CRITICAL FACTORS FOR SERVICE QUALITY IN THE
INTERCITY BUS TRANSPORT INDUSTRY

By
Qi Pan

Submitted in partial fulfilment of the requirements for the degree of
Master of Technology: Marketing
in the Department of Marketing, Faculty of Management Science,

Durban University of Technology

SUBMISSION APPROVED FOR EXAMINATION

SUPERVISOR:.......coiiiiiii DATE: 22 February 2008
DR J P GOVENDER: B PAED(COM); B COM(HONS); M COM; PhD



DECLARATION

| hereby declare that this research dissertation is my own work and that all sources |
have used or quoted have been indicated and acknowledged by means of complete
references. Also, this study has not been previously submitted in full or partial
fulfillment of the requirements for an equivalent or higher qualification at any other

educational institution.



ACKNOWLEDGEMENTS

I wish to sincerely thank the following people and/or parties for their advice, assistance,

encouragement and support without which this study would not have been possible:

To my father, Prof. N. P. Pan for your support, patience and understanding.

To my supervisor, Dr. J. P. Govender for his time, advice and guidance.

To Prof. S. Penceliah and Dr. R. B. Mason for their encouragement and support.

To the many people who participated in this study.

To the Centre for Research Management and Development of the Durban University of

Technology for supporting this research.



ABSTRACT

South Africa will host the Soccer World Cup in 2010. About 2.7 million local spectators
and 400,000 visitors need to be transferred to and from the 10 host cities in 43 days.
This is a huge challenge to the intercity bus transport industry, because the current

transport system may not meet the demand for one of the world’s largest sporting event.

The purpose of this study is to identify the current barriers to good service quality in the
intercity bus transport industry. It focuses on the measurement of service quality and
communication. In this research, the literature survey defined the service quality “gap”
in this industry, identified the role of effective communication in the service delivery
system, measured the variables affecting current service delivery using the SERVQUAL
instrument, and prioritized the importance of the factors influencing service delivery in

this industry.

A questionnaire with 25 questions was designed to collect data. This study used
convenience sampling to select 400 passengers as a sample, viz. 348 South Africans and
52 foreigners at the Durban bus station, since Durban is one of the ten host cities of the

2010 FIFA World Cup. The data was analysed using SPSS.

The results of this research pointed to the importance of external communication in the
industry. Specific recommendations are made to improve the productivity, reduce

vacancy rate and maximize the benefits to this industry in 2010 and beyond.
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CHAPTER ONE

INTRODUCTION

1.1  INTRODUCTION

In 2010, South Africa will host the Soccer World Cup, which provides a challenge to
move a mass of people and an opportunity for improving the quality of service in the
public transport sector. According to a survey by the Human Sciences Research
Council of South Africa (Road Safety towards 2010 World Cup, 2006), 32 teams will
participate, 64 matches will be held, and 2.7 million local spectators and 400 000
visitors will need to be transferred to and from the 10 host cities of South Africa in 43
days. These arrangements will present huge challenges to the intercity bus transport

industry.

According to a report of the FIFA organisation (What FIFA had to say about SA, 2004),
South Africa has a first-rate road network and there is no problem moving from one
town to another. However, South Africa’s Transport Minister Jeff Radebe (Robertson,
2006) announced a plan that promised to address the poor state of the road and rail
networks in South Africa. More than 3.8 billion rands has been allocated to leverage
other funds available to develop the public transport infrastructure for the 2010 Soccer
World Cup, including a 700 million-rand bus and taxi upgrading operation. Priority
would be given to improving customer service, increasing punctuality and passenger

comfort.

Meanwhile, the National Department of Transport (2006) declared that it had set up
some new special sectors (e.g. Chief Directorate Transactional Services and Chief
Directorate 2010 Soccer World Cup) for offering better service in their strategic plan

2006-2009. They found the current transport system would not meet the demand for the



movement of goods and people effectively through analyzing the internal and external
environment and evaluating its role within the service delivery arena. The culture of

service provision in the public transport arena needs to be improved.

This chapter will include the following sections: problem statement, purpose statement,
research objectives, research questions, rationale for the study, delimitation of the

research, review of related research, and design of the research.

1.2 PROBLEM STATEMENT

The intercity transport industry does not appear to have the infrastructure and delivery
system to be able to provide a satisfactory level of service delivery for the 2010 World
Cup. Furthermore, it is not clear what actions need to be taken to improve this customer

service.

1.3 RESEARCH OBJECTIVES
1.3.1 Main objective
The main research objective is to analyse the elements impacting on the service quality

of the intercity bus transport industry in South Africa.

1.3.2 Sub-objectives

* To define the service quality “gap” in the intercity bus transport industry in South
Africa and identify the factors that can influence this gap;

* To identify the role of effective communication in the service delivery system;

* To measure the quality of the factors affecting the current service delivery in the
intercity bus transport in South Africa with the SERVQUAL instrument; and

* To prioritize the importance of the factors influencing service delivery in the

intercity bus transport industry in South Africa.



1.4 RESEARCH QUESTIONS

The main question which this research addresses is: what are the current barriers to

good service quality within the intercity bus transport industry in South Africa (SA)?

The following secondary questions will assist the answering of the main research

question:

1. What are the current environmental conditions for the intercity bus transport
industry relating to service delivery?

2. What is the function of communication in improving service delivery in the
intercity bus transport industry?

3. What is required for improving the service quality of the intercity bus transport
industry?

4. How can the results obtained from the resolution of sub-questions above improve

the quality of service for the SA intercity bus transport industry in 2010 and beyond?

1.5 RATIONALE FOR THE STUDY

This research will analyse the current service status of intercity bus transport in South
Africa. It will identify the critical elements impacting on the efficiency of service
delivery in the industry. The result of this research will point out the direction for
investment of funds in the industry and, thus, for improving the intercity bus transport
infrastructure. At the same time, it will enhance the productivity of these organisations,

reduce their vacancy rate, and maximize the benefits for them in 2010 and beyond.

1.6 DELIMITATION OF THE RESEARCH

The empirical component of this study will be limited to the intercity bus transport
industry in South Africa. The theoretical component of the study focuses on service
quality measure, communication barriers and challenges in the organisational service

delivery system.



1.7 REVIEW OF RELATED RESEARCH

Though there are more than fifty national and international awards and standards for
quality, most of them are for product quality, not service quality. Quality is an
increasingly important element that distinguishes among the numerous services.
Quality service can help organisations to avoid price competition, earn their customers’

loyalty, and increase productivity (Lovelock and Wright, 2002: 264).

Consumers demand quality in everything they purchase — in both goods and services. It
is vital, however, to deliver a satisfactory service for customers the first time, because

an unsatisfactory service cannot be recovered (Bruhn and Georgi, 2006: 14).

Service quality is often defined as the satisfaction of expectations. Gronroos (2001: 151)
states that customer satisfaction and happiness are more strongly affected by their
expectations. The term ‘expectations’, as used by behavioural researchers, is not as
precise as the usage by mathematicians, which is “what is likely to happen, on average”

(Metters, King-Metters, Pullman, and Walton. 2006: 69).

However, many marketing researchers like to define service quality from an individual
consumer’s perspective, also known as user-based (Fitzsimmons and Fitzsimmons, 2006:
128). The expectations are subjective and based on imagination of the service process
and outcome. Service value is the satisfaction of customers’ demands. These demands
are the changes that customers perceive will increase or decrease their satisfaction

(Bruhn and Georgi, 2006: 11-12).

Service quality is a function of the expectations-performance gap and was conducted in
a broad-based exploratory study in the early 1980s. Today, their results extend into e-SQ
or electronic service quality (Zeithaml, Parasuraman and Malhotra, 2001:2). They

studied a number of industries to develop and refine SERVQUAL, which is a technique



that can be used for executing a gap analysis of an organisation’s service quality
performance against customer service quality needs. Their model is also commonly

known as the Gaps model.

The SERVQUAL model focuses on the difficulty in ensuring a high quality of service
for all customers in all situations. Specifically, it labels gaps where a shortfall between
expectation of service level and perception of actual service delivery may occur (Bruhn
and Georgi, 2006: 50-51). The ultimate of these four gaps in service quality is Gap 5:
the possible difference between the expected and the perceived service from the

customer’s standpoint.

The key to delivering quality service is to identify and understand what dimensions of
quality are important to customers. The scale of Zeithaml, Parasuraman and Malhotra
(2002: 4-5) involves expectations-perceptions gap scores along five dimensions:
Tangibles, Reliability, Responsiveness, Assurance, and Empathy (see appendix A,
applied to a bus company). In these surveys, regardless of the type of service,
customers respond to services by answering questions based on a number of key service
dimensions. These dimensions fall into 10 key categories: Tangibles, Reliability,
Responsiveness, Competence, Courtesy, and Credibility, Feel secure, Access,
Communication, and Understanding the customer. Overall SERVQUAL results showed
that reliability is the most important factor in service quality and tangibles is the least

important.

Since SERVQUAL results can be used to identify which components of a service are
good or bad at the company, the instrument can be used to monitor service quality over
time, to compare performance with its competitors, or to measure customer satisfaction
within a particular service industry generally. An organisation or industry can use the

information collected through SERVQUAL to improve its position and meet customers’



expectations continuously. Additionally, the expectations-perceptions results, along
with the demographic data, may facilitate effective customer division (Zeithaml and

Bitner, 2000: 102).

The service delivery system is a key part of the whole service system. Bebko (2000: 10)
indicates that the service delivery system includes not only the tangible elements of the
service operating system, i.e. employees and the physical facilities, but also includes

exposure to other customers.

Service delivery is concerned with whether the service product is provided to the
customer at the right place and time. Lovelock and Wright (2002: 279-283) state that a
good service delivery system should be a continuing self-correcting system by

comparing and measuring the results of the service quality.

In view of the development of electronic technology, communication on service
delivery is changing from higher to lower levels of contact, from personal service to

self-service (Lovelock and Wright, 2002: 192-193).

According to MacDonald and Smith (2004: 114-115), good communication skills can
increase productivity. Without an effective information delivery system, organisations

will lose normal operation. Communication should be a top priority.

Copley (2004: 18-21) states that organisations should analyse all related information in
their social and economic environment and use it to guide their activities. Lidén (2003:
346) also indicates that the absence of communication can affect customer perceptions
of service quality. The service delivery improvement plan of the Department of
Transport in South Africa (National Department of Transport, 2006) stressed that

“communication has a key role to play in improving service delivery”.



The intercity bus transport industry in South Africa, as a public transport service, is a
very important element of South African tourism development. The improvement of the
intercity bus transport service quality should lead to an increase in the industry’s
productivity and customer satisfaction (SA transport gets money injection from big
funder, 2006). SERVQUAL, as a measurement tool to analyse service quality, will
determine which factors in intercity bus transport industry are influencing the service
delivery system. As a 2010 FIFA World Cup host country, South Africa should also be
concerned with good communication skills in the whole social and economic
environment (National Department of Transport, 2006). Effective communication will
be able to affect the service quality of the transport industry, even the image of a country

(Friman and Edvardsson, 2003: 22).

1.8  DESIGN OF THE RESEARCH
The research is a formal and descriptive study, which will employ a quantitative method
to investigate a specific issue — what factors are influencing the service quality of the

current intercity bus transport industry in South Africa?

It will gather the necessary information about the industry through a communication
study. A questionnaire with 25 questions will be used to gather data. This kind of
survey will be selected in preference to depth interviews in order to reach a wider
population. Meanwhile, questionnaires also help to orientate the research to the

industry context (Blumberg, Cooper and Schindler, 2004: 127-131).

The study will also be a cross-sectional study under field conditions. All data will be
collected from a specific place, the Durban Bus Station. This venue is suitable as
customers from other towns and cities enter and leave Durban at this station. Data will
be collected from April, 2007 to September, 2007. These collected data will be

analysed to identify the critical factors in the service delivery process of the intercity



bus transport industry in South Africa.

1.8.1 Sampling method

Collis and Hussey (2003: 155) conclude that a positivistic study must have the key skill
of selecting a suitable sample before the researcher collects information. A sample is
made up of some of the members of a population. Many sampling methods can be used
to select a sample, such as: random sampling, systematic sampling, convenience
sampling and purposive sampling (Collis and Hussey, 2003: 155-159). In this research,
convenience sampling will be used. The reason for this selection is that there is no

available sampling frame i.e. a list of all members of the population.

1.8.2 Sample size

Based on advice on sample size for a given population size by Sekaran (2003: 294), the
sample size should be from 380 to 384 if the given population is over 40 000. Due to
the number of passengers for the 2010 FIFA World Cup being very large (approximately
400 000), the sample size of the study will be 400.

Since the population of the study includes foreign and local passengers, a quota sample
will be used as shown in the following table, which establishes a detailed distribution of
the sample. According to Table 1.1, 350 South Africans and 50 foreigners will be
chosen as respondents, based on the proportion of expected spectators (2.7 million local
spectators and 400000 foreign spectators). Within each sub-category, the convenience

sampling method will be used to select the respondents.

Table 1.1: Quota sample of the study

Location Total
South African 350
Foreign 50
Total 400




1.8.3 Data collection

Due to Durban being one of the ten host cities of 2010 FIFA World Cup, the research
will be focused on intercity bus passengers (e.g. tourists, commuters and local residents)
in the Durban Bus Station. This focus is suitable as customers from other towns and
cities enter and leave Durban at this station. This study will choose 400 passengers in

the Durban Bus Station as a sample from March 16 to September 10, 2007.

