavior. Consumers 

perceive the same situation different!). Kibera and Waruingi (1988) point out the following 

perception characteristics. name I}: - Consumer perception is objecti\'e: Perception of the 

consumer is selective; Perception of the consumer is time related; Consumer perception is 

summative. Consumers take many sensations that reach their awareness almost simultaneously. 

These summations add up into a complete and unified whole before a consumer can react to 

them It is difficult to concci\'e hO\\ consumers could e\er make their minds to buy if it were not 

for the fact that perception is summathe. 
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Perceh ed Q ual it) 

Percei\lcd qualit) can be defined as the customer's perception of the overall quality or 

superiority of a product or ser\lJce '' ith respect to its intended purpo e. relati\:c to alternative 

(Zeithaml, 1988). Percei\ed qualit) is. first a perception by consumers. It thus differs from 

several related concepts such as actual or objective quality ''hich refers to the CC\tent to which 

the product or service delivers superior service: product based quality '' hich refers to the nature 

and quantity of ingredients. features or ser\ ice included: and manufacturing quality" hich refers 

to conformance to specification, the '·zero defect" goal. 

Percei'.ed quality cannot necessarily be objectively determined. in part because it is a perception 

and also because judgments about "hat is important to customers are involved. As Welch 

( 1981 ), Chairman and CEO of General Electric said ... The customer ... rates us bcner or worse 

than somebod> else. It is not 'er) scientific but it's disastrous if you score low". 

Perceived quality differs from satisfaction. A customer can be satisfied because he or she had 

lo" expectations. Perceived quality also differs from attitude - a positive attitude could be 

generated because a product of inferior qual it) 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 

information cues that they associate with the product. These informational cues have been 

dichotomized into intrinsic and extrinsic cues (Olson, 1977; Olson and Jacaby, 1972). Intrinsic 

cues involve the physical component of the products (e.g. navour. colour, te•ture, e.t.c.). 

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. price, brand name, level of advertising, amongst 

others. 

2.6 Evalua tion of en-icc Qualit)" 

Consumers when purchasing goods employ many tangible cues to judge qualit). When 

purchasing services, fe\\ cr tangible cues exist (Mukiri, 200 I). In most cases, tangible evidence 

is limited to the service provider's ph}sical 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. There arc notable differences in manufacturing and service sectors as 

enumerated in the following table. 
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Dif!ue11ces in the Manufucturing u1rd Sen·iu Seeton: 

Manuf.cturine Sutor '-tnic~ ector 
. 

Produc:t is tangtblc: en r~;c wn rsts oftang~ble and intnngtblc: components. 

Back orders arc pussible Scf'\ ices cannot be :;torcd; it not used, lhC} arc lost 

Producer or compan~ is :lhc: onl.> Producer and custOmer are both in\'Ohc:d in lhe dc:li\cr) of lhe 

part) in,ohed in the making of the: sen icc. 

product 

Product can be resold SCf\·ice amnot be resold 

Customer usually provides formal Formal spccilications need not be pro,idcd b.> lhe consumer. In 

specifications for the products fact. in monopolies in\'ol\ing public utilitic: such as clectrieil) glb 

telephone, etc., federal and state laws dictate lhc requirements. 

Customer 3CCCpUlllce of the Cu!>tomer sati~faction is difficult to quantif} because a bcha\iorol 

product i~ easil} quantifiable component associated \\ith delhe~ of the scnicc is in,ohed. 

0\\ncrship of product change Rendering of a service takes place o"cr an interval of time. 

hands at a specific point in time 

Sourct: Jlmitaw1 (1998), Funlfanrentub of Quality Colllrol and lnrpro1·~nrl!nt, l int Indian Rt'print, 2001 (pp 650) 

If a service pro\ider knO\\S how the consumer \\ill evaluate the service then it is possible to 

sugge~t ways on ho" to influence these C\aluations in a desired direction (Gronroos, 1982). 

Christopher et. al. ( 1997). note that service quality is the ability of the organiLation to meet or 

exceed customer expectations. In this context. customers' expectations may be defined as the 

desires or wants of customers. that is. \\hat they feel a service provider should offer rather than 

would offer. It is worth noting that in an industrial marketing or business-to-business context, 

the concept of expectations might be modified to encompass the idea of ·negotiated' 

expectations. That is, service quality is measured in terms of the extent to which performance as 

perceived b} the customer meets or exceeds Je .. els of expected services. 

2. 7 en ice Quality Models 

Sasser, Olsen and Wyckoff ( 1978) discussed three different dimensions of service performance: 

levels of materials, facilities and personnel. This implies that service qualit} involves more 

outcomes; it also includes the manner in ''hich the service is delivered. Other research on 

service qualit} brought out other notions. Gronroos (1982), postulated that t\\O types of service 

quality exist: 

(a) Technical quality which involves \\hat the customer is actually receiving from the service. 

(b) Functional quality. \\hich imolves the manner in \\hich the service is delivered. 

According to Palmer ( 1992), for comp:lnies to better understand the expectations and 

perceptions of their customers they can usc the SERVQUAL technique. It is applicable across a 
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broad range of SCr\ ice industries and can be easil) modified to take account of the specific 

requirements of a com pan) (for more details. see section 2.9). 

More recent research by George and Shirley-Ann (I 996). has come up with a P-C-P model after 

seveml criticisms of the SERVQUAL model. The P-C-P model attempts to pur~ue the 

development of measurement scales for specific service industry sector. The basic premise of 

the P-C-P model holds that : -

(i) lherc is a growing need to develop SCr\ ice specific dimensions/attributes. 

(ii) fhe dimensions of Sl RVQUA L and other models do not adequately address some of the 

more critical issues associated \\ ith the assessment of individual services. e.g. patient care, 

the quality of information or the quality of education received from an organi1ation. 

(iii) A combined (single) scale should be used to measure the "gap" bemeen expectations and 

perceptions. as opposed to two separate scales. 

(iv) lndi\ idual dimensions should ha\e different weights attached to them to indicate the 

importance \\ith \\hich they arc held by the consumer. 

The P-C-P model can best be described by examining the figure on the page overleaf. According 

to the model. e\Cf) scr\·ice consists of three. albeit overlapping areas where the vast majority of 

the dimensions and concept \\hich have thus far been used to define service quality can and will 

be included. These ranked levels can loosely be defined as the inputs. processes and outputs of a 

service organization. This notion is somewhat similar to the system model of an organization 

and hence the division of the model into three hierarchical levels - pivotal (outputs). core and 

peripheral (jointly representing inputs and processes). 

The pivotal attributes, located at the apex of the pyramid, are considered collectively to be the 

single most determining influence on the satisfaction levels. or othem·ise. experienced from the 

whole service encounter. Thus. they arc defined as the "end product" or "output" from the 

seT'\ ice encounter: In other \\Ords. what the consumer expects to achieve and receive. perhaps 

even "take a\\ a) ... \\hen the scr\·ice process is dul) completed. Core anributes. centered around 

the pivotal attributes. can best be described as the amalgamation of the people, processes and the 

sen ice organizational structure through \\hich consumers must interact and/or negotiate so that 

the}' can achieve or receive the pivotal attributes. Expressed simpl)', during a service encounter, 

if the consumer comes into contact with anyone or anything in the service organization, then 

these will essentially be considered to be core attributes. The third level of the model focuses on 

the peripheral attributes which can aptly be defined as the ''incidental extras" or frills designed 

to add a "roundness" to the service encounter and make the whole experience for the consumer a 

complete delight (see the figure on next page). 
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Looking at the model proposed b) George et. al. ( 1996). it i nlso pertinent to discu:.s the impact 

that they belic\C each of these attribute ()pes may ha\C on the atisfaction levels and hence. the 

ser\ice qualit) outcomes of a panicular organization. The) sugge t that ''hen a consumer 

makes an evaluation about a ser\·ice encounter. he/she inherently attaches more 

\\eight/importance to the achievement of the photal attribute's. and so. if the scf\ ice is 

experienced only once, and all the items embodied in the pivotal attributc/s arc achieved (i.e. the 

ke} output met all the customer's stated requirements. perhaps even exceeded them) with a 

lower degree of achievement of core and peripheral attributes, then the consumer can be 

expected to be rcasonabl)' satisfied. llowc,er. the} realize that this ma} not ah\.a}s be the case; 

as the service is used more frequent!}. the core and peripheral attributes may begin to assume 

greater importance. If the pivotal feature of the senice is deJi,crcd to a consequently high 

standard, then the consumer , .. ill begin to look more rigorously and thoroughl} at the other 

features (core and peripheral) to see if the). too come up to the same high standard; in man} 

respects, this in fcrs a t} pe of hierarchical ordering unti I all the service attributes have been 

criticall)' assessed. Again. it must be emphasized that irrespective of the service, the customer's 

satisfaction le\.els rna) depend more on the output of the service, and (relati\.ely) less on the 

personnel and the organizational structures (core and peripheral attributes) involved. The 

challenge facing an}' service, therefore. is to delight the customer in all three areas (pivotal, core 

and peripheral attributes) so that the service becomes I 00 per cent satisfactory. 

Skeletal Framework Designed to aid the measurement of service quality (the P-C-P model) 

PI\ or \1 

L 
\TIRIRt~rrs 

The end product or 
o.p from ~n.1ce 
encounter 1e What 
the CUSt e'p«IS lO 
acbiC\C &. tale IWI) -

C'QBt:ATIRIIU n s 
The people, proc~~& orpn1sauon 
structure throuah wh1ch lhe 
con~umc:r must mtcrnct and/or 
negot1ate '"order to ochoc~e &. 
rccci\C the PI\OtJI Aunbutc~ 

f'FRIPIIF ll\1. ATIRIIll · ·s 

Occrcasmg lmporUnce 
(\\C:Ight.ng) of Annbutcs 

lr~~:•dentill cw~ or (nib dc"~tnc:d to .ldd aroundncu to 
lho: scm .. -e &.. make tile 'I' hole expcucncc a complete 
d.:hltht 

Source: Georg~ 11nd Shirltty·Ann (1996), Rmtionshlp of thtt attribute lttvds to urrlce qu11/ity 11nd customer 

Siltisfllction, Intem11tional Joumal of Qu11lity and Rttliability Han~ement, fl0114 No. 3, 1997, pp. 174. 

20 



Operationu/iz.i,g th~ P·C·P Mod~/: 

According to George and hide) ·Ann ( 1996). any SCI" ice sector or indh idual service 

organization "hich plan!l to adopt the P·C·P model should begin b) asking itself the following 

three questions, nt the out ct: · 

(i) What arc the output or "deliverables" from our ser\ icc to our customers?: 0) addressing 

this question the organization will be able to idcntif) the pivotal attributes that are relevant 

to its service operations. 

(ii) Who arc the personnel imohed and ,.,hat are the organizational structures that ha\e a role 

to play. in the deliver) of the service? Successfully understanding the role of the personnel 

and the organizational structures imol\ed in the deliver)' of the service \\ill enable the 

organization to recogniLe and isolate the core and peripheral attributes. 

(iii) H O\\ can "c deal with the customers' changing expectations as they repeated I} experience 

the "same" service? If \\e accept the premise that quality management is a quest for 

continuous imprO\cmcnt, it is imperative that constant references are made back to the 

consumer - the service organiz.ation," must become obsessed by listening frequently, 

systematically and naively to the customer". A consumer approaches a service 

organization ,., ith certain needs that ha\e to be addressed, and he/she will interact with the 

organization and its personnel in a unique manner that can never, and will never, be 

carbon·copied by any other customer-service personnel interaction. In this respect, the 

sen icc organization cannot treat its customer base as one homogenous. A consumer who 

is experiencing the sen·ice for the first time may inherently attach more \\eight to the 

ke) /pivotal attributes than would consumer,., ho frequently uses the same services. 

2.8 ERVQUAL (sen ice quality) model and Senice Gaps 

Products can be good or impressive on their own but this is not what customer wants. The 

products and sen ices !:>hould meet customer's needs. It is important that the said company's 

product5 meet the needs and c:\pectations ofthe customer (Okatch. 2000). Customers generally 

have e:\pectations of quality deliver) based on word of mouth, past personal needs and external 

communications from the service provider experience. Owino ( 1996). identified five gaps, 

\\hich 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 sen ice quality. 

Palmer ( 1992). identified five gaps where there may be a shortfall between expectation of 

sen ice level and perception of actual service delivery. 

Gronroos ( 1982). introduced the first comprehensive model of service quality. Parasuraman, ct. 

al., ( 1985) amplified the model and refined Gronroos· framework. Research by Parasuraman, ct. 

21 



al.. ( 19 5) has indicated that consumers' qua lit) perception arc influenced b> a seric of four 

di tinct gaps occurring in organi1ations and \\hose summati\c effects lead to a fifth gap. These 

sen ice Gaps are shO\\ n in the figure bclo" (Conceptual Model of Sen ice Quality). 

CO~CEPT AL ~lODEL OF SERVICE QUALITY 

Consume 

Marl...eter 

C \PI 

CAPS 

CAPJ 

C.\P2 

Scl'\'u;e deh\CI) 

mcludmg pre· and post· 

eonl.lCtS) 

Tr.uuuuonolpcroqnHHU 
11110 sen ICCoq113hl} 

srccafi.:auons 

Marnsgcmcnt pcr~puons 

of con•umcr C:\J'«I.1liOn) 

GAP4 

commUnll.'llliOIU IO 

Source: Parasuramao A., Zeithaml A. V. and Leonard L.B., "A conceptual model of sen ice Quality and its 

implications for future research, ", Joumal of Mark~ting, Fa ll 1985, p.44; Lo,elock (1996), Services 

) t arketing, Jnl Edition, Prentice llilllnternational, pp 469. 

GAP 1: Difference between management 's perception of consumer t!.l:pectations and 

Consumer 's expected lervice: 

Knowing what customers expect is the first and most critical step in delivering quality service. 

Providing a senice 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 utility compan) (lil-..e KPLC) can invest in improving the office environment 

while the customers prefer an interruption- free supply. The difference between what customers 

expect and \\hat management perceives they expect is often the result of overlooking the need to 

fully understand customer's expectations. Since service has clearly defined and tangible cues, 

gap one is consistentl} larger in service organizations than it is in manufacturing. 

Mugo (2000) suggests that the key reasons for gap one are: - Lack of marketing research 

orientations as evidenced by insufficient marketing research, inadequate use of research finding 

22 



and lack of interaction bcmeen management and customers; Inadequate upward communication 

from contact personnel to management.: and, too man) le\eiS ofmanngcment separating contact 

personnel nnd deci ion makers. To close this gnp, ( 1ugo 2000) funher suggests thnt market 

research must focus on relevant issues such as the features and considerations that are most 

impol1antto customers. This gap formed pan of the basis of this tudy ''here the management's 

pcr;pe~"thc \\as compared \\ith the customers· e:\pccuuions of the service quality. 

G .\P 2 Dijferetw! hetwee11 tire .Uanagemelll 's perceptio11 of camumer expec:tatimrs atrd tire 

tram/atimr afthe perceptioiiS imo Jervice quality specijicutiom: 

Once managers accurately understand \\hat customers e:\pect, their next critical challenge is to 

use this knowledge to set SCr\ icc quality standard for the organi1ation. Management rna} not be 

, ... ·illing (or may fail) to put in place the S}Stem to match or exceed customers· expectations. 

Resources· constraints, shon-term profit orientation. market conditions or management 

indifference could all account for gap h\O (the discrepancy bct\\een man3gcrs' perceptions of 

customers· expectations). Almost alwa)S, change requires a \\illingness to be open to different 

\\ays of structuring. calibrating and monitoring the wa> the service is provided. 

GAP 3: Differet~ce hetwee11 tire tra11slated Jervice quality specifications and tire service 

delit·ery• (including pre- and post- contacts): 

In some cases. management understands customers' expectations. sets appropriate 

specifications and still the service delivered by the organization falls short of customers' 

expectations. The difference bct\veen specifications and the actual service deliver} is the 

service performance gap: \\hen employees are unable or are unwilling to perform the ser\ice at 

the desired level. Unfortunately this ser\icc - performance gap is common in the service 

industf). Ke} reasons for gap 3 arc Role ambiguit}, Role conflict. Poor employee- job fit, Poor 

technolog} -job fit. Inappropriate evaluation/compensation system, Lack of teamwork. c.t.c. 

Empo,,ermg emplo}ecs to satis(v customers helps to reduce gap three. 

GAP 4: Difference betweetr tire promised 'len •ice (from external communications) a11d tire 

service de/il·ery (incllldilrg pre- and post- cotrtacts): 

Accurate and appropriate compan} communication - advertising, personal selli ng, and public 

relations that do not over promise or over represent a product or service is essential in delivering 

service that customers perceive as high in qualit}. The gap between what a finn promise 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 advenising, personal selling or any other 
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external communication set up unrealistic expectations for customers. actual encounters 

disappoint them. It i:, the role of marketing to ensure that external communications accurately 

(if compellingly) reflect \\hat happens in actual sen ice encounter:., v.hile operations in tum. 

mu t delhcr the promise. 

GAP 5: Difference betwun the cu.uomer.\ • expected .~·en•ice and the perceit.•ed .fen·ice: 

Ser\'ice quality is the discrepanc} bet\\ecn customer's expectations and customer's perception of 

the delivered sen ice. This discrepancy is gap five and is made of gaps one, two, three and four. 

The objective of management in organi1ations that '"ish to maintain a compctiti\C edge in 

quality sen icc deliver) is to close the gaps in all the four cases above. These result in closing 

ultimate gap bch\ecn the customer expectations and the customer perception of the quality of 

sen ·ice deli,crcd ( okoni. 1996). The quality that a customer perceives in a servicl! is a function 

of the magnitude and dirl!ction of the gap bel\\-een expected sen ice and perceived service. This 

gap is influenced b) the four preceding gaps. There is little chance of management acting in any 

meaningful way to close the gap between performance and expectations if these two key 

variables arc not defined and measured. If the gap is great. the task of bridging the subsequent 

gaps becomes greater and indeed it could be said that in such circumstances quality service can 

on I) be achieved by good luck rather than good management (Mugo, 2000). 

2.9 Determinants of Service Quality 

Parasuraman ct. al ( 1985). suggested there are number of basic dimensions of service quality 

that can be generalized across mark.cts. These arc:- reliabil ity, responsiveness, assurance, 

empathy and tangibles (to bl! referred to as 'generic dimensions'). These dimensions were 

derived from C:\tensi\e multi-market research and are reduced from ten service clements as 

sho" n inside the en ice Qualiry Model in the page. overleaf. The above generic dimensions 

can be used as the basis for measuring Sl!rvice performance as a starting point and then expanded 

to the industry or markets of stud> (Chri5topher et al, 1991 ). The perceived service qual it) as 

gauged from expected service and perceived service \vith service quality dimensions as inputs is 

shown in the figure below (Scr\ ice Quality Model). 
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ER\lCE Q ALrn 'tOOFL (Sho,,ing Percei,ed sen icc Qualit) from the sef'\ice Quality 
dimensions' input). 

Determinants of SCf\ ice 
qunlit) Word of EJ PD.St 
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I :!) Commurucation 
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4) Courtcs} 
5) Crcxlibilit) 
6) Reliabilit) 4 lt\pccted I 7) R~ponsi\-cncss Cf\ ICC 

8) Securit) 
Pcrcchcd 

9) rnngiblc 
service qualit) 

10) Undcr~lllndmaf.:"""mg ~ 

_.., 

.. Pcrcci\cd 
scf\ ice 

Sourc~ :Modifi~d and adopttdfrom:- Cltrilloph~r. PDJIIt ond Ballafll)'llt ( 1991), Rtlatiomlrlp marl.tting: bringing Quality, 

Customns Sen·iu and \larl..1ing To&tthtr, l.a\ tlod.: ( 1996), tn iu \larktting, J"' f'dition, Prentice llilllnttrnational, 

pp54J. 

Kotler (1997), summarized the dctcnninants of quality service into five as indicated below:-

a) Reliable. , .. hich is the abilit) to perfonn the promised service dependabl> and accurate)). 

b) Responsiveness, \\hich is the \\illingness to help customers and provide prompt sen ice. 

c) Assurance, "' hich refers to the knO\\Icdge and courtesy of employees and their ability to 

conve) trust and confidence. 

d) Empathy. which refers to the pro'vision of caring, individualized attention to customers. 

e) Tangibles, \\hich refer.; to the appearance of ph)sical facilities. equipment. personnel and 

communication materials. 

These the dimensions'' ill be referred to as "the generic dimensions of service quality". 

1\ccording to Palmer ( 1992), for companies to better understand the expectations and 

perceptions of their customers they can usc the SERVQUAL technique. It is applicable across a 

broad range of service industries and can be easil> modified to take account of the specific 

requirements of a company. According to Lovelock (1996), the most extensive research into 

service quality is strongly user oriented. from focus group research. /eithaml. Berry and 

Parasuraman ( 1985), identi fled ten criteria used b> consumers in evaluating service quality. In 

subsequent research, the) found a high degree of correlation bct\\ecn several of these variables 

and consolidated them into fi,e broad dimensions \\hich are same as the abo'>'e fi\e generic 
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dimen ions. The ten dirncn ions ''hich ore an expansion of the fi-.e generic ones. are as 

underlined bclov.: • 

Relinbi!itv (dependable, accurate performance): Re. oonsi\ eness (Promptness and helpfulne.., ). 

Assurance (competence. courtcsv. credibi lity, security): Empathy (easy ~. good 

communication. undc:rstanding the customer); and Tangible (appearance of phy~ical elemenb). 

The generic dimensions of sen ice quality arc explained abo-.c and. here-belo''. are the rele\ant 

definitions of each ser\ice quality dimension in the expanded list of items as they imp3ct on the 

customer or recipient of service: 

Competence - Possession of skills and knowledge required to perfonn the ser-.icc. 

Courtesy- Politeness, respect, consideration and friendliness of contact personnel. 

Credibility- Trust·\\ Orthiness. belic,abilit) and honesty of the service provider. 

Security- Freedom from danger, risks or doubt in the performance of the service. 

Access- Approachabilit) and ease of contact to the service provider. 

Communication - Listening to the customers and keeping them infonned in a language that they 

understand. 

Understanding the customer- Making the efforts to know customers and their needs. 

These ten sen tcc quality dimensions (or determinants) which are an e:o.pansion of the five 

generic dimensions. ''ere used for this study ofKPLC \\hich is in the public utility industry. 

2.10 Mea urcment of Service Quality 

Researchers and managers of sen ice firms concur that service quality involves a comparison of 

expectations" ith perfonnance. Le\\iS and Booms (1983). looked at service quality as a measure 

of how well the service level delivered matches customer expectations; Gronroos ( 1982), 

developed a model in which he contends that consumers compare the service they expect with 

perceptions of the service the} receive in evaluating service qual it); Smith and Houston { 1982) 

claimed that satisfaction "ith services is related to confirmation or dis-confirmation of 

expectations, they based their research on the dis-confirmation paradigm, which maintains that 

satisfaction is related to size and direction of the dis-confirmation (Churchi ll and Suprenaut, 

1982). In the measure of pcrfonnance. it is measure of percei\ed performance that counts rather 

than the real it}' of performance (Christopher et. al, 1991 ). 