1.8.4 Questionnaire

A questionnaire will be used in this research. It will consist of fifty questions from the
modified version of SERVQUAL (Zeithaml and Bitner, 2000: 41) instrument, (the same
25 questions will be used to assess expectations and perceptions) and three demographic
questions. All items except the three demographic questions will be five-point Likert-
type scales that are rated on 1 (completely disagree) to 5 (completely agree) response
categories. Fieldworkers will be used to administer the questionnaire. They will be

trained to conduct the process.

1.8.5 Data analysis
The responses of each questionnaire will be recorded onto a computer. The data will be
analysed and measured by a statistical program SPSS (Statistical Package for the Social

Sciences). The appropriate statistical tests will be conducted.

1.8.6 Reliability and validity

A reliability analysis will be employed to test the internal consistency of each factor e.g.
Cronbach’s coefficient alpha (Struwig and Stead, 2004: 133). A pilot test can refine the
questionnaire and assess the questionnaire’s face validity (Saunders, Lewis and
Thornhill, 2003: 309). A pilot test of the questionnaire has been conducted with ten
postgraduate students. In order to ensure the construct validity of the research,

confirmatory factor analysis will be used (Struwig and Stead, 2004: 138-143)



1.9 CHAPTER OUTLINE

1.9.1 An overview of service quality and communication

Chapter 2 will firstly identify various concepts relating to service quality. Secondly, the
SERVQUAL model focuses on assessing and understanding customers’ perceptions and
expectations of service quality that will be discussed. Thirdly, this chapter will discuss
the service delivery system. Furthermore, the importance of communication will be
given in the evaluation of service quality levels. An overview of SA’s intercity bus

transport industry and the existing service quality level will also be described.

1.9.2 Research methodology

Chapter 3 will explain the research methodology used and, in particular, the data
collection method, the questionnaire design, the sampling method and data analysis. An
amended SERVQUAL instrument will be used for the passengers to assess the service

quality of the intercity bus transport industry.

1.9.3 Finding of the empirical research

Chapter 4 will present the results of the survey. The explanation of the results will start
with a discussion of the demographic information using frequencies and percentages.
This discussion will be followed by a comparison of bus passengers’ expectations and
perceptions of the service quality. The gaps between those expectations and perceptions

will be presented.

1.9.4 Conclusions and recommendations
This chapter will contain a summary of the previous chapters, and present conclusions
and recommendations based on the empirical findings. Recommendations will also be

made for future research.

10



1.10 CONCLUSION

This chapter presented a description of the concepts to be used in the study. Firstly, a
statement of the problem and sub-problems together with importance and scope of the
study was formulated. Secondly, a review of the related literature was presented.
Finally, a description of the methodology of the research and the study plan concluded
the chapter. In Chapter Two, the theoretical aspects of service quality and

communication will be discussed.

11



CHAPTER TWO

AN OVERVIEW OF SEVICE QUALITY AND COMMUNICATION

2.1 INTRODUCTION

Chapter 1 described the target and scope of this study and identified the problem
statement, the objectives and research methodology for the study. In this chapter,
different perspectives of service quality are presented. In order to improve service
quality in the intercity bus transport industry, a clear understanding of its nature and
what it actually means will be required. It is necessary to understand the consumer
expectations and perceptions of service quality, the external and internal factors of the
service delivery system, and the role of effective communication in the service process.
This chapter also explains the ‘Gaps model’, which is the basis of the measurement of
service quality as an academic framework, and as a precondition for the SERVQUAL
model. After discussing service quality, effective communication as a main factor in the

service delivery system is discussed.

2.2 THE INTERCITY BUS TRANSPORT INDUSTRY IN SOUTH AFRICA

Transport will play an important role in the 2010 Soccer World Cup. The intercity bus
transport industry, as a part of public transport network, will enhance the whole social
mobility while a mass of soccer fans crowd into South Africa. At the same time, this
industry will solve traffic problems such as the excessive use of private automobiles
created in recent years, e.g. air pollution and traffic jams (Ongkittikul and Geerlings,

2006 285).

2.2.1 The impact of 2010 Soccer World Cup in South Africa
The 2010 World Cup in South Africa offers a huge commercial opportunity and will
boost employment and economic benefits — not only to South Africa, but to the

Southern African region as a whole. The event has already attracted more marketing
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and television attention than this year’s recently completed tournament (No financial

worries about 2010, 2006).

FIFA identified and approved 10 stadia to host 64 soccer matches in nine core cities of
South Africa. It has been estimated that the 2010 World Cup will create some 129 000
jobs and contribute about R21-billion to South Africa's gross domestic product. 350
000 visitors could consume R9.8 billion within one month. The government would earn
R7.2 billion in government taxes. At the same time, the 2010 World Cup would open
new tourism markets for South Africa. The host cities would extend their image and
add their impact around the world. Non-host cities also would get an opportunity to be
understood by the world when 32 teams and their fans shuttle among 10 stadia (2010:

the money's in the bank, 2006).

2.2.2 Intercity transport

According to Wikipedia (2006), intercity means transportation by rail, bus, truck or
airline between cites. There are many transport companies with Intercity as their brand.
Intercity originated in the intercity sector of British Rail. In this study, intercity bus
transport industry in South Africa means that fast long-distance passenger bus services

merely stop at large stations in South Africa.

2.2.3 The public transport network

The most common difficulties for tourists and foreigners in unfamiliar areas are that
public transport is still not accessible and safety is still a great concern. However, South
Africa is still considered as a country with high crime and inadequate transport
infrastructure (No financial worries about 2010, 2006). Moreover, the current transport
system does not meet the demand for the movement of goods and people effectively.
The infrastructure of service in the public transport network needs to be improved.

R3.5-billion has also been appropriated for public transport infrastructure in preparation
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for the 2010 Soccer World Cup by the South Africa government (Road Safety towards
2010 World Cup, 2006).

The major policy principles regarding public transport focus on how to deliver effective

public service. Some of these principles are:

* To promote the use of public transport over private transport;

* To ensure that public transport services address user needs, including those of
commuters, scholars, tourists and the disabled;

* To promote and implement a system of regulated competition for tendered public
transport routes; and

* To promote safe and secure, reliable and sustainable public transport (National

Department of Transport strategic plan 2006-2009, 2006).

The 2010 Soccer World Cup, as one of the biggest sport events in the world, will
demand effective collaboration among all transport modes. The public transport
network in South Africa mainly carries passenger by three categories: civil aviation, rail

transport and road transport, respectively.

2.2.3.1 Civil aviation

The Airports Company of South Africa (ACSA) is a service-oriented and market-driven
commercial enterprise which owns and operates three international airports
(Johannesburg International, Cape Town International, and Durban International) and
six national airports in Port Elizabeth, East London, George, Kimberly, Upington and
Bloemfontein. It is responsible for upgrading standards at the country's airports and

improving productivity (South Africa Yearbook, 2005/06: 622).

ACSA currently handles approximately 90% of the country's aviation requirements.

More than two million aircraft landings and 10 million departing passengers utilise
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these airports every year (Mahlangu, 2006). However, travelling by air is very

expensive.

2.2.3.2 Rail transport
Spoornet and the SA Rail Commuter Corporation (SARCC) control South Africa's rail
network. Spoornet provides goods, container services as well as long distance

passenger services (South Africa Yearbook, 2005/06: 619).

Spoornet has seven transport divisions providing transport services in all transport
modes. Shosholoza Meyl and Luxrail are two main train passenger services of these
divisions. Shosholoza Meyl provides an affordable long-distance train passenger
service between major cities in South and Southern Africa. About four million
passengers use this service annually. Luxrail focuses on providing luxury train travels
for a growing international tourist market. South Africa’s Blue Train, a division of
Luxrail, has enjoyed an international reputation as one of the world’s paramount

travelling experiences (South Africa Yearbook, 2005/06: 621).

Metrorail, as a kind of special urban train, only provides commuter service in seven
metropolitan regions. As the metropolitan commuter system, it serves 473 stations with
over 2 400 km daily. Metrorail plays a quite important role in South African public
transport system. It accounts for 17% of all public transport in South Africa and
amounts to transporting approximately 1.5 million people to and from work daily

(South Africa Yearbook, 2005/06: 621-622).

The biggest problem with the South African train service is that it is still unsafe outside
of normal working hours, although the South Africa’s train system has worked hard to
create a safer and securer environment for their customers (Getting you from - A2B - in

South Africa, 2006).
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2.2.3.3 Road transport

South Africa has the longest road network in all African countries. The South African
road network comprises some 754,600 km of roads and streets. The existing national
road network covers about 9,600 km. Toll roads, which are serviced by 32 mainline toll
plazas, cover about 2,400 km. Approximately 80% of all freight circulation in South
Africa is conveyed by road, while nearly 7% of the Gross National Product is spent on
freight transport (South Africa Yearbook, 2005/06: 611). The road passenger transport,
as the other main function of road transport, has three main categories: minibus-taxis,

private motor cars and bus transport.

Minibus taxies are utilised by most South Africans as the dominant means of passenger
transport. Also, the government of South Africa has formally recognised mini-bus taxis
as a separate mode of transport. The minibus taxis industry in South Africa provides
65% of the 2.5 billion annual passenger trips in urban areas, and a high percentage of

rural and intercity transport by about 127,000 minibus-taxis (Groenewald, 2003: 3).

The minibus industry that makes differentiation between the taxi and bus industries has
shown remarkable growth during the last few years. The minibus taxis industry has
controlled approximately 60% of the passenger transport market, as well as resulted in a
decrease in the market share of the bus and train as modes of transport (Getting you

from - A2B - in South Africa, 20006).

Private motor vehicle is another main means of passenger transport. The number of
private motor vehicles continues to grow at a rate of 1.7% per annum. Currently, car
ownership in South Africa remains in its infancy. As a whole, there are 108 cars per
1000 of the population in South Africa. Approximately 26% of households own a
motor car in South Africa. 82% of households, whose income exceeds R6000 per

month, own one or more cars (South Africa Yearbook, 2005/06: 612).
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In many countries around the world, public transport is considered a favourable
alternative to private vehicles. Buses play an important role in the public transport
system (National Department of Transport strategic plan 2006-2009: 2006). Intercity
bus transport, as a means of bus passenger transport, is responsible for linking the major
centres of South Africa and also serves commuters in the deep rural areas by a network

of public and privately owned passenger bus services.

2.2.4 Status of the intercity bus transport industry

The nine host cities of 2010 Soccer World Cup, namely Johannesburg, Pretoria, Cape
Town, Durban, Port Elizabeth, Bloemfontein, Rustenburg, Nelspruit and Polokwane are
all linked by air and train routes. Also, South Africa has a number of first-rate tour bus
companies to carry visitors in comfort. However, the intercity bus transport industry is

a weak link in the South Africa’s passenger transport system.

The same language or similar cultural background helps to make communication easier
and allows better understanding of transport documents, procedures and regulations.
However, South Africa is a compositive and multiracial country. South Africa's
population is composed of different groups. According to Statistics in Brief (2006: 10),
Black Africans represents the majority (79.3 per cent) of the population, followed by
Whites (9.3 per cent), then Coloureds (8.8 per cent) and Asians (2.5 per cent). South
Africa also has 11 official languages, namely IsiZulu, IsiXhosa, Afrikaans, Sepedi,
English, Setswana, Sesotho, Xitsonga, SiSwati, Tshivenda and IsiNdebele (South Africa
Yearbook, 2005/06: 3). To simplify the navigation task for tourists, foreigners and
drivers in South Africa, as well as to promote global uniformity, readable route maps in
any languages and route numbers are utilised to guide them towards their destinations
(South Africa Yearbook, 2003/04: 612). As a result, most of foreign visitors with an
international drivers licence would like to rent a car, a four-wheel vehicle drive or even

a motorcycle to tour South Africa.

17



Most of local travellers prefer to take more convenient minibus taxis during South
Africa’s public and school holidays and nearly half of all journeys. The second biggest
choice is personal vehicles. Planes, buses, and trains are infrequently used (Herman,
2006). According to Gosling and Sapa (2006), South Africa had some 6.9 million
registered vehicles in 2001, including more than 3.98 million motor vehicles. Private
transport (cars and mini-bus taxis) was used by 90% of the total adult population in
2005 during a normal seven day week. The use of private cars grew from 39% in 2002
to 43% in 2005, while mini-bus taxi usage increased from 42% in 2002 to 47% in 2005.
Almost half the country’s adult population makes use of mini-bus taxis as their sole
means of transport. Another report (Transport crisis could hinder 6% economic growth,
2006) indicated that 565,018 new vehicles had been sold in 2005. The main reason of
the increasing number of vehicles on the road is due to an economically-active black
middle class, with disposable income, which is emerging in South Africa. Also, the
road infrastructure is not keeping abreast of this trend. The congestion of traffic has

become a huge problem in South Africa.

At the same time, the public bus transport industry is facing many problems e.g. low
productivity levels, low morale and a high vacancy rate. Bus and train usage is stable
but only 10% of the adult population uses these forms of public transport. In 2002,
8.4% of adults used buses and this increased by one percent to 9.4% in 2005, while
people travelling on trains decreased to 2.5% in 2005 from 3% in 2002 (Transport crisis

could hinder 6% economic growth, 2006).

Intercity bus transportation seems to provide a reliable, safe, comfortable and better
integrated transport mode and, hence, become a cost effective alternative to the private
car. However, the prices of the ticket some airlines and intercity bus services offered

are very similar (Getting you from - A2B - in South Africa, 2006).
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South Africa has embarked on addressing these issues for successfully conducting the
2010 Soccer World Cup, so that as little added pressure is applied to infrastructure
development as possible. Buses look poised to take on this role (National Department

of Transport strategic plan 2006-2009, 2006).