To complete the definition of service quality \\e must emphasize that the measure of 

performance is essentially a measure of perceived perfonnance. In other \\Ords, it is the 

customer's perceptions of performance that counts rather than the reality of performance. 

Christopher ct. al. ( 1997) further argue that as far as quality of service is concerned then 
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·perception are realit) ·.The figure bciO\\ presents a ituation where expectations and percei\ed 

perfonnancc do not coincide (sec next p:1ge). 

A perfonnance and E.-spestations mbmatch 

100 

PcrcchcJ 
performance 

0 

Customers 
1 ~:\J?CCLations 

Source: Cltrirtoplter, Puyn~, and Bullantpre (1997), R~lationsllip Mark~ting: Bringing Quality, 

customer s~n-ice am/ Uurl.:eting together; Quoted from unpublislrtd MBA project, MK.·aura A.K., 

Peru il·ed en-ice qualit.l' (the ca~t tif Matatu industry), pp. I J. 

Due to the intangible nature of SCI"\ ices, consumers opt from among virtuall> indistinguishable 

alternatives and through experience develop an attitude towards the service. 

Chava et. al. ( 1996). define L ikcrt caling as a method used to measure attitudes. To construct a 

Likert scale, researchers usually folio\\ six steps:-

(a) Compile possible scale items, (b) Administer these items to a random sample of respondents, 

(c) Compute a total score for each respondent for each item, (d) Detennine the discriminitive 

pov.er of the items, (e) Select the scale items. and (f) Test reliability. 

The possible scale items may e:xprcss a ''ide range of attitudes. from e:xtremely positive to 

extremel> negative or a fi\'e fi:xcd - alternatl\·e expressions such as "strongly agree", "agree", 

''neither agree nor disagree··. "dic;agree' .. and ··strongly disagree'', etc. Each item requires the 

respondent to check. rate and tick one of the offered five fixed alternative expressions in the 

five-point continuum, values of 1,2,3,4.5 or 5,4,3,2, I as assigned. These values express the 

relative \\eights and their directions determined b) the favourableness or unfavourableness of 

the item. The service quality dimensions are mainly based on the behavioural considerations or 

attitudes of the SCI"\ ice vendor and service recipient. Therefore. the five point Likert scale will 

be used to measure the service qual it) dimensions. 
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From the literature re\ie'' it may be deduced that there may exist some gaps bct\\een both the 

cu :omers and KPLC management's perspecti\e of quality senice. Regardless of type of 

sen ICC, customers tend to use similar criteria in t\aluating service quality. Kotler ( 1997), has 

summariled them into fi,e classes, ''hich include reliability. responsiveness. assurance. 

empathy and tangibles. From focus group research. Zeithaml. Berry and Parasuraman ( 1985). 

identified ten criteria (or dimensions) used by consumers in e\aluating service quality and these 

ten dimensions arc an expansion of the above five generic dimensions. Electricity supply 

provision like any other service is equally difficult to market due to the unique characteristic of 

sen ices namely, intangibilit). heterogeneity. inseparability and perishability. 

This study made usc of the abo\e ten dimensions of sen· icc quality and the SERVQUAL model 

for the following rca -.ens: -

(i) The literature has not reached suflicient agreement on the proper reduced set of service 

quality dimensions and their exact content (Lapierre ct. al.1995. Parasuraman et. al. 1994). 

(iiJ The P-C-P model criticism of SERVQUAL is mainly based on the latter's ··equal 

treatment of importance of all the dimensions of quality" and the generalization of 

measurement for all service industries. However, in this particular study the relative 

importance of each dimension of quality , .. ill be assessed by statistical analysis of all the 

scores by each respondent for each dimension of quality - this will address the equal 

importance treatment. Also, the study is for the public utility industry in Kenya and no 

attempt will be made to genera lize the specific findings to all service industries. 

(iii) General agreement seems to exist on the completeness and relevance of the original ten 

sen ice quality dimensions 

This study "ill make use of these ten dimensions of service quality and operationalize them 

(see. research methodology - section 3.6). 
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CHAPTER THREE 

3. RE EARCH METHODOLOGY 

Introduction 

The details of the procedures used in conducting this study are co\cred bciO\\ under the 

following subjccb and in order of:- research design: the population of study; sample frame: 

sample and sample design: data collection methods: operationali ing the service quality 

dimensions: and data anal)sis techniques. 

3.1 Research Design 

The aim of this stud) \\as to establish customers' perception of scr\'ice quality foloo, .. ing 

decentralization of senices b> KPLC. According to Donald and Pamela (1998), such a study 

concerned with finding out \\hO, "hat. \\here, how, e.t.c. is a descriptiw! st11dy. Ngatia, (2000): 

Maina (200 I) and \h\aura. (2002) ha\'e used the descripti\e design in their studies 

successfully. 

3.2 The Population 

The population of interest in this study ''as all the KPLC customers in Ken)a who arc 

geographical!) spread in Nairobi, Coast, Nyeri & Thika (Mt. Kenya region). Nakuru. Eldorct & 

Kisumu (West region). The customers are segmented into Domestic, Small commercial and 

Large commercial (see, attached Appendix 6). Homogeneity in attitude exists in each segment 

of the customers but there may be lack of homogeneit} across the different segments of 

customers. 1 his is mainl} due to the nature of need and impact of service failure ''hich is same 

for each segment of customers. but may differ in different segments of customers. 

3.3 ample Frame 

A list of all KPLC customers ''as obtained from the July, 2003 billing details, which is the most 

current source. lhe customers were stratified into: - Domestic (522.470): Small commercial 

( 120.649): and. Large commercial (3.395); all totaling 646, 514 customers. From this list of all 

the customers. a list of the customers in Nairobi and Nakuru was generated. each with a 

population of 324.705 for Nairobi and 54.127 for Nakuru. It is from these l\\O groups of 

customers that the rcprcscntati"e sample was drawn. 

3.4 :ample and ample Design 

A · ample of306 customers \\3S used for this study. HO\\ever. a targeted sample of350 units had 

been earmarked for the stud}. 1 his number conforms to the widel) held rule of thumb that, to be 

representative. a sample should have thirty (30) or more test units (Wayne and Terrel. 1975). 
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This b further ">Upported b) Cooper and Emory {1995) \\ho obser\e that in a population of 10 

million, a sample of more than 2 million can be misleading ''hile a sample of 1,000 dra\\n in a 

proper manner can be more adequate. This ad hoc method of determining sample size was used 

rather than the statistical method due to non-availability of variables of the population of study. 

Homogeneity exists in each category/segment of the customers. l':airobi. Coast and Kisumu 

have similar pattern of distribution of customers \\hile Nakuru. Nycri. Eldorct and Thika have 

similar pattern of customers· distribution. Any one area in the l\\O groups ,.,.ould be 

repre..,entativc of the others in the aspects of concentration of customers, needs and hence the 

attitudes of the customers. sensitivity of the ser\ ice provider and customer a"arcness. 

Customers in Nakuru and l"airobi were. therefore, used to represent the entire population, for the 

purpo. es of this study. Sample units were randomly selected from the customers· listing in 

Nairobi (324, 705) and Nakuru (54, 127) \\hereby each segment was represented on a stratified 

sampling basis with a proportionate allocation of sample units from the two groups of customers 

(in Nairobi and ""'akuru) and the three segments/strata. as shown in the following table, 3.4: -

Table 3.4: Calculated apportionment of targeted sample units from the population units in 

Nairobi and Nakuru 

Population (~) Sample Units (n) 

Area Strata/segment of Number of Percentage (%) Percentage (%) of Number of 

customers customers of total sample units customers in 

population target sample 

Domestic 284.961 75.22 75.22 263 

1'\airobi Small Commercial 38.061 10.05 10.05 35 

Large commercial 1683 0.44 0.44 2 

Sub-total (~airobi) 324.705 85.71 85.71 300 

Domc,tic 41.309 10.90 10.90 38 

Nakuru Small Commercial 12,737 3.36 3.36 12 

f--- ' I Large commcrc.a 351 0.03 0.03 .. , 
Sub-total (Na.kuru) 54.127 14.29 14.29 51 

Gross Total 378.832 100.00 100.00 351 

•• Increased to at least I sample untt 

The sampling ''as done randomly and by complimenting various methods as: - use of customers 

who 'isit the various KPLC commercial offices, visiting the available domestic customers in 

their households and Large commercial customers in their commercial premises. 
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35 Data Collection Methods 

Primary and Secondary data ''as collected for this study. The sccondal) data was obtained from 

KPLC monthly report (July. 2003) of Ke} Performance Indicators incorporating both financial 

and ser\ ice quality determinants. The secondary data relevant to this study included all the 

sen ice quality indicators. as identified b) KPLC Management. sho" n in the anached 

Append i~ 3). These sen icc quality indicators can be 'ie\\cd as the KPLC management's 

perspecthe of Service Quality. 

The Prim3.f) data "as obtained b) use of a survey method using structured questionnaire 

{anached to this proposal as Appendix 7). The respondents filled the questionnai re with the help 

of the Research Assistants. this approach ''as aimed at enhancing the response rate and assisting 

the intervie\\ees \\hO were not able to read or v.rite. 

The Questionnaire \\as di\'ided into 3 parts, 'iz: 

a) Part A -Was designed to obtain the general data of the respondents. 

b) Part B - Consisted of attributes to be scored on 5 point Likert Scale continuum to obtain 

information of the extent of each customer's expectation of the quality of service in relation 

to each element of the service quality dimension of the I isted 27 attributes of service quality. 

c) Part C - Consisted of attributes to be scored on Likert Scale continuum to obtain 

information on the extent to which KPLC has performed as judged by the customers 

(perceived service) in each service quality dimension. The same attributes of the expected 

service quality in part B. above, "'ere again assessed for perceived performance. 

3.5 Operationalizing the ervice Quality Dimensions 

In order to operationalize the service quality dimensions, the properties of each were expounded 

as shown in the following Table 3.5 and the questions relevant to these properties are 

formulated in the fourth column to facilitate assessment by the customers. The last column 

indicates the particular questionnaire itcm/s (i.e. the questions) relevant to each service quality 

dimension (or determinant). The questionnaire uses the Iikert scale to measure the expectations 

and perceptions (thus, attitudes and behaviours) of the customers. Ngatia, (2000), Maina (200 I) 

and Mwaura, 2002) have used the Iikert scale in their studies successfully. 
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Table 3.6 Operationalizing tbe Sen'ice Qualit) Dimeo ions: 

I !"Dad G~.wnc bpa114d JkCI11h 1011 or Utt IU&t\aat lu•a •or < ••tomfn Or t.;pk 1«~11111 

Dlmtuioa Or Oi"'"'ioe or Oi-11\ioll t.l«t rkil} l 11111~ ~nkt Qwtttloat ill 
Oalit~ ()taah h 6-arJoa .. l" 

Rcl~hl} AbilU} to 1pttfonu . Arc bills free of mon7 
proaused sen-.ce . Docs Emaecnc> senice IUCnd to 
dcpendlbly and customtrs correctly flflt tllllC 

'· Rtllablht~ accumdy - Arc bills £OICfl!ed from .ccume I 2.3 and 4 
meta readmp? 

- Do commercial office staff sol\e 
complamts first limc't 

R~po!ISI\'t!IC$5 \"'•lltngnos to help - Docs the f.mer~ncy 1Cn1CC CCC\\ 
cuSiomtrs nnd p!O\ ide: so!\c problems qu~ekl)'l 

2.Rcspo11~1\tDf'' prompc SC:I\"ICC - Are call c:c:nta SUIIf rca.Jy to help 
C\HtomerS ~bose: supply IS S,6 and 7 
antmllptcd 

- Docs lhc: offtee suiT soh'C bills' 
compbtnts quid!YP 

Competence Posscsston of the sblls - Docs the r~etd aN repair or lnstlll 
nnd blo''icdgc required $1JllP1) correctly? 8ond9 
to pttform the SCI\1CC - Do the omcc •ufT solve compbmu 

accuratdv? 
Couru:s) Politeness, CC:Sf'«l. . Do the liciJ SCI\ ICC crew )00\\ 

considc:rutton and respect ''hen they \IStl custoi'I1Cr$" 
fncnJhncss ol conl:l(;t - Do lh.: ollice st.Jif sho\\ respect 
personnel when soh m& custnma complamu? 10 

- Arc the stoO' ccncrall) fnendly to lhc 
J. \S5 uraatt customers? 

Credtbilll) T nmworthnc:ss. - Docs the rc:p:~tr crrn pmantee then 
bc:IIC\"3bthl). honesty of worL.7 
lhc:SCI\JCCpnl\ider - Do lhc: offiCe suff pgrantec II 

comctneSS of \\'i131 die) do to 
resoh't compb lnts7 

5«11fll) rrc:c.lom from <bn;c:r, - Arc: the ._PI C offiCeS safe: (« 

risk or doobt C~UlOITICCS? 

- When c ~ tomc:n J'aY btl Is arc: thC) 
sure 11 \\,Ill not be dliiC<Jnnectcd" 12, 13, 1-1 anJ IS 

- Do customers allo\1, t1cld stan free 
atCC)) to hou~es., 

Ac~ Approx-habthl\ and - Ho\\ ~ Is 11 Cor customers to see 
case of con t.JC 1 Sl:&pei'\ISOII ~hen tn rrotJim!J') 

- Arc the: "'''' C ofTICC~ orcn dunng 
all offJCC houD'I 16. 17, lA, 19 

- Is ~ offJCC accrutblc: Ill aU and~ 

times'? 
- Arc Emcr&a!C)' ollka eonV"tniC'llll) 

located' 
Communtcauon ltSten1n11 to customers - When tustomc:rs ha\'t problems arc 

4. Empathy and ~ecpma them managen wtlllriJ to hstcn? 
mlormed m a lan&uagc - When SCC\ICe trt\\ cun' t rcpa1r, do 
the) undcmand they advtsc cuMomen'' 2 1 and 22 

- When CU\IOOICr) request for 
comrlaints rC1<>1 ut•on. IS there 
c:ITCCU\C fecdhacl? 

Undc:rstaldln& M.uma the eaon 111 - Docs 50n1COilC In KPLC recogntze 
the c IISIOmCf 1.;!10\\ customers and rqubr and ~ po..er custorners1 

thetr needs - Art offic:c: suff ne:ublc Ill 23 and :: .. 
acconunod:llinl customm sc:hcdulc:7 

T~~~&~bles Appcarancc of physial . Arc lhc: o01C'tS and olhc:r KPLC 
f;sctltUcs, tqlllprncnl, fxthiiCS alllliCII\C., 
~rsonnc:l and - Arc lhc: "alf \\,ell drcuc..l1 

s. T ana1blt'l communu.:nuon - Do the \Chl~lc:s lo.•l \\'til sc:n~tced 25, 26, and 27 
matcrtals - Do the ~Cf\1\:C trcws ha\c 

commun .. ouon r.tcthllcs \\,lth office 
stall, 

- Arc the btlls easy to lnlcrsiJnd? 
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For the expected SCI"\ ice, re pondcnts specified the importance of each sen: ice qual it) element 

(attribute~ of en: icc quality) using a 5 point liken scale, mnging from " Very Important (5) to 

··~ot important at nil (1) .. , whereby:-

- The score~ of both ·not important" and '·not important at all" \\ere taken to represent a 

variable'' hich is of no consequence (N.C) in determining the service quality (equivalent to 

0 to 2.5 on the continuous Iikert scale: 0 ~'\.C. <2.5). 

- The scores of "somewhat important" were taken to be neither important nor of no 

consequence (same as indifferent (I)) in determining the service quality (equivalent to the 

discrete value of2.5 at the Iikert scale: I = 2.5). 

- The scores of both ·'Ver) Important"' and "Important" were taken to represent a variable 

\\hich is important (1~1) in detennining the sel"\ice quality (equi,alent to 2.5 to 5.0 on the 

continuous Iikert scale; 2.5< I\11 ~5). 

For the perceh ed SCI"\- icc • respondents specified their e:-..perience of recei\ed sel"\ ice using a 5 

point Iikert scale, ranging from·· Very \\CII .. (5) to "Vel) pOOrl) (1) ... whereby:-

- The scores on both ··Poorly'' and "Vel) poorl) ··were taken to represent dissatisfaction (0) 

with the quality ofsel"\ice (equivalent to 0 to 2.5 on the continuous Iikert scale; 0 ~ 0<2.5). 

- The scores of fair were taken to be neither satisfied nor dissatisfied '' ith the quality of 

Service or Indifferent (I) (equivalent to the discrete value of2.5 at the Iikert scale; I = 2.5). 

The scores of both "Very well" and "well" were taken to represent satisfaction (S) with 

the quality of service (equivalent to 2.5 to 5.0 on the continuous Iikert scale: 2.5< S ~5). 

The questions which relate to each <;crvice qualit) dimension are shown in the last column of the 

abo\e. table 3.5. 

3.7 Data Ana lysis Techniques 

This stud) is modelled on a descriptive framc,,ork and. therefore. desriptive statistics were used 

to analyse the data. Data in Part A of the questionnaire was analysed b) usc of frequency tables 

, .. hile the data of the Iikert scale scores in Parts B and C of the questionnaire was analysed b> 

use of frequency tables, means. standard deviation and coefficient of variation (for each attribute 

and dimension of service quality). 

Means of the scores of the Iikert scale were used to determine the weighting factor of the 

importance of each service quality dimension while the coefficient of variation was used to 

assess the extent of agreement b)' the different customers on the rated importance ofthe attribute 

and dimension. With these variables. it ''as possible to assess. rate and rank each service quality 
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dimension in term of its ''eighted imponance in dctennining the expected ser\·icc and the 

percei\ed sen•icc. Details of how data ''as anal~sed in relation to each objecti\e is a:; follo\\s:-

Customers' e:\pectations of en icc or objecti\e (i) \\'lb analysed by usc of the findings of the 

Iikert scale mea,urcmcnts in part B of the questionnaire "hereby the Means. standard deviations 

and coefficient:. of variation fbr each dimension (or variable) was used to rate the relative 

importance of each sen icc quality dimension in determining the e:\pccted service by KPLC 

customers. 

Percehed sen ice quality of KPLC customers or objective (ii) ''as analysed by comparing the 

means. standard deviations and coefficients of variation of each sen·ice quality dimension in 

Part B of the questionnaire with same values in part C of the questionnaire. By calculating the 

differences between the means of scr\ice quality dimensions in parts B and C of the 

questionnaire. it was possible to compute the ··Gap" of the sen·ice quality "hich is Perceptions 

(P) - [:\pcctations (E) in parts C and B. respecti\ely. This measured the percci,ed sef\ice 

quality (and hence. the quality gap) by the KPLC customers and was also a measure of GAP 5 

in the SER \'Qln\L (service qual it)) model. 

Differences in the perceived scnice quality of the three categories of KPLC customers or 

objective (iii) .... as analysed by comparing means, standard deviation and coefficient of variation 

of the perceived service quality of the three segments/strata of KPLC customers. 

Management's perspective of servive quality viz-a-viz the findings of the study or objective (iv) 

was evaluated by comparing the extent of coverage of the service quality indicators in the 

secondary data (Appendix 3) as compared ''ith the \\ide scope of the ser\ice qual it) dimensions 

measured in part B of the questionnaire. The various dimensions in part B \\ere classified in the 

scale of 0 - 2.5. 2.5 and 2.5 - 5.0. (representing. "lot Important. Indifferent and Important, 

respectively). Then. the SCr\'icc qualit) indicators in the secondary data \\ere placed in 

appropriate scale, thus revealing the e:\tent of their importance. Proportions and percentages 

\\ere used to show this information. This made it possible to evaluate the extent to which 

Management's perspective \\ere viz-a-vit the customers· expectations. This .. .-.·as measure of 

GAP I in the SERVQUAL (service qualit)') model. 
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CHAPTER FOUR 

4. DATA A 'ALYSIS A 'D Fl 'DI 'G 

Introduction 

In this chapter, data pertaining to KPLC customers' expectations of service, perceived service 

qu.1lity for both 'all customers· and 'different categories of customers· and the management's 

perspecti\.e of the service qual it} determinants are hereb)' analysed and interpreted. 

The questionnaires ''ere edited and coded after the) were filled in. e\entcen questionnaires 

\\ere rejected because of incomplete information in some parts. Table 4.1 be)O\\ shows a 

summary of response rating with respect to the targeted sample size. 

As is shown in the table, below, 246 of the targeted 306 domestic customers (82%), 45 of the 

targeted 47 small commercial customers (96%) and 15 customers instead of the 3 targeted large 

commercial customers (500%) responded to the questionnaires. The large commecrial customers 

were increased at the onset of data collection to enhance adequate sample, and hence, objectivity 

of the results. Overall, the response rate of customers is about 87 % which the researcher found 

adequate and sufficient for the study for the purpose of data analysis. The response rate 

compare favourabl> \\ell with other studies on perceived serv1ce quality, such as, 84% response 

rate b} Mwaura (2002), 73% b) Maina (2001) and 84% by Ngatia (2000). 