2.3  SERVICE QUALITY

Many academic researchers have studied the area of services in the past thirty years,
especially in the Sweden and United States. Services, traditionally, are more difficult to
define than physical goods, because various inputs and outputs in the service delivery

process are intangible (Akbaba, 2006: 171).

Gronroos (2000: 46-47) states that services are a series of processes that leads to an
outcome, which will solve customer problems, during partly simultaneous production
and consumption processes. Moreover, the customer often actively participates in the

production process.

Zeithaml, Bitner and Grenler (2006: 4) define services as all economic activities that
take place in an interaction process for creating customer satisfaction, although this

interactive consumption does not always lead to material possession.

2.3.1 The basic characteristics of services

In order to define services clearly, many early investigations focus on finding the
differences between services and consumer goods. These differences refer to the
“characteristics of services”. These characteristics of service also make service

different from goods as described below (Woo and Ennew, 2005: 1180).

2.3.1.1 Intangibility

Customers can get permanent ownership of physical and tangible objects (Lovelock and
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Wright, 2002: 9). Services are an activity, an experience and not a thing. Services
cannot be seen, felt, tasted, or touched as tangible goods, which can be readily displayed
and easily transferred to customers (Zeithaml et al., 2006: 22). Organisations always
try to make their intangible offer as tangible as possible, while many manufactures try
to create an image for their products instead of focusing on the tangible aspects of their
products in advertising (Fitzsimmons and Fitzsimmons, 2006: 24). Services are not a

particular kind of product.

2.3.1.2 Inseparability

According to Pérez, Abad, Carrillo and Fernandez (2007: 136), the service is produced
and consumed at the same time in most of the service industries. This kind of personal
contact is referred to as “interactive consumption” and “interactive process” in the
definition of services. It includes physical environment (e.g. ATM), behaviour of
personnel, and the customer’s mood and needs. Inseparability of the service itself from
the service provider highlights the role of people in the service transaction, and their
influence on quality levels. Therefore, it is difficult for the service providers to hide

mistakes or quality shortfalls of the service.

2.3.1.3 Perishability

Unlike manufactured goods, services cannot be saved, stored, resold, or returned. The
degree of perishability in the quality of service is affected by the degree of intangibility
(Bruhn and Georgi, 2006: 14). This characteristic means that the service providers have
only one way that they should provide the right service the first time, every time, and
the full use of service capacity. Also this provision makes it impossible to have a
quality check before the service was send to the customers. Pricing and promotion are

two of the marketing tools commonly adapted to tackle this characteristic.
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2.3.1.4 Heterogeneity

The productivity and quality of the produced goods can be controlled under fixed
conditions (Lovelock and Wright, 2002: 11). However, the customer, as an essential
part of this whole service process, actively participates in the process of producing the
service. The customer uses objective and subjective criteria to evaluate service quality.
The moods and needs of the customer may lead to their different performance in similar
situations. This tendency means that standardizing services is quite difficult on many
occasions. The chance of heterogeneity in the final output of service delivery processes
will still be large. Automation can contribute to reduce the impact of people and

environment on service quality (Fitzsimmons and Fitzsimmons, 2006: 25).

2.3.2  Quality in services marketing

Quality is the extent to which the service, the service process and the service
organisation can satisfy the expectations of the user. All service organisations recognise
the importance of service quality because it affects customer loyalty and satisfaction.
Service quality also has been suggested as a means of developing a competitive
advantage (Landrum, Prybutok and Zhang, 2007: 104). Lovelock and Wright (2002: 14)
define ‘quality as the degree to which a service satisfies customers by meeting their
needs, wants and expectations’. This definition means that if a firm does not improve
quality service to its customers, it will be able to switch its customers to another

supplier who can satisfy them and its competitors will take over the market.

To define service quality, the traditional approach pays more attention on service quality
perception which is a comparison of consumer expectations with actual performance
(DeMoranville and Bienstock, 2003: 217). Today, researchers on service quality widely
accept and apply two service theories among the various service quality opinions. One
is the Gronroos’ Technical and Functional Quality framework. The other is the

SERVQUAL model by Parasuraman, Zeithaml and Berry in the 1990s (Woo and Ennew,
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2005: 1179).

In the 1990s, Gronroos used a two-dimension model of service quality (technical quality
and functional quality) to describe and measure the service quality (Pérez et al., 2007:
137). In this model, technical quality focuses on the outcome of what is the service
provided and functional quality takes into account how it is delivered. Subsequently,
Gronroos (2001: 81) indicated seven specific dimensions on which service quality
customers’ perceptions could be measured (professionalism and skills, reliability and
trustworthiness, attitudes and behaviour, accessibility and flexibility, service recovery,

serviscape, and reputation and credibility).

Parasuraman, Zeithaml and Berry proposed a conceptual framework of service quality
based on the interpretation of qualitative data from extensive explanatory research
performed in four service businesses (Akbaba, 2006: 174). Landrum et al. (2007: 105)
simplify the definition of service quality as a comparison between consumers'
expectations and their perceptions of the service they actually receive. Woo and Ennew
(2005: 1180), furthermore, indicate that both of the two approaches to conceptualizing

the dimensions of service quality clearly overlap.

24  CUSTOMER EXPECTATIONS OF SERVICE

Zeithaml et al. (2006: 81) state that “customer expectations are beliefs about service
delivery that serve as standards or reference points against which performance is
judged”. The concept of expectations has been widely used in many studies about
consumer behaviour. Customer expectations are critical to services marketers.
Expectations will deeply influence customer behaviour. For instance, if a customer’s
last experience with a company was negative, he/she may approach a new situation with

the expectation that he/she will again be dissatisfied.
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According to Bebko (2000: 12), customer expectations are not stable. Since customers’
expectations are one kind of human perceptions based on verbal information, personal
needs, experience and commercial information, and customer service expectations are
usually dynamic. Therefore, expectations cannot always be predicted by individual
households or customers. Sometimes, it is easier to predict expectations with a more

aggregate level of groups of consumers.

2.4.1 Levels of service expectations

Customers have different types of expectations about service. In general, researchers
focus on two types of customer expectations. According to the levels of the service
expectations, the highest one is called desired service. Desired service reflects the
hopes and wishes of some consumers. The other level of service expectations is defined
as “adequate service”.  Adequate service represents the “minimum tolerable
expectation,” which means the bottom level of performance what customers are willing

to accept (Metters et al., 2006: 83).

2.4.2 The zone of tolerance

The ranges of the variation between the desired service level and the adequate service
level can be called the “zone of tolerance” (Ma, Pearson and Tadisina, 2005: 169).
Based on the specific situation and various needs, the service performance of suppliers
provided is very different from the same provider, and even with the same service
employee. Desired service is more stable than adequate service. Fluctuations in the

zone of tolerance mostly focus on the adequate service level rather than the desired

service (Gilbert and Wong, 2003: 522).

The zone of tolerance not only concerns the perception of the service but also the
perception of the service delivery process. An individual customer’s zone of tolerance

increases or decreases based on a number of factors, including company-controlled
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factors. The more important the factor, the narrower the zone of tolerance is likely to be

(Zeithaml et al., 2006: 87).

2.4.3 Factors that influence customer expectation

Although many of the factors that influence customer expectations are uncontrollable,
marketers should try to understand them so that they can control those (Robledo, 2001:
23). In general, these factors are divided into three parts in terms of the levels of the
service expectations such as desired service expectations, adequate service expectations,
and both desired and predicted service expectations. The detailed factors will be

discussed in the following sections.

2.4.3.1 Factors that influence desired service expectations

Figure 2.1 Factors that influence desired and predicted service
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The desired service expectations are driven by more enduring factors, which tend to be
high to demands of primary service and remain high (Caro and Garcia, 2006: 63). As
Figure 2.1 shows, personal needs and lasting service intensifiers are the two largest
factors that influence on desired service level and elevate the level of desired service

(Zeithaml et al., 2006: 88).

Personal needs refer to those states or conditions that are essential to the physical or
psychological well being of the customer. Each customer has different needs for each
service. Therefore, this need also influences customers to judge the quality of the

service, and whether or not it has satisfied their needs (Hensley and Dobie, 2005: 86).

Metters et al. (2006: 88) indicate that lasting service intensifiers are individual, stable
factors that lead the customer to a heightened sensitivity to service. Desired service
expectations and personal service philosophy are two important factors of the lasting
service intensifiers. Desired service will occur when customer expectations are driven
by another person or group of people. Personal service philosophy means that the
customers have their own cultural character when they are making a decision (Gilbert

and Wong. 2003: 520).

2.4.3.2 Factors that influence adequate service expectations

As Figure 2.1 shows, there are five important factors influencing the adequate service

(Zeithaml et al., 2006: 90-93):

*  Temporary service intensifiers include many short-term and individual factors that
make a customer more aware of the need for service. In some situations where
temporary service intensifiers are present, the level of adequate service will
increase and the zone of tolerance will narrow;

* Perceived service alternatives mean that other competitors, who obtain the same

service, can influence customers’ choice and decision;
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* The customers’ self-perceived service role is the third factor affecting the level of
adequate service. Since customers’ expectations are partly shaped by how well they
believe they are performing their own role in service delivery, one role of the
customer is to state the level of service expected,

* Situational factors indicated some factors that customers perceived but that are
beyond of the control of the service providers; and

* Predicted service is typically an estimate of the service that a customer will receive
in an individual transaction with a service provider. Since customers are always
likely to predict what will happen in the next service encounter or transaction in
terms of their experiences, predicted service is viewed in this model as an
influencer of adequate service.

In general, these factors are short-term and tend to fluctuate than the factors can

influence desired service.

2.4.3.3 Factors that influence both desired and predicted service expectations

As Figure 2.1 shows, there are four factors that influence both desired service and
predicted service expectations. Explicit service promises, implicit service promises, and
word-of-mouth communications are three external influencing factors. Past experience

is one of internal factors (Robledo, 2001: 25).

Explicit service promises that the organisation conveys various statements about the
service to its customers. In general, there are two channels that deliver the statements.
One is personal vehicle. Salespeople and employees communicate service promises.
The other is non-personal. Advertising, brochures, and other written publications are
main information vehicles. All types of explicit service promises influence the levels of
both desired service and predicted service. Customers also expect the service to be in

keeping with the messages (Lovelock and Wright, 2002: 192).
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Implicit service promises are service-related cues to customers by price and tangibles
associated with the service. In general, the higher the price and the more impressive the

tangibles, the more a customer will expect from the service (Rosene, 2003: 54).

Word-of-mouth communication, as an information source, is very important service
although it belongs to a sort of informal recommendation (Echeverri, 2005: 201).
Moreover services are usually difficult to evaluate before purchase, this kind of
communication with drawing an unambiguous conclusion from other experienced is
recognised as unbiased. Experts (including consumer reports, friends, and family) are
also word-of-mouth sources that can affect the levels of desired and predicted service

(Caro and Garcia, 2006: 64).

Past experience is the customer’s previous experiences to the related service. Past
experience will likely to change the customer’s expectation (Rosin, 2003: 54). It can
efficiently and effectively adjust service expectations and decrease dissatisfaction for

customers.

2.5 CUSTOMER PERCEPTIONS OF SERVICE

The customers’ perceptions of service quality have attracted quite extensive attention
from researchers and practitioners. Zeithaml and Bitner (2000:27) describe customer
perceptions as: “the subjective assessments of actual service experiences. This refers to
how customers perceive services; how they assess the quality of received service;
whether they are satisfied; and whether they have received good value. Therefore,
customer perceptions of service are also defined as customer perceptions of quality,
satisfaction and value”. In short, the customers’ perceptions are the way that people see
something based on their experience. Everyone’s perception of a situation will be at

least slightly different.
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2.5.1 Dimensions of service quality

Silvestro (2005: 216) states that the only criteria that count in evaluating service quality
are those defined by the customer. According to Nowacki (2005: 236), Parasuraman,
Zeithaml and Berry established 10 service quality dimensions that customers use to

judge the quality of the service offered in 1984.

The ten dimensions are not necessarily independent of each other. There could be some
overlap between the categories. As a result of a further study, Parasuraman et al.
(Gronroos, 2000: 74) combined the ten original determinants into five dimensions of
quality: tangibles, reliability, responsiveness, assurance (including competence,
courtesy, credibility, security) and empathy (including access, communication and

understanding), as seen Table 2.1.

Table 2.1 Ten dimensions of service quality

Correspondence between SERVQUAL Dimensions and Original Ten Dimensions for Evaluating Service Qua

Original Ten
Dimensions for
Evaluating Service

Quality TANGIBLES|RELIABILITY|RESPONSIVENESS| ASSURANCE | EMPATHY
TANGIBLES
RELIABILITY

RESPONSIVENESS
COMPETENCE

COURTESY
CREDIBILITY
SECURITY
ACCESS

COMMUNICATION
UNDERSTANDING/
KNOWING THE
CUSTOMER

Source: Gronroos (2000: 74)

SERVQUAL Dimensions

These five dimensions are found relevant for various business services. Customers will

use all or some of the dimensions to determine service quality perceptions. Research
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suggests that cultural differences will also affect the relative importance placed on the
five dimensions. Tangible features, such as the personnel’s or exhibition’s appearance,
are relatively easy to assess. However, intangible features such as safety and
understanding clients’ needs, may be very difficult for the professional and the client to

evaluate (Zeithaml et al., 2006: 117).

2.5.1.1 Reliability

Bebko (2000: 11-12) defines reliability as “the ability to perform the promised service
dependably and accurately”. Reliability is a key dimension that customers can evaluate
the quality between they received and the provider promised during the delivery process
(e.g. service provision, problem resolution, and pricing). All firms need to be aware of

customer expectations of reliability.

2.5.1.2 Responsiveness

Zeithaml et al. (2006: 117) suggest that service providers should be active and
voluntary to help their customers and to provide prompt service. This dimension
demands that the service provider should be more flexible in solving their customers’
problems and requests. Firms even should have a capacity to customize services for

dealing with their customers’ special needs.

2.5.1.3 Assurance

Robledo (2001: 25) identifies assurance as “employees’ knowledge and courtesy and
the ability of the firm and its employees to inspire trust and confidence”. This
dimension consists of four original determinants: competence, courtesy, credibility and

security.

2.5.1.4 Empathy

As Table 2.1 shows, access, communication and understanding/knowing the customer
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are merged into empathy. The basic target of the dimension is to afford more facilities
for the current or potential customers and enhance the services capacity, through
personalized or customized service. Curry and Sinclair (2002: 200) describe empathy

as the caring, individualized attention that the firm provides its customers.

2.5.1.5 Tangibles

Tangibles are related to ‘the appearance of physical facilities, equipment, personnel, and
communication materials’ (Robledo, 2001: 26). Since the tangible and visual elements
of the site will be critical to efficiency as well as to overall perceptions of the firm and
the brand, service companies are likely to use tangibles to enhance their image and
convey quality service to customers. Most companies also combine tangibles with

another dimension to create a service quality strategy for the firm (Zeithaml et al., 2006:

120-122).

2.5.2 Relationship between service quality and customer satisfaction

Lovelock and Wright (2002: 87) define customer satisfaction as a sort of emotional
reaction that arose from an actual experience. Metters et al. (2006: 110) also indicate
that satisfaction is the consumer’s fulfillment response. Satisfaction is the customer’s
evaluation of a product or service in terms of whether that product or service has met

the customer’s needs and expectations (Bruhn and Georgi, 2006: 443).

According to Truong and Foster (2006: 843), customer satisfaction takes place in two
situations. One is the result of a product or actual service meets the customer’s
expectations. The other is the result exceeds the expectations. Dissatisfaction will
occur when the actual service is below the expected level. So, satisfaction and

dissatisfaction are the outcome of a subjective evaluation process.
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The relationship between service quality and customer satisfaction is still a mystery,
whether customer satisfaction is an antecedent of service quality or vice versa. Several
researchers suggest that customer satisfaction leads to service quality (Lee, Lee and Yoo,

2000: 219).

However, an approach most frequently applied in the commercial sector suggests that
customer satisfaction with a service is related to the perceived discrepancy between
actual and ideal levels of service delivery. If experience of the service greatly exceeds
the expectations that clients had of the service, then satisfaction will be high and vice
versa (Mori, 2002). This should not, of course, be taken by service providers as licence
to drive down expectations to achieve surprise and concomitant customer satisfaction
with moderate service quality: service quality is seen as an antecedent of customer
satisfaction (Brady, Cronin and Brand, 2002: 18). Figure 2.2 shows the relationships
between the two concepts.

Figure 2.2 Customer perceptions of quality and customer satisfaction
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In fact, customer satisfaction and service quality are conceptually distinct from one and
another, but closely related. Service quality is a cognitive, evaluative and objective
concept while satisfaction is a combination of an affective and subjective component
(Lovelock and Wright, 2002: 265). Extensive literature has been developed on studies
of the measurement and understanding of customer satisfaction with service provision
(Mori, 2002). Many previous studies have incorporated a wide range of methodologies
to meet the challenge of developing performance measurement sensitive to both

customer and provider issues.

Customer satisfaction stems from the fact that service providers provide service that
meets or exceeds customers’ expectations. Customer expectation is an important
element that might play a decisive role in the literature on quality and satisfaction.
Another area that has been proposed and needs to be concerned is customer expectation.
Many researchers that believe in the disconfirmation paradigm are concerned about this
area, since customers evaluate service quality by comparing their perception of the

service with their expectation (Robledo, 2001: 23).

To measure customer satisfaction and examine the differences between the desired level
of a service and customer service actually received, the related factors to take account of
their relative importance to customers reveal where improvements in the service mix are
required. Customer satisfaction is influenced by specific product or service features,
perceptions of product and service quality, and price. In addition, personal factors such
as the customer’s mood or emotional state and situational factors such as family

member opinions will also influence satisfaction (Zeithaml et al., 2006: 110).

2.5.3 Evidence of service

Due to services being intangible, customers often search for evidence of service in every

interaction they have with an organisation. In many academic studies, different
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researchers propose various evidences which make the offering tangible in the service
process. Lovelock and Wright (2002: 13) indicate “8Ps” of service organisation,
namely product elements, place and time, promotion and education, price and other user
outlays, process, productivity and quality, people, and physical evidence. Zeithaml et al.
(2006: 132) further simplify them to the three major categories: people, process, and

physical evidence.

2.6 SERVQUAL MEASUREMENT THEORY

Over the past two decades, numerous researchers attempt to create models in measuring
service quality for survival and success of service companies. One of the most
influential models is the SERVQUAL (SERVices QUALIity) measure, which originally
developed in 1985 by Parasuraman et al. and refined in 1988, 1991 and 1994
(DeMoranville and Bienstock, 2003: 220).

SERVQUAL is based on the “GAP model” of service quality (Landrum et al., 2007:
105), which facilitates quantification of the gap between customers’ expectations of a
service and their perceptions of the actual service delivered. The detailed introduction
of the GAP model of service quality and the SERVQUAL theory will be shown in the

following sections.

2.6.1 The GAP model of service quality

Parasuraman, Zeithaml and Berry (Rosene, 2003: 52), in 1985, first submitted the gaps
model of service quality, which defines the difference between customers’ expectations
of a service and their perceptions of the actual service delivered. This model is
illustrated in Figure 2.3. The model shows the relationship between the external gap 5

(the customer gap) and the internal gaps 1 - 4 (Grénroos, 2000: 101).

As Figure 2.3 shows, the customer gap is the difference between the expected service
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and the perceived service (Robledo, 2001: 22). Many studies indicate that the expected
service and the perceived service are simultaneously influenced by the market
communication activities of the service provider. The gap model of service quality
includes five gaps. One is called the external gap of service quality because this gap
does not mean that customers must contact with service providers. The other four so-
called internal gaps, which reflect those service interface problems, are proposed as the

provider gaps (Rosene, 2003: 52).

Figure 2.3 Gaps Model of Service Quality

CUSTOMER .|  Expected
" service
Customer A 4
gap v
Perceived |
service A
y'y
COMPANY Service delivery |4 > External
A A Gap 4 communications to
Gap 3 customers
Gap | \ 4
Customer-driven service
designs and standards
yY yY
Gap 2
\ 4
Company perceptions of

consumer expectations

Source: Zeithaml et al. (2006: 46)

The customer gap (gap 5) depends on the size and direction of the four internal gaps

associated with the delivery of service quality on the marketer’s side. Zeithaml et al.
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(2006: 35) identify four main factors for the four the provider gaps, namely,
management do not understand customer expectations, the service specification of
management is not right, the right specification is not delivered to customer, and finally,
the external communication is not fit to the service demand. These internal gaps are

discussed in the following sections.

2.6.1.1 The management perception gap

Provider gap 1 means that managers do not fully perceive or understand about how
customers formulate their expectations that arise from past experience with the firm and
its competitors, personal needs, and even word-of-mouth (Zeithaml et al., 2006: 35). It
is also called the management perception gap (Grdonroos, 2001: 102). In short, the
service firms can be offering wrong or dissatisfactory service to their customers (Rosene,

2003: 52).

Four main factors can cause this management perception gap (Provider gap 1). First,
the service providers are short of the accurate and seasonable marketing research.
Today, customer expectations are changing rapidly. It is absolutely necessary to
conduct sound market research regularly if service providers want to understand
customers’ needs (DeMoranville and Bienstock, 2003: 220). Secondly, there are too
many layers of management that interfere with the flow of objective information. Most
top managers never communicate with their frontline employees and customers. They
may just acquire some insufficient and fuzzy information about their customers’ actual
requirements. The third factor related to provider gap 1 is a lack of relationship
marketing. The inaccurate and unilateral market orientation causes management and
empowered employees to ignore and lose their potential customers. Lastly, lack of
service recovery leads to an increase in the degree of customers’ dissatisfaction.
Observably, the more inaccurate the information about customers’ expectations

managements, the larger is the provider gap 1 (Hensley and Dobie, 2005: 89).
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2.6.1.2 The quality specification gap
Provider Gap 2 means that the service quality specification cannot display and meet
customer expectations which the service provider has understood (Gilbert and Wong,

2003: 521). Gronroos (2001: 102) refers to this gap as the quality specification gap.

There are various factors that influence this gap. Metters et al. (2006: 187) summarise
three main factors which make a service more tangible and intelligible. First, the
service provider is short of a formal quality programme to define the quality of services.
Second, management may focus more on cost reduction and short-term profit than on
customer requirements. Third, physical evidence and the servicescape, which are
critical factors, affect customers’ perceptions of service quality, cannot meet customer
and employee needs. Gronroos (2001: 103) also indicates that the promise of service

providers may fill up a part of the quality specification gap.

2.6.1.3 The service delivery gap

According to Bruhn and Georgi (2006: 226), service delivery refers to the process of
transferring available service products for consumption or use. The service delivery gap
will occur when employees cannot correctly translate service standards into actions
(Rosene, 2003: 52). Silvestro (2005: 218) indicates that the provider gap 3 is the

difference between actual service quality and service standards by service providers.

Human resources are one of the critical factors that support the appropriate service
standards. For example, lack of teamwork, poor employee job fit, poor supervisory
systems, role ambiguity and role conflict are all negative factors. The customer is the
second vital factor influencing this gap. Customers not only play an important role, but
impact each other in the whole service delivery process. Intermediaries are the third
factor in delivering service process. Intermediaries find it difficult to offer the same

quality, even if they have the same service standards. The fourth possible factor is that
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service firms cannot present enough resources and capacity when service firms face
situations of over-demand and under-demand (Metters et al., 2006: 187). Furthermore,

Gronroos (2001: 103) indicates the inadequacy of tools or technology will widen the

gap.

2.6.1.4 The market communication gap

Gronroos (2001: 105) indicates that the market communication gap will occur when the
service provider’s external communications do not match the actual service delivery. In
Figure 2.3, the provider gap 4 refers to the discrepancy between actual and promised
service. In other words, the external marketing communication can influence the

perceived service as well as the expected service.

Four main reasons are proposed by Zeithaml et al. (2006: 43). First, the internal and
external communications are not effectively integrated in the service delivery by the
service provider. Second, the customers’ expectations are not effectively employed and
managed by management. Third, the service providers often deliver over promise for
keeping competitive advantage during the company's external communications process.
Fourth, horizontal communication between those responsible for the company's external

communications and the front office employees is ineffective.

2.6.1.5 The role of internal gaps

As Figure 2.3 shows, the customer gap between customer’s perceptions and
expectations is an external gap. To be able to deliver excellent service quality and close
the customer gap, it is necessary to close four internal gaps which are between service
providers and their customers (Silvestro, 2005: 217-218). If gaps 1 to 4 are reduced,

service quality can be improved.

Also, Figure 2.3 shows that both Gap 3 and Gap 4 have a direct impact on the
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customer’s quality perception. Today, more service organisations and researchers
mainly focus on the service delivery gap and the market communication gap than the
other two gaps (Zeithaml et al., 2006: 43). This tendency implies that managers of the
intercity bus transport industry in South Africa should also concentrate on how to

improve effectively their service delivery process and external communication.

2.6.2 The SEVRQUAL instrument

The SERVQUAL model, a standardised questionnaire, includes two statements for the
each of the 22 items that represent the five dimensions described above. An
expectations’ section containing 22 statements is to ascertain the general expectations of
customers concerning a service. A perceptions’ section containing a matching set of 22
statements is to measure customers’ assessments of a specific firm within the service
category (Pérez et al., 2007: 140-141). Five of the 22 statements are used to measure
reliability, four to measure responsiveness, four to measure assurance, five to measure
empathy, and four to measure tangibles (see Table 2.2). Statements in both sections
might use a seven-point Likert scale ranging from ‘‘Strongly Agree’” (7) to ‘‘Strongly
Disagree’’ (1) (Curry and Sinclair, 2002: 200).

The survey sometimes asks customers to provide two different ratings on each
attribute—one reflecting the level of service they would expect from excellent
companies in a sector and the other reflecting their perception of the service delivered
by a specific company within that sector. The gap or difference, between customer
expectations and perceptions about the provided service, results in the customers’
perceptions of service quality as well as constitutes a quantified measure of service

quality (Landrum et al., 2007: 105).

By comparing each value difference between all 22 expectations and perceptions, the

level of quality can be concluded (Lai, 2006: 928). For example, if the perception value
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is higher than the expectation value, it can be concluded that the service is satisfactory
or ideal. However, if the expectation value is lower than the perception value, the
service quality level can be regarded as unsatisfactory or even unacceptable. Balancing
customers' expectations and perceptions and closing the gap between them, are essential

if a company is to provide high-quality services.

After the exploratory study, which comprised a series of in-depth interviews and focus
groups in four selected service categories, Parasuraman et al. found that reliability was
most important and tangibles were the least important in all five SERVQUAL
dimensions (Silvestro, 2005: 220-221).

Zeithaml et al. (2006: 153) present several purposes for measuring quality with
SERVQUAL, of which the following are noteworthy:

*  For the assessment of quality performance on each SERVQUAL dimensions;

*  For the assessment of service performance contrast to direct competitors;

*  For the categorisation of different customer segments; and

* For the records of changes in service quality perception among customers over a

specified time period.