Table 4 .1 : Response Rate.of the targeted sample of customers 
j 

Respondents· Type I Targeted Actual 0/o Response Rate 

Respondents Respondents 

Domestic Customers 301 246 82% 

Small Commerial Customers 47 45 96% 

• • • Large Power Customers 3 15 500% 

Total 35 1 306 87% 

... Sample units increased to enhance objectivity of the study 

Source: Targeted respondents are obtained from Table 3.4 in chapter 3 while actual 

respondents are obtained f rom Re~eurclr Data (totals of column with information 0 11 

'durations of customer.'i' in Appemlices 10,11 and 12) 
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The respondenb ha\c operated accounts with Kenya Po\\cr and Lighting Company Limited for 

periods ho\\n in the J'able 4.2. below:-

Table 4.2: Proportionate duration of customers' stay "ith KPLC 

I DURATJO~ ~UMBER OF RESPONDENtS PERCENTAGE 

I 1 Below 2 }Cars 51 16.7% 

2 Bet\\een 2 and 5 )Cars 58 19.0% 

- -
3 Above 5 >cars 197 64.3% 

I Grand total 306 100% 

Source: ReJearclr Data (column witlr information 0 11 'duratiotr.\' of cu.filomer.~ 'itr Appendix 9) 

From the abo\e table. it is evident that a total of 306 customers responded and the) all indicated 

the periods the) have operatt:d their accounts with KPLC. 51 customers (or 16.7%) ha\c 

operated their accounts for Jess than two years, 58 customers (or 19.0%) ha\e operated their 

accounts for periods bct\\een two and five years while 197 customers (or 64.3%) have operated 

their accounts in excess of five )Cars. Therefore, it is evident that most of the respondents and 

thus the KPLC customers have operated their accounts in excess of 5 years. This is e\plained 

b) the fact that:- as a monopolistic utility enterprise, customers have no option of switching 

over to alternative providers of service.; and, the tendenC} to change account numbers or 

location of premises seem to be minimal, thus most customers seem to be operating one 

account for prolonged periods of time. The implication of this sample with a long duration of 

clientele is that:- the assessment of the expected service and received sen icc arc moinl) based 

on customers \\hO have interacted with the utili!) for prolonged periods, this is likel)' to lead to 

objective and balanced assessment: and, Research assistants conducting the questionnaire 

reported a general obsenation ofmoti\atcd customers due to imohement in the exercise ''hich 

might imply that these customers expect a positive action plan towards improved sen ice from 

the results of the study 

The fonnulae used for calculating the means, variance, standard deviation and cocflicient of 

variation are as per attached Appendix 8. The various tables relating to the objectives of the 

study and ind icating the frequency of scores of the Iikert scale answers, the computed means, 

standard deviations, variance, cocflicicnt of variation, service quality gaps and the proportionate 

service quality gaps are shown in the attached Appendices 9, I 0, II. 12. 13, 14, 15 and 16. 
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.u ~Ieasure of Customer 'E1pcctation of sen: icc 

These mea~urcments from the Iikert scale cores and the calculated variable~ (means. tandard 

de~ iation, coeflicicnt of variation, SCI"\ ice quality gap and proponional service quality gap) are 

represented in the attached Appendices 9 and 10 (for all categoric of customers). The 

customers' expectations of service on the basis of the ten items of the service quality 

dimens1ons. in descnding order of imponance, as measured. is as summarized in Table 4.3. 

beiO\\. 

Table 4.3 : Service Quality dimensions and their relative importance 

Sel"\ice quality dimension 

Reliability 

2 Responsiveness 
t----+-----

3 
1 

Credibility 

~ Security 

5 Competence 

6 Access 

7 Courtesy 

8 Communication 

9 Tangibles 

I 0 Understanding the customer 

Mean 

score, Me 

~ ·----------------~ 

Variation. Cc Importance (%) 
Coeffiicient of I Relati,·e Proportional 

+-------~----------4.467 17.85°/o 10.33% 

4.428 17.29% 

4.-125 18.20% 

4.391 19.8% 

4.389 17.72% 

4.294 19.80% 

4.288 19.80% 

4.240 20.01 o/o 

4.233 2 1.1 3% 

4.096 23. 16% 

10.24% 

10.23% 

10.15% 

10.15% 

9.93% 

9.91 % 

9.80% 

9.79% 

9.47% 

-----+- 100.00% Grand Total (Means) 43.251 

Extrncud from Appem/L'( 9: M~ou~res of ctl\tomen' expututions of.sen·ice (Souru: Re\eorc/r Dutu). 

The variables in the table 4.3 abo\C are obtained from the respondents' scores of the answers to 

the service quality attributes· questions on the Iikert scale \\hich \\Cre entered in the score sheet 

in Appendix 9. After these entries. the means of expectations of each service quality dimension, 

Me, are calculated from the scores of Iikert scale scores using the formulae in appendix 8. 

Similarly, the coeffient of variation. Ce. of the respondents' scores on the Iikert scale scores for 

each service qual ity dimension arc calculated b} the fonnulae in Appendix 8. In order to 

compare the relative weight of each service quality dimension. the relative proportional 

importance of each dimension is computed as fo iiO\\S: 

(Mean of panicular quality dimen.-.i~o:.:..~nl~.--_____ _ x 100%. whose values are shown 

(Total of all means of all sen ice qualit) dimensions) 
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in the l:t t column of the abo\e table 4.3. With all se~ice quality dimensions comprbing 

a I 00% value the relative weight of each dimension is then as displayed in the last 

column of above table. 

The means of scores arc a measure of the relati\e importance of each service quality dimension 

\\hile the corresponding coefficient of variation is a measure of the agreement or di~agrecment 

ofthe same mean of scores b) the \arious respondents. The IO\\cr the coefficient of\ariation the 

greater the degree of agreement, and vise \ersa. The mean of a service quality dimension with 

more than one attribute is computed b) calculating the a\erage of the means of related attibutes. 

Equall). the standard de\ iation of a sen ice qual it} dimension with more than one attribune is 

computed b) calculating the square root of the sum of all variances of related attributes, after 

\\hen the coefficient of 'ariation is obtained b) de\iding the standard deviation with the 

C• rresponding mean. 

As is evident from the abo\c table. the dimension of ·reliability' \\ith a mean score (Me) of 

4.467 tops the list foiiO\\ed by 'responsiveness' and progresses downwards to the last item of 

·under.;tanding the customer' '" ith a mean score of 4.096. The relative proportional importance 

ranges from 9.47% to 10.33% \\hich shO\\S that a generally high importance is prevalent for all 

the service quality dimensions in KPLC and hence in the utility industry. 

4.2 Perceived Service Quality 

The received service is measured by computing the means of the scores of Iikert scale to the 

answers of service quality attributes' answers of the received service. Just like the expected 

service in 4.2, above, the mean of a service quality dimension '' ith more than one attribute is 

computed by calculating the a\erage of the means of related attibutes. Equally, the standard 

deviation of a service quality dimension \\ith more than one attributte is computed by 

calculating the square root of the sum of all variances of related attributes. after \\hen the 

coefficient of variation is obtained by di\ iding the standard deviation with the corresponding 

mean. 

As is shown in Appendix I 0. the perceived sen ice quality (or Quality Gap), Me - Mr. is 

computed b) substracting the mean of recei\ed service from the corre(iponding mean of 

expected service. Also. the percentage qualit) gap is obtained by deviding the quality gap with 

the corresponding mean of expected service, Me (which is the value of reference) and then 

scaling the obtained fraction to percetage measure. This is done for all service quality 

dimensions and the corresponding values of the results are shO\\n in the Table 4.4, below: 
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.Table 4 4 Computed Qual it> Gap of Lhe ser\ ice Qual it) dimensions 

Sen ice Quality I 'Aeasure of Measure o~ua::>T Percentage 

Dimension Expected receaved Gap Quality Gap 

service service (Me Mr) (Me Mr) xI 00% 

( 'Ae) ( Mr) Me 
I 

1 Reliability 4.467 3.531 0.936 20.95 

2 Re ponsiHness 4.428 3.489 0.939 21.21 

3 Credibility 4.425 3.602 0.823 18.60 

rT! "CCurity 4.39 1 3.800 0.592 13.47 

5 I Competence 4.389 3.608 0.781 17.80 

1-:--
6 j Access 4.294 3.611 0.683 15.91 

7 I Courtesy 4.288 I 3.471 0.817 19.05 

8 Communication 4.240 3.423 0.817 19.27 

9 1 Tangibles 4.233 3.729 0.504 11 .92 

10 1 Understanding the 4.096 3.364 0.732 17.87 

customer 

Average Total 4.332 3.573 0.759 17.53 

Source: Research data - Extracted from the computed variables of the Iikert scale scores of 

"all customers" (Appendices 9 & 10) 

The Me values of the above table are shown on column 3 , Mr values on column 4, Me - Mr 

values on column 5 and percentage gap on column 6. Form the table, the overall mean score of 

expected sen ice is 4.332 "hile the corresponding mean score of received service is 3.573. The 

qualit) gap is therefore, Me - Mr. which is 0.759. The proportionate percentage gap is 17.53%. 

The service Gaps for the ten service qualit) dimensions are tabulated in the above Table 4.4, in 

order of importance of each service quality dimensions, as measured and computed. 

·Reliability' dimension has the highest mean of expected service folJO\\Cd by 'responsiveness' 

all the way do" n to ·understanding the customer'. The perceived service quality gap is most for 

·Responsiveness' at 21.21% and least for ·Tangibles' at I 1.92% implying that KPLC's 

customers are most disatisfied with 'responsiveness' and least disatisfied with 'Tangibles'. 

The graphica l display of these service quality gaps for all the twenty seven attributes of the 

service quality (v.hich would be more less same as for the above ten dimensions of service 
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quaht) ''hich are obtained from a\erages of the t\\enty se'en attributes) lS displayed m the 

foii0\\1ng graph. 

Line Graph For Means 
(All customers) 

-Q) 
6.00 :E 

'-' ......... 4.00 
• ......_....__. ' ...... __ • • • ":t: ......... . __.,-_ ... ·--·----· ~ en 

c 
ca 
Q) 

2 

.... 
:E 2.00 

0.00 

" 
All Attributes 

Generally. the graph shows a higher le,el of e'\.-pected sentce as compared to the recei,ed 

sen1ce by the respondents on all the sen1ce qual1~ dlmen5lons. This is an indication of n 

preHtllmg ·Gap· of the senice qual1l\ for all the d1mens1ons ofsemce quality. 

4.3 Perveived Se""ice Quality of tbe various categories of customers 

The qual it) Gaps or percel\ed sen ice quality by the d1fferent categories of customers \\ith 

respect to the \arious sen 1ce quality d1mens1ons and the overaJI \aJues 1s shov.n m the Table 

4 5. below. These proportionate quaht) gaps, for each category of customers are obtruned in n 

Similar \\a~ to the method used for •aJJ customers· data m 4 3 abo\e (refer to detruls of Table 
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4.3) For each sernce quaht) d1mens1on. the qualJt)• gaps are shO\m for · DomesLJc customers· in 

column 3. 'Small commerc1al customers· m column 4 and ' Large commercial customers· tn 

column 5 

Table 4 5 Computed Sel"\ 1ce Qual1t) Gaps for different categones of customers 

I Sen1ce Qual it~ 
- -

Calculated Quallt) Gaps for 'arious categones of customers 

Dimens•on 1 (m proportionate percentage) 

I 
00\f[~TIC S\1 \1.1, I.ARCio: 

{0\1\1f.RCI \L C0,\1~1ERCI \L 

I Rehabihty 
- I -

20.66 19 08 20.00 

2 Responsiveness 20.67 19 77 I 22 28 

3 Credibtlity 18.43 19 11 I 1029 

4 Security 13.36 13 58 I 4.94 

5 Competence 17 75 1646 I 1024 

~-
Access 15.63 1542+ 14 51 

-
Courtes) 19.00 14.14 12 70 

8 Communicalton 19.50 13 5 1 I 12 82 

9 Tangibles 12.43 6 .64 1.56 

10 Understanding the 17.64 16.76 21.67 

customer 

Overall Gap for all 17.39 15.77 13.71 

dimensions 

Sour«: C~Hff~Mled /T'Olft ResetUCir Dtw liknf sccle SC(}IY!$ of exp«Utt ~i« •~ttl r«dvetl ~-i«; ctHilpflted 

un;ce fllllli/y 'llflri4blesfor •wriOIU Ctllqories ofctutolftUS (Appmdi«l Jl,J2,JJ, 14, 15 od 16)) 

From the above table 4.4. domestiC customers sho" a generaJly higher quality gap followed by 

small commercial customers. and then the large commercial customers lndi\ •dual quality gaps 

for each senice quality dimensiOn are sho\\n in columns 3, 4. and 5 ln summary, the O\erall 

average qual1ty gaps are 17.39%. 15 77% and 13.71 % for domestic. small commercial and large 

commercial. respectively. A graphical display of these qual1t) gaps for the three d1fTerent 

categones of customers along all the twenty seven identified attributes of sen 1ce qual•ty is 

displayed in the graphs below. Th1s IS the same display for the ten semce qual1t) dimensions 

, .. tuch are obtained from the mean of these twent)· se,en attributes 
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Line Graph For Means 
(Large commercial customers) 
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4.4 Management's perspective of service quality viz-a-viz the Research findings. 