Currently, this model, across a broad range of service categories, has been widely used
in multiple contexts, cultures, and countries for measuring service quality by scholars
and practitioners (Metters et al., 2006: 73). For example, an adapted version of
SERVQUAL was used in a health care setting (Silvestro, 2005), hotel setting (Akbaba,
2006), and museum setting (Nowacki, 2005) to measure consumers’ expectations

concerning service quality.

The variables, as indicated in Table 2.2, reveal that SERVQUAL has a variety of

applications. It can help a wide range of commercial and public-sector organisations in
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assessing consumer expectations about and perceptions of service quality.

Table 2.2 The original SERVQUAL item battery

Reliability

1. Providing services as promised.

2. Dependability in handling customers’ service problems.
3. Performing services right the first time.

4. Providing services at the promised time.

5. Maintaining error-free records.

Responsiveness

6. Keeping customers informed about when services will be performed.
7. Prompt service to customers.

8. Willingness to help customers.

9. Readiness to respond to customers’ requests.

Assurance
10.

Employees who instil confidence in customers.

11. Making customers feel safe in their transactions.

12. Employees who are consistently courteous.

13. Employees who have the knowledge to answer customer questions.
Empathy

14. Giving customers individual attention.

15. Employees who deal with customers in a caring fashion.
16. Having the customers’ best interests at heart.

17. Employees who understand the needs of their customers.
18. Convenient business hours.

Tangibles

19. Modern equipment.

20. Visually appealing facilities.

21. Employees who have a neat, professional appearance.
22. Visually appealing materials associated with the service.

Source: Bruhn and Georgi (2006: 55)
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2.7  SERVICE DELIVERY SYSTEM

It is known that service quality is an important indicator about a service operator.
Service delivery, as a key gap of the whole service system, is concerned by numerous
researchers and practitioners. The customer’s preference for some elements within the
service delivery system can influence their decisions to service providers. According to
Zeithaml et al. (2006: 348), there are three main categories (people, physical evidence
and the servicescape) that may influence the quality of a service in the service delivery

process. These are discussed in the following sections.

2.7.1 People

According to Metters et al. (2006: 128), many researchers place more focus on the role
of service employees and customers in the service delivery process in terms of the
essential role of people in the current service marketing theory. Also, marketers and
organisational behaviourists pay more attention to the relationship between people and

quality in the course of service delivery.

2.7.1.1 The role of service employees in service delivery

The role of service employees is quite important to service operators in any service

delivery process, because service employees can directly influence all of the following

five dimensions of service quality (Lovelock and Wright, 2002: 324):

* The appearance and dress of employees display the tangibles dimension of service
quality;

* Service employees can totally control the reliability dimension of service quality.
They present and deliver the corresponding service in term of service promise;

* Frontline employees directly show the reliability dimension of service quality by
offering their personal willingness to help customers;

* The assurance dimension of service quality is due to the behaviours of employees

in communicating their credibility and instil trust in the customers; and
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* Empathy implies that employees will provide individualised attention to help

customers.

Today, a number of researchers emphasize on the importance of service employees in
the service delivery. Zeithaml et al. (2006: 355) indicate that service employees, as a
part of the service delivery system, will influence the image of the whole service
organization. The following three paragraphs point out the critical importance of the

image of an organisation.

First, service employees can directly influence customer satisfaction when they
frequently deliver or perform the service to clients. Frontline service employees play a
link role between the external customer and environment and the internal operations of
the organisation. They interpret information and standards of the organisation for its
external customers. Customers also expect front line staff to know about their
company’s products and services and give customers professional help. These contact

employees may still personify the firm in the customer’s eyes (Silvestro, 2005: 220).

Second, front line employees see more than customers see and they see the service
delivery system from a different angle. Employee research helps reveal why service
problems occur, and what companies might do to solve these problems. Since internal
service quality affects external service quality, measuring internal service quality is
essential. Lai (2006: 927) also indicates that the front line service employees, as
internal customers of a service operator, are the only people who can assess internal

service quality.

Third, the knowledge and skills of key employees is crucially important for a service

firm in high competitive market. Since sophisticated employees have more experience

to the service delivery system, they often predict the failure before it takes place. If the
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best service employees leave the firm, it can be very detrimental to customer

satisfaction, employee morale, and overall service quality (Metters, et al., 2006: 129).

Therefore, service organisations should focus attention on the vital role of service
employees and develop strategies to solve human resources issues for the effective
customer-oriented service and closing the service delivery gap (Lidén, 2003: 339).
Zeithaml et al. (2006: 366) suggest four strategies, namely, hiring and recruiting the
right people, training and developing people to deliver service quality, providing the

needed support system, and retaining the best people, respectively.

2.7.1.2 The role of customers in service delivery

Customers, as the essential part of the marketing discipline, still play a crucial role for
the survival of all operators. Since customers have and play more complicated roles in
the domain of services than other industries, many researchers and academicians have to
constantly identify these services. One of the most significant changes of the
customers’ role is from an external acceptor to an appropriate participator in the service
creation and delivery process. According to Pérez et al. (2007: 135), customers cannot
only impact on the organisation’s productive capacity and both quality and quantity of

service, but also control and contribute these outcomes to their own satisfaction.

As a result of the customers’ participation in service delivery and production, the gap 3
within the GAP model of service quality is also influenced. Zeithaml et al. (2006: 396)
identify the following three main roles of the customer in the current service delivery

system.

Firstly, customers are considered as a kind of productive resource and can bring some

obvious productivity benefits for service operations. Since more and more advanced

technologies and devices (e.g. ATM, vending machines) are applied in the service
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market, the interaction of customers and self-service automations are increasingly
replacing roles that low-technology and front-line service employees played before by
enhancing the service capacity of service operations. Some management experts have
even called the self-service customers as “partial employees” of the service organisation,
although the uncontrollability and uncertainty of customers’ attitudes and actions still

puzzle all service academicians and researchers (Gronroos, 2000: 106).

Secondly, the role of customers in service delivery is a contributor to their own
satisfaction in terms of the service and the ultimate quality of services they received.
Many researchers have shown that customer participation to the service delivery process
and interaction with the service providers are based on their own needs (Pérez et al.,

2007: 135).

Lastly, the role of service customers is also viewed as a potential competitor because
some self-service customers could perform the entire or part-service by themselves and

not depend on the service operations at all (Zeithaml et al., 2006: 399).

Therefore, customer participation in the service process can impact on an organisation’s
productivity, its service quality, and its customers’ satisfaction. When customers fail to
perform their role effectively, they can widen the service delivery gap. For example,
customers lack understating of their roles; customers are unwilling or unable to perform
their role; customers are not rewarded for good performance; other customers interfere;

or market segments are incompatible (Fitzsimmons and Fitzsimmons, 2006: 150).

2.7.2 Physical evidence and the servicescape
Service customers are more attracted by price reductions, greater convenient services, or
some other tangible benefit. Before the actual interaction takes place, a customer finds

it difficult to obtain a clear understanding of what he or she will receive. The service

44



interaction is surrounded by physical and communication elements that provide
information on the nature of the service and clues to its quality (Echeverri, 2005: 200).
The tangible cue of the service, namely, physical evidence, relates to all aspects of a
service and influence the customers’ perceptions and decisions in the different service

contexts (Bruhn and Georgi, 2006: 319).

Customers expect physical evidence to be found easily and used simply when they visit
a service facility. At the same time, service operators strive to provide safe and efficient
delivery of services. However, the actual physical evidence that service operators offer
is not always in accordance with customer thinking and physical movements in the
service delivery process. Such shortcomings have an effect on customers' perceptions

of service quality (Akbaba, 2006: 172).

Zeithaml et al. (2006: 317) define physical evidence as “the environment in which the
service is delivered and in which the firm and the customer interact, and any tangible
commodities that facilitate performance or communication of the service”. Bruhn and
Georgi (2006: 320) indicate that service physical evidence has the following three
general types: servicescape, service environment and service materials:

1. The servicescape is the physical location where the service is delivered;

2. The service environment refers to the overall surroundings of a service location; and
3. Service materials refer to the physical cues with a supportive function in the

encounter for the employee or the customer.

In the American literature on service management, however, the “service environment”
has been referred to as the “servicescape” (Echeverri, 2005: 201). Lovelock and Wright
(2002: 249) describe servicescape as “the style and appearance of the physical
surroundings where customers and service providers interact”. This servicescape affects

customers by altering behaviour at the customer level (Gronroos, 2001: 201).
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Situational factors have an effect on customers' perceptions, and, hence, on their

behaviour.

2.7.3 Other factors in the service delivery process
When service providers make strategies and decisions for delivering and distributing
quality service, they often pay attention to three important factors in service delivery

process: location, time and channel (Lovelock and Wright, 2006:251).

2.7.3.1 Service location

Simply, service location is a place, in which the service is produced, delivered and
consumed. The primary principle of determining an appropriate service location is to
make it more convenient for customers. Based on the some characteristics of service
types and the needs of customers, service operations usually have three options for the
service location: at the provider’s location, at the customer’s location and at a third

party’s location (Lee at el., 2000: 219).

Moreover, the development of new technologies brings in the service place splitting in
the service delivery process. The service place splitting means the same service is
delivered at a different place (Metters at el. 2006: 97). The service place splitting lets
the customer decide regarding the place of service delivery and offers more convenient

and attractive.

The service delivery location, as a type of physical evidence, can have an important
impact on the customers’ behaviours (Zeithaml at el., 2006: 327). Bruhn and Georgi
(2006: 235) indicate the following three aspects: the relevance of quality characteristics
in the customers’ perception, the customers’ integration into the service process, as well

as customers’ purchasing decisions.
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Although customer convenience is important, service operators have to take into
account other constraints when they decide the location of service delivery. In
particular, the profitability-oriented effects are concerned by all service providers
(Nowacki, 2005: 236). For example, the costs and capacity of service location are

restricted by the economies of scale of the service provider.

2.7.3.2 Service timing

Timing aspects of service delivery often limit service availability and cause a lot of
inconvenience for customers. At the same time, service resources, capacity and other
many external factors also restrict the time flexibility and operating time of service
providers (Lovelock and Wright, 2002: 254). On the topic of many timing issues in the
service delivery system, Bruhn and Georgi (2006: 241) summarised the following four

dimensions of service timing.

First, the length of service delivery, as a crucial standard of service delivery, is
concerned by both customers and service providers. Some customers’ needs focus on
service length. They select the different service providers by the different length of
service delivery. To gain more profits and get the particular segment of the service
market, service management control and vary the length of service delivery within their

capacity (Ma at el., 2005: 1071).

Second, the time flexibility of service delivery means that the service timing of service
providers can meet the requirements of some customers at a certain time. There are
three levels of the customer’s flexibility in the service market. First of all, all times of
service delivery is predetermined by service providers. This is a fixed time which
customers cannot choose. Then, all the times of service delivery are listed in advance
by service providers. Customers can choose a certain time from the timetable. Finally,

delivery times of service are no fixed. However, service resources and capacity often
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limited the time flexibility of service delivery (Lee at el., 2000: 219).

Third, the permanence of service availability means the actual operating time of service
providers (Bruhn and Georgi, 2006: 243). Since different industries have different
availability hours, customers often experience a great deal of inconvenience. Therefore,
the current trend of service availability is “24 hours a day, 7days a week” (Lovelock and

Wright, 2002: 255).

Lastly, there is a time interval, namely, time-tag, between the customers’ order of a
service and actual delivery of the service. In the service delivery process, both
customers and service providers expect to reduce the time-tag between order and
delivery because customers’ needs can be met in a timely way and service providers can

gain more profits through serving more customers (Lidén, 2003: 339).

2.7.3.3 Channel role of service delivery

According to Metters et al. (2006: 156), the channel of service delivery is regarded as
an intermediary of distributing and delivering service from service provider to customer.
There are various types of service delivery channels in today’s service industries. In
general, two types of service channels are widely accepted by many researchers in terms

of the different service carriers, namely, personal channels and electronic channels.

The classic delivery channel for a service is personal service delivery. According to the
inseparability of production and consumption in service, the direct contact between the
service producer and the consumer is necessary. The two types of personal channels
used in service delivery are company-owned channels and the third-party channels

(Zeithaml et al., 2006: 422).

For most services, service organisations have a company-owned channel. The
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advantage of company-owned channels is that the owner can maintain consistency in
the service delivery process. Since all departments in the whole service system comply
with a common standard, the service organisation has complete control over the quality
of service. At the same time, company-owned channels have two obvious
disadvantages. One is the increasing service chains results in a potential financial risk.
The other is that service organisations, with company-owned channels, lack experts in

local markets (Zeithaml et al., 2006: 424-426).

On the contrary, the third-party channels can reduce the financial risk and make services
locally available. Furthermore, many legal, cultural and language barriers of personal
interaction facilitate service organisations to pay more attention to the cost-effective
channels (Lovelock and Wright, 2002: 258-259). The third-part channels of service

delivery include franchisees, agents and brokers (Metters, et al., 2006: 157).

However, the third-party channels are not without its disadvantages. For example, the
original service providers find it difficult to maintain the consistency of service quality.
The most evident reason is due to customer relationships that are controlled by the

third-party service firms (Nowacki, 2005: 240).