The service qua1ity d1mensions used by KPLC management in drawing up the performance 

targets: as they relate to the service quality dimensions are shown in column l of the Table 4.6, 

belo'' · These attnbutes are interpreted and related to the ten sen1ce quality d1mens10ns used in 

this study and the rele\ant senice quality dimension is shO\\n m column 2 of the table. The 

mean score of each Identified service quality dimensiOn is obtruned from the hl.ert scale 

attnbutes' scores of all customers (Appendix 9) and sho\m on column 3 of the table. The level 

of importance of each senice qualit)- dimension IS sho\\n m column 4 of the table \\hereby a 

mean score (M) of 0 ~ M <2.5) 1mphes an ·Important" d1mens10n. M=2 5 amphes a dimens1on 

''tuch 1s ne1ther "tmportant" nor ·not important' (or mcWTerent) \vhale 2 5< M ~ 1mphes a 

dimension wtuch IS "Important' The relath·e proporllOnal importance of the sernce qual1t) 

dimensions as had been computed m table 4.3 abo\e as shm\n in the last column 5 of the table 

Once all the relevant dJmeDSlons are tdenbfied, for \\htch KPLC management considered and 

mcluded in the performance targets (even if it is only one attribute of the man) that compnse the 

dimens1on). then the total of the relative proponinal importances of the dimensions would 

approXlJllalel) show the tota1 scope of the covered d1mens1ons by KPLC management 
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Table 4.6 : 1an:1gemenfs perspecthe in the arena of SCI'\ ice quality dimension:, 

Attributes as rcr KPLC's Related sen icc Mt--an score lmponance RelatiH proponional 1 

Ulrgets qualit} of expected le,el in the importance of .Q.D. 

dimensions se~ice, Me continous in percentage 

{S.Q.D.} Iikert scale (Ranking) 

Correctness of bills, Reliabilit) 4.467 Important 10.33% 

accurac) in meter (1st. Po ilion) 

readings 

Promptness of service Responsiveness 4..t28 Important 10.24% 

(2nd. Position) 
--

Speed of service, Competence 4.389 lmponant 10.15°1. 

1 restoration times, and (5th. Position) 

reconnection times 

Acesibilit) of Access 4.279 Important 9.93% 

Emergent) office. (6th. Position) 

response time to service 

calls 

Total co\trage as per KPLC's targets ~0.65 

Source: KPLC Management's service quality tllmensions in tile performance targets and tile Research Data ­

Appentliet-!> J nnd 9: (Laa column data is obtllilretl/rom previous table 4.3, above) 

From the table, it is evident that KPLC mangement defined performance targets' determinants 

relating to service quality. These determinants partly included service quality dimensions of 

reliabilit). responsiveness. competence and access and whose total of relative importance is 

40.65°o from the above table. There is no KPLC service qualit) determinant ''hich would relate 

to the other dimensions of service qualit)' (credibilit}, sccurit}. courtesy, communication, 

tangibles and understanding the customer). 



CHAPTER FIVE 

5. DISCU 10 , CO CLUSIO SA D RECOMME ·oATIO S 

lulroductioo 

The public utilities offer \ita I :>en icc:> for the economic \\ell being of the general public in any 

countr) . The enonnou~ public fund:> expended in the public utilities is a growing concern to the 

Government and other stakeholders (William. 1961 ). Provision of qual it> service by the public 

utilities. is no longer on option but an obligation to the Government and the public. Utilities, 

then have to focus on service quality in their endeavour to satisf> the stal-eholders. 

The objecti\'es of this stud} were: - to detennine the customers' expectations of KPLC service: 

to detennine the perceived service qual it} of KPLC customers; to detcnnine whether there are 

differences in the pcrcehed service quality of the various categories of KPLC customers; and, to 

e~tablish \\hether there is a match bet\\cen the management's perspective and the customers' 

e\pectations of sen ice quality in KPLC. The pertinent discussions, conclusions and 

recommendations are described below. 

5.1 Discussion 

Regarding the customers· expectations of KPLC service, a grand mean of 4.332 was obtained 

from the Iikert sca le scores of the respondents. This means that customers rate the importance of 

each service quality dimension relative!} high. The low coefficient of variation of 19.4% is also 

an indication that the degree of agreement of the importance by different customers is quite 

high. The means of expected service range from 4.096 for ·understanding the customers' to 

4.467 for "reliabilit} ·. This sho\\s a general agreement of a high degree of expected service 

along all the service quality dimensions. A similar study by Mwaura (2002) on the matatu 

industry and Ngatia (2000) on the retailing industry have almost the same means of expected 

service. This high level of e\pected sen ice. also, agrees '' ith the studies of Leith mal. Berry and 

Parasuraman ( 1985) who initially idcnti ficd the ten criteria used b} customers in evaluating 

~ervice qualit}'. Indeed, their identified ten dimensions of sef\ice quality arc confimed as vital 

by this StUd}'. 

KPLC and other utilities arc ~en·ice industries \\hose pivotal attributes. according to the P-C-P 

model of George and Shirley - Ann ( 1996) would be the service itself. Reliability and 

responsiveness which define the dependability, accuraC}'. and promptness would fit in the 

described pi\otal anributes. The relati\ely high ranl..ing of these two dimensions (first and 
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second) seem to agree with the postulates of George and Shirle)- Ann (1996). Ho\\ever.their 

classification of the model into three speci fie layers of importance is not amplified by the results 

of this study which shows a generally same level of importance by all the sen ice quality 

dimensions. These same revelations would be expected of other utilit) industries, ''hich 

basicall) offer a service and whose expected service would rank along similar trends. 

For the perceived service quality of all the KPLC customers, the mean score along the service 

quality dimensions, ranges from 3.364 to 3.800 with an overall mean of 3.573. With the high 

O\erall mean of expected service, the overall service quality gap is 0.759 or 17.53% which is 

quite significant. The highest gap is for the dimension of responsiveness, reliability, 

communication. e.t.c. These same dimensions are the ones in the high ranking of the expected 

sen ice. There is, therefore, evident need for KPLC to address the issues relating to these service 

quali(} dimensions. This is measure of Gap 5 in the SERVQUAL model and KPLC needs to 

close this gap by endeavouring to undertake acth ities relating to closing all other service gaps in 

rhe service quality. 

The coefficient of variation for the received service ranges from 25.3% to a high 35.8 %and an 

overall29.7%; this implies a generally high level of disagreement in the assessment of received 

sen ice by different respondents confirming existence of cognitive biases in the assessments of 

received service. Comparatively, there is a relatively high level of agreement on the expected 

service whose coefficient of variation is an overall 19.4% (ranging between 15.3% to 25.6%). 

Though a different industf), Maina (2000) found almost similar prevailing service gaps in her 

stud} of mobile phone sen ices. 

The perceived service qualit)' for the different categories of customers indicate some difference 

across these different segment of customers whereby the overall gap is 17.39%, 15.77% and 

13.71% for the domestic, small commercial and large commercial customers, respectively. All 

the categories rank reliability, resposiveness, credibility and security as relatively vital service 

quality dimensions. Equally, the order of importance for all the service quality dimensions 

follO\\S similar order amongst all the three categories of customers. 

The KPLC Large commercial customers receive personalized service and a relatively lower 

quality gap \\as expected; this is confirmed b) the findings of this study. However. the gaps for 

the important dimensions of reliability and responsiveness are very significant, at 20 and 



22.28%. rc~pccthely. There is. therefore, need for KPLC to further enhance thb personalized 

sen ice to the large commercial customers in the conte:\t of the c vital dimensions of service 

quality. 

Regarding the management's perspective and the customers' expectations of service quality in 

KPLC. it is evident from the results of the expected service and what KPLC management 

defined in the service quality dimensions (in the performance targets) that only about 41% of 

the ''ide area of service quality scope is covered b) the mangement's data. The 41% is based on 

consideration of evidence of any one attribute of service quality from the defined determinants 

b) KPLC management's performance targets. This is evidence of a ''ide gap (about 60%) of 

other sef\ice quality dimensions \\hich are not being evaluated or monitored by KPLC. lhough 

the management's scnicc quality dimensions are mainl) the ones \\hich can be quantitatively 

measured. there is need to address the other service quality dimensions \\hose importance is 

clearly spell out by the results of this study. HO\\ever, there is consolation in the fact that KPLC 

has addresc;ed the monitoring of three vital dimensions of service quality - Reliability. 

responsiveness and competence. 

5.2 Conclusions 

The foiiO\\ing conclusions are pertinent for the findings of this study: 

KPLC enjoys a generally long patronage of customers mainly because of its monopolistic status 

and minimal movements of customers from one location to the other. This is confirmed by the 

relatively high percentage of 64.3°1o of the respondents who have operated accounts for more 

than fi, e years. 

KPLC customers expect a relatively high level of service along all service quality dimensions as 

confirmed by the high mean of scores of respondents of 4.096 to 4.467 (highest expected value 

being 5.00). Customers seem to agree to a high extent on this level of expected service as the 

O\erall coemcent of variation is 19.4°/o, Thus. a lithe service quality dimensions arc imponant in 

determining the service quality of KPLC customers. The utility industry deal with service to 

almost same customers and a similar trend would be exhibited. 

The perceived service quality of KPLC customers shows an overall gap of 17.53% and there is a 

gap ranging from II . 92% to 21.21% on all the service quality dimensions. llowever, there is a 

relatively high disagreement of this gap amongst customers which shows an overall coefficient 

of variation of 29.7% (compared with the above 19.4% of expected service). Different 

categories of customers perceive different quality levels of service as the overall gap is 17.39%. 
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15.77% and 13.71% for domestic, small commercial and large commercial cu~tomers, 

rcspecth:el). 

KPLC management's performance targets partly include the four important service qualit) 

dimensions of reliabilit). responsi\eness, competence and access but docs not include the six 

senice quality dimensions of credibilit). securit). courtes)'. communication. tangible!~ and 

understanding the customer. This in effect implies a coverage of only about 40° 0 lca\ing out a 

gap of about 60~o. 

5.3 Recommendations 

Further to the findings of this study. the following recommendations are pertinent: 

Organisations all over the world are constantly competing for market share to enhance 

profitabilit). Global forces of change are targeted to terminating the monopolistic status of the 

regulated industries. KPLC and other utilities, therefore. need to utili7e the current high level of 

guaranteed patronage of customers as an opportunit) for business, before the industries are 

exposed to competitive forces after deregualation and entry of other competitors. 

The perceived service quality for all customers show a very signficant overall quality gap of 

0 759 or 17.53% and the highest gap is on the important dimensions of reliability. 

responsiveness, communication, e.t.c. All customers agree on a high level of expected service 

along all service quality dimensions. KPLC and other utilities need to ensure that their 

perfomance programs include the monitoring and evaluation of attributes and tasks relating to all 

the service quality dimensions. rn particular, they need to address the issues relating to closing 

all the service gaps by:- Enhancing perception of feasibility studies; Enhancing commitment to 

service qualit)'; Enhancing communication between operations, marketing and human resource) 

as \\ell as across divisions: and, Enhancing empowerment of personnel in close proximity to 

customers. 

The general observation along all categories of customers is that the service gaps are 

significantly high and requires to be addressed through effective service quality enhancement 

programs, including a shift toward~ per!lonalised service which has e\idently improved the 

relati\c percei\ed sen ice qual it} of large commercial customers. JIO\\ever. though large 

commercial customers receive personalised sen ice, the quality gaps of the important 

dimensions of rcliablit) and responsiveness are quite significant at 20.00% and 22.28%. There 

is. therefore, need for KPLC to further enhance this personalized service to the large commercial 

customers in the conte:\t of the high quality gap in these vital dimensions of service quality. The 
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current trends in the market place arc a shift towards per~onali ed sef"\-ace and this snme 

recommendation \\Ould be rele\ant to the other sectors of the utilit} mdustr). 

With regard to specific sen ice quality attributes. KPLC customers assessed the gaps of the 

accessibility to cmergenC) sen ices and the dependabilit) of emcrgenc) cre\\S at 24°/o and 26%, 

re pecti,ely : these are the highest values of the quality gaps and KPLC, therefore. needs to 

address the effectiveness of the operations of emergency services. Also. willingness. 

dependabilit) and promptness of solving complaints have quality gaps in excess of 20% and 

1\.PLC needs to address this significant gap in sen ice qualit)'. The other gap "hich is more than 

:!u o is on caring and understanding of the staff. KPLC needs to inculcate these anributes in their 

customer sen ices· sta fT. 

\\ 'hile it rna) not be cost effective to carry out marketing research for evaluation of the 

percei\ed service on monthl} basis, management needs to be commited to conducting the 

marketing reasearch frequent!), even if annually or biannually. This will throw light to the 

various areas requiring attention and address frequent evaluation and monitoring of most of the 

sen ice quality dimensions. 

In undertaking the decentralization of services within the restructuring program, KPLC 

management's focus on service quality was not in doubt. llowever, feedback from the 

customer's priority areas and critical requirements needed to be determined from a marketing 

research sun·e> so as to address the rele,ant areas wtthout loss of focus. 

''Perception in sen ice qualit} is rea lit)''. there is eve!) need to evaluate the expectations and 

then devise customer service enhancement programs on the basis of requirements and 

expectations of the customers. 

This cause of action would be equally relevant to other utility industries, whose services cannot 

Ignore the importance of determining expectations and perceptions of customers. 

LIMITATIONS OF THE STUDY 

The results of this study should be interpreted in the context of a number of stud) limitations, 

namely:-

The study did not consider a number of factors which may influence perceptions; among them, 

income level of education, general a\\arencss. and other variables that can be used to segment 

customers. 
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The tud) was conducted within a particular season which may have biased the results: for 

instnnce. if it \\as a rainy/\\ ind} season when system breakdo\\ ns arc more. the results may ha\e 

tx.--en different. Possibl}, the data could ha\e been collected at \araous times of the year and then 

compared to gi\e more accurate and objecti\e information. 

The study relied on judgements of customers· perception of servive quality. which are subject he 

to various cogniti\e biases. these might have had an effect on the results. 

Though the findings of the stud} are broad I} relevant to the uti lit) industry sector. other factors 

like the difference in the sensitivity of the need of service amongst electricity. telephone and 

water services rna} reflect slight \ ariations in the expectations and perceptions of customers. 

lGGESTIONS FOR FURTHER RESEARCH 

The a1m of this study ''as to determine the customers' expectations of service, customers' 

perceived sen icc quality and abo compare the latter with Management's perspective at onset of 

decentraliLation of services during the KPLC's restructuring program. In the context of the 

abo'e limitations of the stud), it is suggested that:-

Further research could be done in future'" hich considers classification of customers on the basis 

of their incomes, occupation and level of education in order to establish whether there are 

significant differences. 

The differences in the degree of need for electricity, telephone and water ma) reveal differences 

in expectations of service and hence perceived service quality. Research to explore these 

differences rna) be useful. 

This stud} revealed the relative importance of each service quality dimension. The P-C-P. 

model posits the need to dirTerentiate the sel'"\ice qualit) dimensions on the basis of the different 

\\eights of their importance in terms of photal, core and peripheral attributes. A study to further 

imestigatc relevance of P-C-P's classification with actual measurements would be useful. 
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Appendi x 1 

(H[U 

~[If' 
The Kenya Power & Lighting 

Co. Ltd. 

The Kenya Power & Lighting Co. Ltd. 
Central Office - P 0 Box 30099 Natrobi. Kenya 

Telephone - 254-02-243366 - Telegrams 'ELECTRIC' 
Telex No. 22253 Fax No. 254-02-337351 

0 R f . STAFF/42/DWM/Iwa 
ur e. 

Your Ref: 

s::a June, 2003 

Dean of Students 

Faculty of Comme rce 

Cniversity ofNairobi 

P.O. Bo'< 30197 
~airobi 

Dear irt:VIadam, 

Slima Plaza, Kolobot Road 

RE EARCH PRO.JECT BY .JO~ EPH K. N.JOROGE. "IBA STt:OE~T 

\lr. Joseph \ljorogc who is an emp loyee of this Company and an vtBA 

student at the Universit} or ;\;airobi has informed LI S that he intends to 

undertake a Research Project on: Customers' Perception of ervicc 

Quality- The Case of Kplc After Decentralisation of crvices. 

We wish to conti rm that we did not carry out any such customer survey or 

research towards establishment of the cusromers · perception of our sen ice 

before and after ""e carried out the decentralisation of sen ices in the 

restructuring process. 

The proposed project is. therefore, rele\ant to our business and wi II add 

\alue to our customer serv ice deliH!I"). This is therefore to confirm that we 

support his proposal. 

Yours faithfully , 
For: THE KE Y APO\VER & LIGHTING CO. LTD. 

~. 
Fo r: CHIEF i\t1A~AGER. H"Ll\IA~ RE OURCE & AD~IIN . 
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Appendix 3 

The service quality indicators extracted from the July. 2003 "Divisional key targets report of 

KPLC- Performance indicators .. are as follows:-

(i) ~feter reading CO\erage - impacting on correctness of readings \\hich are used to generate 

related bills. 

(ii) Meter reading accuracy relating to correctness of the generated bi lls. 

(iii) Billing average time - relating to promptness of the billing. 

(iv) Average time to solve billing anomalies - relating to promptness in solving customers· 

complaints (of incorrect billing). 

(v) Average waiti ng time for new connection upon payment- relating to promptness of 

service. 

(\ i) Percentage orders reconnected outside one da> - relating to speed and promptness of service. 

(vii) Average repair response time to service calls- relating to speed and promptness of 

service. 

(viii) Average restoration time for programmed interruptions- relating to promptness of 

service. 

(ix) Maximum number of transformer failures - relating to frequency of interruptions. 

Source: Extracted from the AppendL-.: 1 (KPLC moutltly report by Performance monitoring, Researclr & 

Development di1•isiou (July, 1003) 
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Appendix 4 

Existing Areas Organisation Structure 

Mt. Kenya Example 

I 
n 0 & M Engineer ~ Debt Control 

H 0 & C Engineer ~ Finance 

r--- Rural ~ Purchasing 
Electrification 
Engineer ~ Stores 

r- Technical Services IT& 
Engineer r--

Telecommunications 

CuStomer Sen ices Human Resources & 
r- Engineer 

I I Administration Depots r-

1 
Transport Officer y Security - Custome~ 

SOL RCE: KPLC Prt!ltmtatiou to \fauagus (I I'" Cpril, 2001) by 1/umau Resource DMJiou 
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Appendix 5 

New Regional Organisation Structure 

Mt. Kenya Example 

Regional Manager I 
J 

Assistant Regional Assistant Regional Regional Finance & 
Manager, Mt. Kenya Manager, Mt. Kenya I Procurement 
south North 

Regional IT & 

Zonal I leads Zonal Heads Telecommunications 

J ... I Regional Human 
... -·· Resources & 

Customers Customers 
Regional Security 

Regional 
Distribution 

Regional 
Commercial C)cle 

Regional 
Communications & 
marketing 

SOURCE: KPLC Pre~eutatiou to Managers (I I'• April, 2001) by lfm11a 11 Resource Divi~ion 
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ppendix 6 

AREA 

NAIROBI SOUTH 

NAIROBI WEST 

!NAIROBI NORTH 

NAIROBI TOTAL 

' 
NORTH COAST 

SOUTH COAST 

COAST TOTAL 

1
cENTRL RIFT 
(NAKURU} 

WEST KENYA 

NORTH-RIFT 

WEST TOTAL 

MT. KENYA NORTH 

MT KENYA SOUTH 

MT. KENYA TOTAL 

GRANO -TOTAL 

KENYA POWER AND LIGHTING CO LTD 
(SEGMENTATION OF CUSTOMERS) 

TARIFFS (SEGMENTS OF CUSTOMERS} 
~ 

DOMESTIC SMALL LARGE 
COMMERCIAL COMMERCIAL 

84,469 17 992 945 

90.950 9 382 378 

109.542 10,687 360 

284,961 38,061 1,683 

39,322 4,704 285 

33 459 7 582 287 

72,781 12,286 572 

41,039 12,737 351 

40,796 19,965 201 

25,263 9,360 149 

107,098 42,062 701 

37.581 18,918 178 

20049 9 322 261 

57,630 28,240 439 

522,470 120,649 3,395 

SOCRC£: KPLC billi~tg summary (July, 2003) by IT Divi5iotr. 
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TOTAL 

103,406 

100,710 

120,589 

324,705 

44,311 

41 ,328 

85,639 

54,127 

60,962 

34,772 

149,861 

56,677 

29,632 
86,309 

646,514 



ppendix 7 

4u September, 2003 

Dear Sir/Madam, 

JOSEPH K. NJOROGE 
C OUJ'\IVERSITYOF NAIROBI 
LOWER KABETE CAt\1PUS 
P.O BOX 30197 
NAIROBI 

RE: REQUEST FOR RESEARCI I DATA 

I am a post graduate student in the Faculty of Commerce, University of Nairobi. I 

am conducting a Management Research on "Perceived service quality "The Case of 

KPLC Customers after decentralisation of services". 

In order to carry out the Research, you are selected to form prut of the study. 

I, therefore. request you to assist by filling in the attached questionnaire. The 

information you give w ill be treated in strict confidence and is needed purely for 

academic purposes. In no way will your name appear in the final report. 

A copy of the final re port will be made available to you upon request. 

Your assistance and co-operation will be highly appreciated. 

Yours Sincerely, 

Joseph K. Njoroge 
(Student) 
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Margaret A. Ombok, 
Lecturer, Dept of Business 

-Administration 
(Supervisor of the Project) 



QUESTIONNAIRE 

Please respond to the following questions in parts A, B. and C. to the best of your ability and as 
per instructions in each pan. 

PART A: General Information 

Please write or tick ('t ) where appropriate. 

A 1. Your name .................................................... (Optional) 
or Name of your Organization ............................. (Optional) 

A2. Your Account Number ....................................... (Optional) 

AJ. Where is the location of your premises/business?. (Estate/District). 

A4. Please indicate the type of the accout you operate. 

Domestic ( ) 
Small Commercial ( ) 
Large Commercial ( ) 

AS. Please indicate the period you have operated the account in A2, above. 