With the rapid development of telecommunications and computer technology during the
last two decades, electronic channels, as another type of service channel, have been
realized and applied by more and more service providers and customers (Bovée, Thill
and Schatzman, 2004: 3). Bruhn and Wright (2006: 251) summarise four main types of

electronic delivery channels: service machines, telephone, internet and mobile channel.
Since electronic channels only depend on technology and/or equipment for service

production, service providers utilise them to interact with their customers and to

overcome some of the problems associated with service inseparability and non-
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standardization in the personal service delivery process and provide more facilities for
customers (Zeithaml et al., 2006: 433). For example, ATM, as a service produced
entirely by the customer through service machines, not only entirely integrate customers
into the service delivery process to save the potential employees’ cost, but also
providers facilities to customers and increase customer satisfaction. However, service
providers also face some new challenges when they deliver services via electronic
channels. The benefits and challenges in using electronic channels are summarised in

Table 2.3:

Table 2.3 Benefits and challenges in Electronic Distribution of Services

Benefits Challenges

Consistent delivery for standardized | Price competition

services

Low cost Inability to customize with highly
standardized services

Customer convenience Lack of consistency due to customer
involvement

Wide distribution Changes in consumer behaviour

Customer choice and ability to | Security concerns

customize

Quick customer feedback Competition from widening geographies

Source: Zeithaml et al. (2006: 434)

As listed in Table 2.3, all benefits in electronic distribution of services are opposite to

those challenges based on the characteristic of electronic delivery system. Since
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customers do not directly contact people in the electronic delivery system, prices of
services are difficult to compare with each other while standardized service can be
executed consistently.  Also, customers inconveniently customise with highly
standardized services while service companies reduce the cost of operation. Another
challenge is that customers have to be familiar with the service interface before they can
easily access and use a firm’s service when and where they want. Therefore, customers
would enjoy the service in a wider area if consumer behaviour can be changed.
Customers can choose and customise the different service processes. However, the
security of personal information is a noticeable issue, particularly health and financial
information. Service companies can find out immediately what customers think of

services. At the same time, they may face more competitors far from the local area.

Bruhn and Georgi (2006: 256) indicate that many service firms have to offer various
service channels simultaneously since every channel have different profits to service
providers and their customers. In general, the choice of service channels can influence

service performance in the process of service delivery.

2.8 MARKETING COMMUNICATION

Communication is not a new concept, but as an increasingly critical component of
economic growth. Communication involves and affects nearly every disciplinary field,
including service marketing (Gronroos, 2000: 264). Bovée et al. (2004: 4) believe that
communication is a process of creating information within a person and exchanging
information between people. Communication involves the exchange of visual messages,

verbal and nonverbal.
According to Angell (2007: 34), communication in business is faster, more convenient

and more accessible although marketing communication is more complex today than it

used to be. The major reason is due to more electronic channels being available to carry
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messages than personal channels. However, Zeithaml et al. (2006: 485) indicate that
service providers still have a major challenge to maintain the consistency of all
information resources in terms of the gap 4 of the GAP model. The gap refers to the

discrepancy between the promised service and the actual delivered service.

2.8.1 The importance of communication

Afullo (2000: 206) indicates that the lack of experience and information will make an
asymmetry of information between service providers and customers. For example,
customers do not have any experience and information towards a service, or service
organisations provide insufficient information to customers, they will not make a right
decision. The quality of the service offered will be improved via more communication
about each other’s preferences and capabilities. This improvement will result in more

satisfied customers and better services (Gronroos, 2000: 265-269).

2.8.2 Components of the Communication Process

Theron, Bothma and du Toit (2003: 35) demonstrate that the interactive process of
communication is typically illustrated as consisting of eight main elements: sender or
source, encoding, the message, the medium, decoding, recipient or receiver, feedback

and noise.

As seen in Figure 2.5, the communicator and the receiver are at the two poles of the
whole communication process. Angell (2007: 15) indicates that each person, group of
people, company or some other organisation is both a message source and a receiver.
The sender translates their thought or ideas into symbolic forms called encoding. The
symbolic forms, namely communication messages, include verbal, visual, and
nonverbal symbols, which are perceived through the senses. Medium is an information
vehicle to convey communication messages by technology. If the receiver can clearly

understand or interpret these data, the decoding is successful.
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Figure 2.5 A basic model of the communications process

Source Encodes Signal Decodes Destination

Communicator > (Message) Receiver

A 4

A A

FEEDBACK

Source: Copley (2004: 29)

On the contrary, the feedback can be generated. Feedback is considered as a critical
component in communication by Bovée et al. (2004: 9). Feedback from customers is an
opportunity that the sender can find out and correct ineffectual and misdirected
messages. Feedback from service providers can influence their service brand image to

customers.

Generally, noise is described as any interference or impediment in the marketing
communication. Noise is the primary reason for communication breakdowns. The

nature of noise includes internal, external, or message based (Copley, 2004: 31).

According to Angell (2007: 14), all psychological or physiological fluctuations of both
senders and receivers can generate internal noise. External noise refers to any
environmental interference in the communication process, such as loud sounds, strong
orders, extreme temperatures, or even lighting conditions. Message-based noise refers

to misleading messages that service providers created and designed.
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2.8.3 Communication and the services’ marketing triangle

In general, communication has two major categories. One is one-way communication
(e.g. television, radio, newspapers, magazines, trade journals, posters, and direct mail)
since there is no immediate personal interaction between the sender and the receiver.
The other is two-way communication. The sender and the receiver can talk to each

other about products and services.

According to the different directions of the receiver in communication, the marketing
communication is classified as external communication and internal communication. In
external communication, service organisations collaborate with the outside public, such
as customers, stockholders, the government and the media. In internal communication,
the cooperative objective is the inside public, namely, employees (Bovée et al., 2004:
56). Zeithaml et al. (2006: 468) further identify the type of communication in terms of

the service marketing triangle. This tangible is shown in Figure 2.6.

Figure 2.6 = Communication and the services marketing triangle

Company

External marketing communication

Internal Marketing Advertising

Vertical communications Sales promotion

Horizontal communications Public relations

Direct marketing

Employees Interactive marketing Customers

Personal selling
Customer service centre
Service encounters

Servicescapes

Source: Zeithaml et al. (2006: 486)
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2.8.3.1 External communication
Angell (2007: 47) indicates that external communication is the process of interaction
and the exchange of messages between a service organisation and all factors outside the

organisation.

As Figure 2.6 illustrates, customers are the critical objective of two types of external
communication in services marketing. One is external marketing communication
between the company and customers. It is composed of advertising, sale promotion,
public relations and direct marketing. The main goal of a company is to arouse
customers’ attentions and create the image and brand. The other is interactive
marketing communication between employees and customers. For the benefits of
themselves and their company, employees provide the messages to customers via

personal communications.

The message vehicles of external communication include annual reports, newsletters,
brochures, advertisements, press releases and conferences. Feedback from customers is
vital to the survival of any organisation during external communications. Via analysing
external information in the communication process, service organisation information
can make the efficient service strategies, avoid problems, and satisfy customer needs

(Copley, 2004: 47).

2.8.3.2 Internal communication

In service communication, people need to think critically, evaluate, plan, and design
messages intrapersonally for eventual delivery to a variety of customers (Bovée et al.,
2004: 48). Theron et al. (2003: 93) indicate that internal marketing communication

refers to the internal processing of messages in a service firm.

Vertical communications are recognised as a model of the downward or upward
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communication in the service organisation. For example, in order to maintain the
consistence of service quality between the service firms promised and employees
actually delivered, it becomes obvious that employees also need to be provided with
sufficient information (Zeithaml et al., 2006: 485). At the same time, the model of
upward communication from the first-line employees to management can improve

quality of service delivery.

Moreover, the communication of messages in the different departments of a service
organisation is called horizontal communication. The messages need to be designed in
the most effective way to increase mutual understanding and shared meaning with
members who work interdependently in the same service organisation (Lovelock and

Wright, 2002:193).

2.8.4 The marketing communications mix

Blythe (2004: 40) suggests that the marketing communications mix is the aggregate of
all communication vehicles. As shown in Figure 2.7, there are six primary project
classifications in the marketing communications mix for services, namely, personal
communications, advertising, sales promotion, publicity or public relations,

instructional materials and corporate culture.

2.8.4.1 Personal communications

Personal communications refer to the exchange of messages between two or more
people who are face-to-face (Lovelock and Wright, 2007: 199).  Personal
communication has some obvious disadvantages, such as the high cost per contact, low
reach, frequency and control over the message. In the subgroup of personal
communication, word-of-mouth is a particular form of communication. It is only
generated when one customer communicates with others. However, it can offer more

credibility than other communications (Copley, 2004: 38).
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Figure 2.7

The Marketing Communications Mix for Services

Personal Advertising Sales Promotion Publicity/ Instructional Corporate
Communications Public Relations Materials Culture
Personal Broadcast Sampling Press Web Sites Signage
Selling T Releases/Kits
Telemarketing Print Coupons Press Manuals Interior Decor
T Conferences
Customer Internet Discounts Special Brochures Vehicles
Service T Evens
Customer Outdoor Sign-up Trade Shows, Video- Equipment
Training Rebates T Exhibitions Audiocassettes | |
Word of Mouth Direct Mail Gifts Sponsorship Software/ Stationery
(other customers) | ] CD-ROM
Prize Voice Mail Uniforms
Promotions

Source: Lovelock and Wright (2002: 199)




2.8.4.2 Advertising

According to Blythe (2006: 70), advertising is recognised as a fast medium that can
convey information and build brand image through mass communications, which
include television, radio, newspapers, magazines, trade journals, posters, and direct mail.
Both message content and media/media vehicle effect are reviewed as two elements of
brand image formation in advertising. Moreover, MacDonald and Smith (2004: 105)
indicate that the most important function of advertising is to transmit the service

organisations’ promises.

2.8.4.3 Sales promotion

In order to facilitate the exchange process of goods and services in a particular period or
target market, service organisations often utilise sales promotion as a communication
strategy (Bovée et al., 2004: 149). Furthermore, sales promotion can also offset some
shortcomings of advertising (e.g. the general appearance). Sales promotion often uses a

variety of different appeals to inform and educate customers (Angell, 2002: 112).

2.8.4.4 Publicity and public relations

To maintain and enhance brand image and capture more attention, service organisations
often employ publicity and public relations as a strategy (Bruhn and Georgi, 2006: 203).
Although public relations, as a mass communication, can be similar to advertising, it is
actually different from advertising in terms of audience and purpose. Furthermore,

publicity is more generally believable than advertising (Copley, 2004: 104).

2.8.4.5 Instructional materials and corporate design

When service employees are not available to introduce and interpret services to
customers, instructional materials can solve many difficulties of customers, such as
language, distance and time. Furthermore, the economic globalization and increasing

information technologies boost the application and development of instructional
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materials (Blythe, 2006: 148).

Corporate design means that companies show their brand identity through physical
evidence. These physical evidences reveal the creditability and capacity of service

organisations (Lovelock and Wright, 2002: 205).

29 CONCLUSION

The status of the intercity bus transport industry in South Africa has received attention
in the literature. There is a great room for improvement in this industry in South Africa.
Intercity bus transport must offer consistent and superior service to meet the demand of
numerous local and international spectators for the 2010 World Cup. Also, various
issues relating to service quality have been identified. The importance of customer
expectations, perceptions and satisfaction has been discussed in terms of evaluating
service quality. The potential causes of service quality gaps have been addressed.
These gaps are important in assessing the customers’ overall perception of what is
expected against what is received. The SERVQUAL model based on the gap models
has been explained. Finally, the understanding of marketing communication as the key
to effective delivering service quality has also been explained. In Chapter 3, the

research methodology will be discussed.
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CHAPTER THREE
RESEARCH METHODOLOGY

3.1 INTRODUCTION

In chapter 2, an overview of the service quality in the intercity bus transport industry in
South Africa, the SERVQUAL measurement theory, and marketing communication
were described and examined. The information gained in that literature study was used
to answer the first and second research questions respectively, namely: what are the
current environmental conditions for the intercity bus transport industry relating to
service delivery? and what is the function of communication in improving service

delivery in the intercity bus transport industry?

To put the empirical findings into perspective, it is important to understand the research
methodology followed. This chapter, therefore, provides the rationale for the research
design, data collection, sampling method, questionnaire design, and data analysis. The
empirical study helps to address the third objective of the study, namely: to measure the
quality of the factors affecting the current service in intercity bus transport in South

Africa with the SERVQUAL instrument.

3.2 RESEARCH DESIGN

Collis and Hussey (2003: 113) define research design as “the science (and art) of
planning procedures for conducting studies so as to get the most valid findings”. Since
the choice of a right research design is a key step of the empirical study and the total
success of the study, Jankowicz (2005:196) describes research design as “the
deliberately planned arrangement of conditions for analysis and collection of data in a
manner that aims to combine relevance to the research purpose with economy of

procedure”.

The purpose of the study was to examine the different dimensions of service quality and
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then identify the critical elements of service quality in the current intercity bus transport
industry in South Africa. The research, therefore, employed a descriptive study to
investigate what factors influenced the service quality in this industry. Cooper and
Schindler (2003: 149) state that descriptive research is a type of study which tries to

find out who, what, when, where, or how much.

As a positivistic research, the study also utilised a cross-sectional study to obtain
information under field conditions. Cross-sectional studies are inexpensive and the
most frequently used descriptive design in marketing research. Collis and Hussey (2003:
61) state that cross-sectional studies are often used to investigate economic
characteristics of large numbers of people or organisations when there are constraints of
time or resources. Since Durban is one of the ten host cities of the 2010 FIFA World
Cup, the research collected all data from passengers of Durban Bus Station from March

2007 to September 2007.