Below 2 years ( ) 
Between 2 to 5 years ( ) 
Above 5 years ( ) 
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I 

PART S 

Please indicate on a scale l to 5, below the extent to \\hich you consider the follo\\ing attributes ns 
important to }OU in C\.aluation of sen ices offered b} KPLC. 
Please. Tick (\ ) appropriate Box 

--
Ytl') Important ........... bll :'\lot \ot important 

lmportiDI l•po•rtnl IIIIJIOriiDI I I III 

5 4 3 2 1 
1 Abilil\ to ofler dependable ser\ ices 
2 Abilil) of EmergenC) ere\\ to sol\e 

supplv problem~ correct I\ first time .. 
.) Abilit) of commercial office staff to 

correct I\ solve complaints 
4 Ability to eenerate and send correct bills 
5 Willingness to help customers 
6 Provision of prompt sen ice 
7 Willingness and promptness in solving 

complaints 
-

8 Knowledge of employees on the services 
the}- offer 

9 Possession of skills by field staff in 
solving problems 

10 Courteous, friend ly and polite 
employees 

11 Trustworthness, believabilit)' and 
honest) of employees 

12 Guarantee of the work done by service 
crews 

13 Feeling of secunt) with KPLC staff 
''hen undertaking worl..s m )'OUr 
premises 

14 Feeling of secunty when in KPLC 
premises 

15 Feeling of secunl) when all bills are 
paid (guarantee that supply w11l not be 
disconnected) 

16 Proximity and accessibility to KPLC 
Managers and Supervisors when in need 

17 Convenience of official opening hours 
18 Convenience of location of offices 
19 Accessibility to Lmergency offices 

through telephone during times of 
supply interruptions at all times 

20 l Accessibility to complaints' offices b> 
personal 'is its 

21 Canng and understanding staff 
22 Feedback ofquerries by staff 
23 1 Canng and indi' idun~~c~ attention 
24 Flexible statTtO\\ards cu~tomers· 

schedules 
25 Appearance of service staff 
26 Safe!) and appearance of K PLC 

facilities and equipment 
27 Appearance and understability of 

electricity bills 
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P RT C 

Please indicate on the scale 1 to 5, bciO\\ how ,-.ell KPLC. as your. ·en icc Provider. has 
pcrfomtcd on the fhllo\'>ing attributes. 
Plca-;c, tick (\1) appropriate box. 

\'tl') \\ til Well f'a1rl) Poor l) 

5 .. 3 2 
I Ab1lit\' to offer dependable sef\ ices 
2 Ability of Emergency en:'' to sol\ c supply problems 

correctly first time 
3 Abilil) of commercial office staff to correctly solve 

complaints 
4 Abilitv to generate and send correct bills 
5 Willin~ness to help customers 
6 Provision of prompt scnice 

.-2----. ~illingness and promptness in soh in!! complaints 
~ i Kno'' ledge of employees on the services they oflcr 
9 Possess1on of skills by field staff in soh ing problems 
10 Courteous, friendlv and polite emplo\et:s 
11 Trustwonhness, believability and honesty of 

employees 
12 Guarantee of the \\Ork done by service crews 
13 Feeling of security with KPLC staff '"'hen 

undertaking works in your premises 
14 Feeling of security when in KPLC premises 
15 Feeling of security when all bills are paid (guarantee 

that supply will not be disconnected) 
16 Proximity and accessibility to KPLC Managers and 

Supervisors when in need 
17 Convenience of official opening hours 
~ Convenience of location of offices 
~ Accessibility to Emergency offices through 

telephone during times of supply interruptions at all 
times 

20 Accessibility to complaints' oftices by personal 
\<IS Its 

21 Caring and under!otanding staff 
22 Feedback of qucrrics by staff 
23 Caring and individualized attention 
24 Fle,ible staff tO\\atds customers· schedules 
25 Appearance of sen icc staff 
26 · Safety and appearance of KPLC facilities and 

! equipment 
27 Appearance and understability of electricity bills 

TI/A \ 'A f OL FOR J'OuR PARTIC/PAT/0 \ ASD SUPPORT: 
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A ppendix 8 

Formulae for the va riou Va riable 

Part B of Que tionna ire: Measures of customers' Expected service 

Fe -denotes, frequencies of scores obtained from the Iikert scale 

Xc -denotes the actual Scores on likert scale Continuum (i.e. l to 5) 

Means, Me = Lfe Xe 

Lfe 

Variance, Ve 

Standard Deviation, Se 

~2 
~fe j 

Coefficient of Variation, Ce = Se x 100% 

Me 

Part C of the Questionnaire: Measures of customers' Received service 

F r - denotes, frequencies of scores obtained from the Iikert scale. 
Xr -denotes, the actual scores on the likert scale continuum (1 to 5) 

Means Mr = 

Variance, Vr "f.X 2 L... r r 

Lfr 

Standard deviation, Sr 'VVr or QRT of Vr 

Coefficient of Variation, Cr = 

Service Quality Gap, 

Proportionate service qua lity Gap, 
(in percentage) 
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.S.C X 100% 
Mr 

Me- Mr 

Me.,- M[_ X 100% 
Me 



Appendix 9 

Dimension 

(Generic) 

Reliability 

Assurance 

Empathy 

Tangibles 

Source: Research Data 

DATA ANALYSIS: Service Quality- Score Sheet (All Customers) 

Dimension All 
(Expanded) 

{ .,,.,. { 
Commu. -{ 

Und.Cus. 

16 
17 
18 
19 
20 
21 
22 
23 

64 



Appendix 10 DATA ANALYSIS: Service Quality Variables 

Dimension 

(Expanded)L_ __________ ~~~~--~-----r------r-----~----,-----~------~ 

Reliability 

M. 
M, 
M.·M, 
M.·M,IM.% 
Ce 

Responsiveness 

M. 
M, 
M.-M, 

M0·M,IM.% 
Ce 

Competence 

Me 
M, 

M.·M, 

M.·M,IM0% 
Ce 

Courtesy 
Ce 

Credibility 
Ce 

Security 

Me 
M, 

M0·M, 

M.·M,IM.% 
Ce 

Access 

Me 
M, 

M.-M, 

M.-M,IM0% 
Ce 

Communication 

M. 
M, 
M0·M, 
M.·M,.IM0% 
Ce 

4.4665 

3.5308 

0.9357 

20.949% 
17.850% 

4.4281 
3.4891 ----+--
0.9390 

21 .205% ----=-...:.. 
17.290% 

4.3889 

3.6075 

0.7814 

17.804% 
17.72% 

19.80% 

18.20% 

4.3913 

3.7997 

0.5916 

13.473% 
18.070% 

3.4353 

2.8889 
0.5464 

15.906% 
19.800% 

4.2402 

3.4232 
0.8170 

19.268% 
20.010% 

UnderStanding the Customer 

M. 4.09641 

M, 3.36438 

M.-M, 0.73203 -{ 
M0·M,IM.% 17.870% 

Ce 23.160% 

Tangibles 

Me 4.2331 

M, 3.7288 { M0·M, 0.5044 

M0·M,.IM0 % 11.915% 
Ce 

Source: S 
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Appendix 11 DATA ANALYSIS :Service Quality Scores sheet (Domestic Customers) 

Dimension Dimension All 

(Generic) (Expanded) 

Reliability 
3 
4 
5 

Responsiven 6 
7 
8 
9 

Assurance 10 
11 

{ 
12 
13 
14 
15 

{ 17 
Access 18 

19 
20 

Empathy {Comm"" 21 
22 

Und.Cus. 23 
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Appendix 12 DATA ANALYSIS: Service Quality Variables 
mestic customers 

Dimension 

(Expanded~----------------~~~----r-----~----,------r-----r------~ 

Reliability 

Me 
M, 
M.-M, 
M0 -M,/M 0% 
Responsiveness 

Me 
M, 
M.-M, 
M0 -M,/M 0% 
Competence 

Me 
M, 
M.-M, 
M0 -M,IM.% 

Courtesy 
Credibility 

Security 

Me 
M, 
M.-M, 
M0 -M,JM.% 
Access 

Me 
M, 
M.-M, 
M.-M,JM.% 
Communication 

M. 
M, 
M.-M, 
M.-M,!Me"/o 

4.4411 

3.5234 

0.9177 

20.663% 

4. 3 984 -----1f---=-
3.4891 

0.9093 ---=--=-
20.673% 

4.3740 

3.5977 -----,--
0.7763 

17.748% 

4.3638 

3.7808 

0.5831 

13.361% 

3.4228 

2.8880 

0.5348 

15.625% 

4.2541 

3.4244 

0.8297 { 19.503% 

UnderStanding the Customer 

Me 4.09959 

M, 3.37629 

M. -M, 0.72330 -{ 
M.-M,IMe% 17.643% 

Tangibles 

Me 4.2304 

M, 3.7045 { M.-M, 0.5259 

M.-M,tM.% 12.431% 
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Appendix 13 DATA ANALYSIS: Service Quality Score Sheet (Small commercial Customers) 

Dimension Dimension All 

(Generic) (Expanded) 

Reliability 

Courtesy 
CRE 11 

{ 

12 
13 
14 
15 

Empathy 

Tangibles 

Commun. -{ 

Und.Cus. -{ 

{ 

16 
17 
18 
19 
20 
21 
22 
23 
24 
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Appendix 14 

Reliabilitll 

Me 
M, 
M. -M, 

M.-M,JM.% 
Res~onsiveness 

Me 
M, 

M.-M, 
M.-M,JM.% 
Com~etence 

Me 
M, 

M.-M, 

M. -M,JM.% 

Courtesll 
Credibilitll 

Securitll 

Me 
M, 
M0-M, 
M0-M,IM 0% 
Access 

M. 
M, 

M.-M, 
M0-M,JM.% 
Communication 

Me 
M, 

M.-M, 
M0-M,/M 0% 

4.5667 

3.6954 

0.8712 

19.078% 

4.5704 

3.6667 

0.9037 

19.773% 

4.5222 

3.7778 

0.7444 

16.462% 

4.5444 

3.9271 

0.6173 

13.584% 

3.5156 

2.9733 

0.5422 

15.424% 

4.2778 

3.7000 

0.5778 

13.506% 

DATA ANALYSIS :Service Quality Variables 
mall commercial Custo 

All 

{ 
UnderStanding the Customer 

Me 4.11111 

M, 3.42222 

M.-M, 0.68889 -{ 
M.-M,JM.% 16.757% 

Tangibles 

Me 4.2370 

M, 3.9556 { M.-M, 0.2815 

M.-M,JM.% 6.643% 
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Appendix 15 DATA ANALYSIS: Service Quality Score Sheet (Large commercial Customers) 

Reliability 

{ 
12 
13 
14 

{ 
16 
17 

Access 18 
19 
20 

Empathy {~··;, 21 
22 

Und.Cus. 23 
24 
25 

Tangibles 26 
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Appendix 16 OAT A ANALYSIS : Service Quality Variables 
Commercial Custo 

Reliabilit~ 

4.5833 

M, 3.6667 

M,-M, 0.9167 

M,-M/M."/o 20.000% 

Res(1onsiveness 

M, 4.4889 

M, 3.4889 

M,-M, 1.0000 

M,-M/Me0/o 22.277% 

Com(1etence 

M, 4.2333 

M, 3.8000 

M,-M, 0.4333 

M,-M/Me% 10.236% 

Courtesy 
Credibilit~ 

Security 

M, 4.3833 

M, 4.1667 

M,-M, 0.2167 

M.-M/Me% 4.943% 
Access 

Me 3.4000 

M, 2.9067 
M,-M, 0.4933 

M.-M/Me% 14.510% 
Communication 

Me 3.9000 
M, 3.4000 
M,-M, 0.5000 -{ M.-M/Me% 12.821% 

UnderStanding the Customer 

M. 4.00000 
M, 3.13333 
M,-M, 0.86667 -{ M,-M/M.% 21.667% 

Tangibles 

M. 4.2667 
M, 4.2000 { M,-M, 0.0667 

M.-M;M.% 1.562% 
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