This amended SERVQUAL instrument was used as the primary instrument for
measuring service quality. A questionnaire with 25 questions was the primary data
collection method was used to explore the perceptions of quality service provided.
From the measurement, service quality levels in the current intercity bus transport
industry in South Africa were determined. This kind of information has practical
implications for this industry as they can direct their resources to improving weak
service dimensions and to refining their marketing efforts so that customer expectations

are met by the service delivered.

3.3  POPULATION AND SAMPLING
Jankowicz (2005: 202) states that a good sample design not only helps identify the kind
of data, but also leads to efficient and accurate data collection. Planning sample design,

as a crucial step of the primary data collection in a positivistic research process,
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involves three dimensions: the target population, sampling methods and sampling size

(Churchill and Tacobucci, 2005: 41).

3.3.1 The target population

The target population refers the total that is made up from units falling into various
subgroups in which the researcher might be interested. The selected sample, as a subset
of the target population, provided data from which one can draw and make decisions
about the larger group and fully reflect the population (Wegner, 2001:169). Fridah
(2000) also describes sampling as “the act, process or technique of selecting a suitable
sample or representative part of the population for the purposes of determining
parameters or characteristics of the whole population”. The target population in this

research involved all commuters who used the intercity bus transport in South Africa.

3.3.2 Sampling size

In general, the larger the sample is, the better the results for research purposes.
However, this generalisation does not fit all situations. To some extent, the size of an
adequate sample depends on how homogeneous or heterogeneous the population is, in
other words, how alike or different its members are. A heterogeneous population
requires larger samples, whereas smaller samples are adequate for a homogeneous

population (Leedy and Ormrod, 2005: 207-208).

According to Sekaran (2003: 294-295), sample sizes larger than 30 and less than 500
are appropriate for most research. Leedy and Ormrod (2005: 207) also believe that a
sample size of 400 will be adequate if the target population size is beyond 5000. This
research selected 400 passengers as respondents at the Durban Bus Station, including

350 South Africans and 50 foreigners.
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3.3.3 Sampling method

There are various sampling methods which can be used to select a sample. Jankowicz
(2005: 202-203) refers to two major categories of sampling, namely probability and
non-probability sampling. Probability sampling is the most common technique when a
survey needs to make inferences from the population. Non-probability sampling is
impossible to reflect on the total population in terms of the researchers’ subjective
judgment. Leedy and Ormrod (2005: 206) also indicate that non-probability is quite
subjective and the survey can produce acceptable results more quickly and at a low cost

than a probability sampling.

This study employed a non-probability sampling method, since the researcher had no
way of forecasting or guaranteeing that each element of the population could be
identified in the sample. This preference also means choosing a sample in such a way

that some members of the population have little or no chance of being selected.

In this research, another three types of non-probability sampling were employed. First,
judgmental sampling was used to choose the place where the interviews are conducted.
Curwin and Slater (2002: 52) state that the sample “is being used for illustrative
purposes rather than statistical inference to the general population”. In this case, the
Durban Bus Station was selected as the sampling location. Two reasons for this choice
are as follows:

*  Durban is not only one of the ten cities of 2010 FIFA World Cup, but also one of

the booming tourism markets; and.

*  The route of intercity bus transport connects Durban with other cities and towns.

Secondly, convenience sampling, as the cheapest and easiest to conduct for the sample,

was used to select respondents. Cooper and Schindler (2003: 201) suggest that this

method is often used to test ideas or even to gain knowledge of situations or subjects of
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interest, hence, the choice of convenience sampling by the researcher. During the data
collection period, a total of 400 passengers at the Durban bus station were selected

through the method of convenience sampling explained above.

Finally, quota sampling was used to seek respondents in the same proportions. This
method is regarded as the most usual form of non-random sampling and does offer a
cost- and time-effective solution for questionnaire-based research by the market
research industry (Curwin and Slater, 2002: 50-51). Leedy and Ormrod (2005: 206)
further indicate that it is a variation of convenience sampling. The sample included 350
South Africans and 50 foreigners in terms of the predicted proportion of 2.7 million

local and 400,000 international spectators.

34 DATA COLLECTION

Churchill and Tacobucci (2005: 167) state that data collection is an important part of a
problem solving process to clarify the purpose of any research. Various data collection
techniques exist. Ferreira (2005: 1) states that primary data collection methods can be
classified in three ways - surveys, observation and experiments. Surveys, where
respondents are asked for their answers, are the method of choice in descriptive research
studies. Descriptive studies concentrate on the population from which the sample has
been drawn. As this is a quantitative study, the survey method has been used to gather

primary data.

Hair, Bush and Ortinau (2000: 256) distinguish between four types of survey methods,
namely, person-administered, telephone-administered, self-administered and computer-
assisted surveys. This study will employ a person-administered survey which is
regarded as the most appropriate data collection technique based on three advantages:

more friendly contact, more orderly, and 100 percent response rate.
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To collect responses at the Durban Bus Station, the researcher employed four students
from Durban University of Technology and University of Port Elizabeth, respectively.
The face-to-face questionnaire was administered by these trained fieldworkers during

the selected weekends between 16 March 2007 and 10 September 2007.

3.5 QUESTIONNAIRE DESIGN

Collis and Hussey (2003: 173) state that a questionnaire is “a list of carefully structured

questions, chosen after considerable testing, with a view to eliciting reliable responses

from a chosen sample”. Wegner (2001: 17) also believes that a questionnaire, as one of

the most widely used survey data collection techniques, can be used to collect data in all

interview situations. Questionnaires have several advantages:

e cach respondent is asked the same questions;

* they can be administered at minimum cost;

* they provide an efficient way of collecting responses from a large sample prior to
quantitative analysis; and

* the respondents remain anonymous and can provide a truthful answer without fear

of victimization, and allows contact with inaccessible respondents such as CEO’s;

Consequently, this research involved structured interviews through the use of structured
questionnaires as a means of gathering information. Sekaran (2003: 227) states that
structured interviews are interviews conducted when the information required is known

in advance.

3.5.1 Questionnaire content

The relevant literature and survey instruments developed by past studies provided the
basis for developing the questionnaire for this study. The instrumentation employed for
this research was modelled after the SERVQUAL scale developed by Parasuraman et al.

in 1994 since it has been supported with sufficient empirical research (Brady et al.,
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2002: 26). In most cases, SERVQUAL has been found to be a relatively simple and
inexpensive instrument that provides valuable information on an organisation’s service
quality. A number of researchers have applied the SERVQUAL model to measure
service quality in the transport industry (Bebko, 2000: 13). Similarly, the present study
utilised a modified version of the SERVQUAL instrument with 25 service quality
attributes to prioritize the importance of the factors influencing service quality in the

intercity bus transport industry in South Africa (see Appendix B).

The questionnaire consisted of five pages (see Appendix B). The first page is a cover
section which explains the purpose of the study and instructions to the respondents. The
other sections were divided into three parts. The first part was designed to measure the
respondents’ expectations regarding service quality in the intercity bus transport
industry in South Africa. The second part of the questionnaire was designed to examine
the respondents’ perceptions of service quality actually provided by this industry in

South Africa. The third part of the questionnaire consisted of demographic questions.

3.5.2 Question format and type

To improve the response rate, a closed question format was used consisting of short-
structured statements. The data obtained by means of the expectations and perceptions
questionnaires were gathered by requesting respondents to express their levels of
expectation and agreement with the statements. To accomplish this request, a five-point
Likert scale was used to score the questions. Scoring for the scale was follows: (1)
strongly disagree, (2) disagree, (3) neutral, (4) agree and (5) strongly agree. The Likert
scale is the most widely used form of scaled items where the respondent chooses a point
on a scale that best represents his/her view (Leedy and Ormrod, 2005: 185). All the
questionnaires were written in English, since the international language is suitable for
the target population. The respondents remained anonymous through the self-

administered questionnaire method.
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3.5.3 Pre-testing

Pre-testing of the questionnaire is an important step in the entire research process.
Churchill and Iacobucci (2005: 254) state that the real test of a questionnaire is how it
performs under actual conditions of data collection. Pre-testing ensures that the
questionnaire has been designed to perform the function it was intended for and that the

data collected is relevant and accurate.

The process of the pre-test may be necessary to make amendments to the questionnaire
and to test the face validity of the survey instrument. Firstly, the questionnaire was
checked and evaluated by the supervisor of this study. Then an appropriate pre-testing
study was conducted with ten postgraduate students of the Durban University of
Technology (DUT). As local or international students, they are knowledgeable on the
intercity bus transport industry. The results of pre-testing provided valuable
information for avoiding ambiguous questions and the instrument were refined

accordingly for the final stage in questionnaire construction.

3.6 DATA ANALYSIS

After the data have been collected, the next step in the research process is data analysis.
The purpose of the analysis is to interpret and draw conclusion from the mass of
collected data. The marketing researcher may apply a variety of techniques, beginning
with simple frequency analysis (percentages) to sample statistics measures (mode,
median, mean, range, standard deviation) to culminating in complex multivariate

techniques (Hair et al., 2000: 42).

In this study investigation, the collected data ware analysed using a computerised
statistical analysis (i.e. SPSS program version 14) and some appropriate descriptive and
inferential analyses techniques in order to determine the factors that influence the

service quality of the current intercity bus transport industry in South Africa. The whole
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data analyses process included data preparation and various tests about the importance

of different dimensions in service quality.

3.6.1 Data preparation

Data preparation includes editing, coding and data entry. To assure gathered data are
accurate and complete, editing, as the first step in any analysis process, includes
checking for interviewers and respondents mistakes and correcting the errors. Coding
refers to the process of classifying raw data gathered and converting data to numerical
codes for helping the researcher to make analysis more efficient. Data entry is an
important step to analyse the responses from a large questionnaire survey using a

computer statistics package (Copper and Schindler, 2003: 454-472).

In the process of editing, two questionnaires, which did not comply with the
requirements, had to be discarded. To achieve the sample size of 400 respondents,
another two replacement interviews were conducted before data entry. As discussed
previously, all codes were established early in the research process since the
questionnaire applied a closed question format. The pre-coding made the process of the

coding and data entry clearer and smoother.

3.6.2 Data analysis and interpretation of the results

The researcher should choose the scale of measurement to ensure the proper statistical
procedures before processing the data (Churchill and Iacobucci, 2005: 267). In this
research, three different types of scales of measurement were used to recode and

describe quantitative data.

A summary of the three measurement scales is as follow:

* Nominal scale — measures in terms of names or designations of discrete units or

categories for the purpose of identification. Nominal data are data which have been
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classified into named categories;

* Ordinal scale — measures in terms of such values as “more” or “less,” “larger” or
“smaller,” but without specifying the size of the intervals. In short, Ordinal data is
nominal data which has been ordered in some way; and

* Interval scale — measures in terms of equal intervals or degrees of difference but
whose zero point, or point of beginning, is arbitrarily established. Most measures
of human characteristics have interval properties. Interval data are data which are
measured on a scale which determines exactly what the intervals are (Leedy and

Ormrod, 2005: 25-27).

After the data collected were inputted and stored, they were carefully summarised and
analysed by the use of statistical techniques. Since the purpose of statistics is different,
statistical procedures have two major categories, namely, descriptive statistics and
inferential statistics, respectively (Collis and Hussey, 2003: 196). The related statistical

analysis process in the study was covered under the following headings:

3.6.2.1 Descriptive statistics

Descriptive statistics is used to identify or summarise the general nature of all the
responses obtained. Descriptive statistics is the most useful technique to present and
summarise the data in tables, charts, graphs and other diagrammatic forms. In this study,
three main groups of descriptive statistics techniques (namely frequency, measures of

location or central tendency, measures of dispersion) were used (Sekaran, 2003: 313).

A frequency is a numerical value which represents the total number of observations for
a variable under study. A frequency distribution either gives a clearer impression of the
characteristics of each set of scores or indicates the relationship between the two sets
(Saunders et al., 2003: 130). In this research, frequency distribution, as an economical

way of organising the data, was used to obtain a profile of the sample.
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However, for the purposes of describing the results and drawing inferences from the
data, central tendency and dispersion are the most important descriptive parameters. A
measure of central tendency is a convenient way of describing a large frequency
distribution by means of a single value. The main measures of central tendency
includes: the mean, the median, and the mode. The other is measure of dispersion
which is a way of describing the spread of values in a data distribution. The measure of
location and dispersion are often used together for obtaining a concise and useful
description of the distribution of the data. The standard deviation is the most important
measure of spread because it uses every value and is expressed in the same units as the

original data (Copper and Schindler, 2003: 474-475).

3.6.2.2 Inferential statistics

According to Leedy and Ormrod (2005: 30), inferential statistics draw conclusions
about a complete population by quantitative data collected from a sample. Inferential
statistical analysis is used when ideas, hypotheses or predictions need to be tested. All
measures of inferential statistics are divided into four groups in terms of estimating
from samples, measuring association, measuring difference, and forecasting (Collis and
Hussey, 2003: 197). In this research, some measures of the first three groups were used

as follows:

Correlation

Correlation analysis examines the strength of the identified association between
variables (Sekaran, 2003: 421). Pearson’s correlation matrix indicates the direction,
strength and significance of the bivariate relationship among the variables in the study
(Blaikie, 2000: 391). In this study, intraclass correlation of the expectations and
perceptions of quality dimensions were analysed, respectively. Furthermore, inter-

correlations between expectations and perceptions of quality dimensions were discussed.

70



The t-test

The t-test is used to see if there are any significant differences in the means for two
groups in the variable of interest (Sekaran, 2003: 376). In this study, the paired t-test
was carried out to test the significant difference between the two means of expectations

and perceptions.

Analysis of Variance (ANOVA)

McDaniel and Gates (2005: 315) indicate that ANOVA is a statistical procedure in
order to look for differences among three or more means by comparing the variances
both within and across groups. In this study, ANOVA was used to determine whether
expectations and perceptions of service quality are influenced within the different age

groups and region groups.

3.7 VALIDITY AND RELIABILITY

As with computer applications, the spreadsheet allows the researcher to save, store and
easily update information as needed, as well as print information when required.
Reducing the possibility of getting the wrong answers means that the researcher must
pay attention to two particular criteria of research design: reliability and validity, hence

the discussion that follows.

3.7.1 Validity

Validity and reliability are terms one encounters throughout the research process and are
used primarily in connection with the measuring instruments. The validity of a
measurement is the extent to which the instrument measures what it is actually intended
to measure (Leedy and Ormrod, 2005: 28). According to De Vos (2002: 167), there are
four types of validity. These are:

* Face validity — It refers to whether the statements are appropriate; it relies on the

subjective judgment by the researcher;

* Content validity — It is the accuracy with which an instrument measures the
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contents being studied;

Criterion validity — It is determined by relating the performance of one measure
against another with the second measure checking the accuracy of the first measure;
and

Construct validity — It is the degree to which the content of the study is actually

measured by the questionnaire.

In this study, the above-mentioned validation methods were utilised. The researcher

took the following actions to ensure validity:

The development of the questionnaire was based on the SERVQUAL measurement
theory, which was presented in chapter two;

The questionnaire was subjected to academics and professionals in the field of
Marketing, and the opinion of erudite individuals was taken into account in the
form of a pilot study; and

The questionnaire was subjected to a pilot group who had characteristics similar to

those of the target group.

3.7.2 Reliability

According to Leedy and Ormond (2005: 29), reliability can be seen as the consistency

of performance of a measuring instrument. This means that, apart from delivering

accurate results, the measuring instrument must deliver similar results consistently.

Saunders et al. (2003: 106) assert that there are four threats to reliability, namely:

Subject error — choose a neutral time for respondents to complete the questionnaire;
Subject bias — respondents may be answering what they thought the interviewer
wanted to hear;

Observer error — there are different approaches to eliciting answers; and

Observer bias — as with observer error, with different people interpreting the same

research, there may be different approaches to interpreting the replies.
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Therefore, the researcher employed the following measures to ensure the reliability of

the study under investigation:

* A pre-testing study of the questionnaire was to make certain that all questions and
statements were both relevant and easily understood;

*  The questionnaires of the study ensure the anonymity of the respondents;

* The researcher had trained all field workers so that they could conduct the
interviews with the same approach;

*  The questionnaires used a closed question format; and

* Cronbach alpha was calculated to measure the reliability of the measurement.

3.8 CONCLUSION

This chapter discussed research design, research methods, sampling design,
questionnaire design, reliability and validity, and data analysis. The research was a
descriptive research, utilising the amended SERVQUAL instrument to assess the
current expectations and perceptions held by passengers with respect to the quality of
services. The aim was to analyse the empirically gathered data and identify any gap

between the expectations and perceptions of the respondents.

The findings from the empirical study will be discussed in Chapter 4. These findings
will then address the third and fourth research questions respectively, namely: What is
required for improving the service quality in the intercity bus transport industry? and
how can the results improve the quality of service for the SA intercity bus transport

industry in 2010 and beyond?
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CHAPTER FOUR
FINDINGS OF THE EMPIRICAL RESEARCH

43 INTRODUCTION

In Chapter three, the research design, data collection methods, and questionnaire design
were discussed. The purpose of this chapter is to present and interpret the findings of
the empirical study. Descriptive statistics and inferential statistics are used to explore
the relationship between these factors and service quality of the intercity bus transport
industry in South Africa, respectively. All statistical results of the empirical study are

from the statistical computer programme SPSS version 14.

First of all, this chapter analyses all demographic information (see Section C of the
questionnaire) obtained from 400 respondents who chose the intercity bus transport
industry in South Africa. Secondly, a detailed analysis of the findings relating to
Section A and Section B of the questionnaires is explained. Thereafter, the chapter
focuses on analysing the means gap in terms of the different factors. Eventually,
correlation analysis, T-test and the ANOVA test are used to determine relationships or
differences of the factors influencing the service quality of the intercity bus transport

industry in South Africa.

42  DEMOGRAPHIC DETAILS OF RESPONDENTS
This section describes the demographic profile of respondents, including gender, age,
and regional distribution of 400 respondents. The detailed information is explained as

follows:

4.2.1 Gender

As shown in Figure 4.1, the percentage of male respondents was 66.8%, while the

percentage of female respondents was 33.2%. The sample of bus passengers comprised
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more males (267) than females (133).

Figure 4.1 Gender of respondents
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4.2.2 Age

Figure 4.2 Age of respondents
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As indicated in Figure 4.2, 56.5% (226) of the respondents are in the 20-39 age group,
followed by 26% (104) in the under 20 age group, 17% (68) in the 40-59 age group and
0.5% (2) of the respondents are 60 years and above. The demographic age profile of
this study demonstrates that the 20 to 39 age group is the dominant group. In addition,
the results could imply that a great number of older persons would rather choose other

means of conveyance than the intercity bus transportation in South Africa.
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4.2.3 Regional distribution

Figure 4.3 Respondents by regional distribution

Place

60

507
50.3
40

Percent

207

o] — 1 | |
0 T T T T
Durban area  South African, Other African  Overseas, i.e.

but not from countries non-African
Durban area country

As reflected in Figure 4.3, 50.3% (201) of the respondents are from the Durban area,
37.3% (149) are South Africans but not from the Durban area and 4.8% (19) of the
respondents are from other African countries, while 7.8% (31) are overseas residents,

but not Africans.

4.3 COMPREHENSIVE STATISTICS OF STATEMENTS

The research on measuring service quality has focused primarily on meeting or
exceeding customers’ expectations. The following sections are comprehensive statistics
of the original 25 statements with reference to customer service. All the statements are

measured on five-point scales ranging from “1=strongly agree” to “S=strongly disagree”.

4.3.1 Statement 1: The ticket office is attractive

The data reflected in Table 4.1 reveal the expectations and perceptions of respondents in
this study in terms of the attractiveness of ticket offices. The expectations to the
statement are the follows: 9% (strongly disagree), 16.8% (disagree), 25.2% (neutral),
32% (agree), and 17% (strongly agree). The relevant perceptions are as follows: 5.5%

(strongly disagree), 29.2% (disagree), 35.8% (neutral), 20.5% (agree), and 9% (strongly
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agree). Almost half of the respondents (49%) expect that the ticket office should be

attractive. However, the perception shows that 35.8% of respondents were uncertain.

Table 4.1 Ticket office is attractive

Option

Expectation Percent

Perception Percent

Strongly disagree 9.0 5.5
Disagree 16.8 29.2
Neutral 25.2 35.8
Agree 32.0 20.5
Strongly Agree 17.0 9.0
Total 100.0 100.0

4.3.2 Statement 2: Bus companies are equipped with modern technology

The aim of statement 2 is to gain the customers’ perceptions of the modernity of those
bus companies’ equipment. As shown in Table 4.2, the perceptions of respondents are
as follows: 4.5% (strongly disagree), 23.5% (disagree), 39.5% (neutral), 24% (agree),
and 8.5% (strongly agree). More than half of respondents (51.5%) expect that those
intercity bus companies should provide more advanced facilities. In fact, 39.5% of
respondents’ perceptions were uncertain.

Table 4.2 Bus companies are equipped with modern technology

Option Expectation Percent Perception Percent

Strongly disagree 3.0 4.5
Disagree 16.2 23.5
Neutral 29.3 39.5
Agree 32.5 24.0
Strongly Agree 19.0 8.5
Total 100.0 100.0

4.3.3 Statement 3: The ticket office has adequate resource and capacity

The aim of statement 3 is to determine the customer’s perceptions of the physical
resources. This element is of particular interest to the researcher as a host country for
2010 FIFA World Cup should and must have sufficient resources and capacity to meet

an emergency.

As shown in Table 4.3, the perceptions to statement 3 are as follows: 4.2% (strongly
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disagree), 28% (disagree), 41% (neutral), 21.5% (agree), and 5.3% (strongly agree).
Although, over half of the respondents (52.3%) expect that intercity bus companies
should support more resources. The perceptions indicate that 32.2% of the respondents
were dissatisfied and 41% of them were uncertain. The results imply that more

experienced staff and advanced facilities should be prepared to improve service delivery

for 2010 FIFA World Cup.

Table 4.3 Ticket office has adequate resource and capacity
Option Expectation Percent Perception Percent
Strongly disagree 3.2 4.2
Disagree 13.2 28.0
Neutral 31.3 41.0
Agree 38.0 21.5
Strongly Agree 14.3 5.3
Total 100.0 100.0

4.3.4 Statement 4: Bus companies have a professional appearance

Statement 4 aims to assess the appearance of these intercity bus companies that provide
service to their customers. Table 4.4 reveals that 42.5% of the respondents were
satisfied with this statement, 37.5% are uncertain, and 20% of them were disappointed.
Although the percentages of the perceptions are less than the expectations, the results

exhibit that a large percentage of respondents are in agreement with statement 4.

Table 4.4 Bus companies have a professional appearance

Option Expectation Percent Perception Percent

Strongly disagree 2.2 4.5
Disagree 10.0 15.5
Neutral 26.0 37.5
Agree 40.0 32.0
Strongly Agree 21.8 10.5
Total 100.0 100.0

4.3.5 Statement S: The dress of staff is neat and smart
As stated in the literature study (see section 2.7.1.2), the neat appearance of employees
is an important factor to the customer in his/her assessment of the service provided. As

indicated in Table 4.5, 41% of the respondents agree that the dress of staff is neat in
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appearance, 32.5% of the respondents were uncertain, and 26.5% of them disagree with

the statement.

Table 4.5 The dress of staff is neat and smart

Option Expectation Percent Perception Percent

Strongly disagree 2.0 3.0
Disagree 12.0 23.5
Neutral 29.5 325
Agree 28.5 27.8
Strongly Agree 28.0 13.2
Total 100.0 100.0

4.3.6 Statement 6: The bus always arrives at the destination on time

The response to statement 6 indicates that the intercity bus companies lead in terms of
the fulfillment of promises. The expectations to the statement in Table 4.6 are as
follows: 7.8% (strongly disagree), 11.8% (disagree), 36% (neutral), 29.8% (agree), and
14.6% (strongly agree). The relevant perceptions are as follows: 14.3% (strongly
disagree), 37.3% (disagree), 29.3% (neutral), 14% (agree), and 5.1% (strongly agree).
More than half of the respondents (51.6%) disagree with this statement. At the same
time, it is interesting to note that the expectations show that 36% of respondents were

uncertain. The results suggest that there is room for improvement in this regard.

Table 4.6 Bus always arrives at the destination on time

Option Expectation Percent Perception Percent

Strongly disagree 7.8 14.3
Disagree 11.8 373
Neutral 36.0 29.3
Agree 29.8 14.0
Strongly Agree 14.6 5.1
Total 100.0 100.0

4.3.7 Statement 7: The bus never breaks down on the road

The data, as reflected in Table 4.7, reveal the expectations and perceptions of
respondents in terms of the fault indicator of buses. The “neutral” scores of
expectations (34%) and perceptions (41.8%) of the respondents indicate that intercity

bus companies should place a greater emphasis on this element of service.
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Table 4.7 Bus never breaks down on the road

Option Expectation Percent Perception Percent

Strongly disagree 8.0 9.7
Disagree 13.3 21.0
Neutral 34.0 41.8
Agree 30.0 20.0
Strongly Agree 14.7 7.5
Total 100.0 100.0

4.3.8 Statement 8: Customers can easily book a ticket for their journey

Statement 8 aims to determine whether customers can easily book a ticket for their
journey. As can be seen from the Table 4.8, 68% of the respondents expect that they can
simply and successfully book a ticket. In fact, almost half of respondents (44.6%) agree
with the statement. Most of African people knew that they can find a sales counter in
some special chain stores (e.g. Checkers). However, it is interesting to note that 34.3%
of respondents are not convinced. The results imply that intercity bus companies should
ensure that promises made to customers can be delivered within the time and conditions
specified.

Table 4.8 Customers can easily book a ticket for their journey

Option Expectation Percent Perception Percent

Strongly disagree 1.8 53
Disagree 7.8 15.8
Neutral 22.4 343
Agree 32.0 25.6
Strongly Agree 36.0 19.0
Total 100.0 100.0

4.3.9 Statement 9: Staff satisfy customers' requests right the first time

As shown in Table 4.9, 6% of customers strongly disagree with the statement, 18%
disagreeing, 34.3% being uncertain, 32.7% agreeing, and 9% strongly agreeing. The
percentage of the relevant expectation is far more than half (61.2%). The results explain
that the performance of staff is quite important. Failure to meet this expectation can

lead to customers’ dissatisfaction.
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Table 4.9 Staff satisfy customers' requests right the first time

Option Expectation Percent Perception Percent

Strongly disagree 3.5 6.0
Disagree 8.5 18.0
Neutral 26.8 343
Agree 40.0 32.7
Strongly Agree 21.2 9.0
Total 100.0 100.0

4.3.10 Statement 10: The timetable in the bus company's website is error-free

The purpose of statement 10 is to assess the veracity of the timetable in the bus
companies’ website. As can be seen from Table 4.10, the percentage of “Neutral”
response for expectations and perceptions are 45.3 % and 53.5%, respectively. It is
known that information communication technology infrastructure in most African
countries was not adequate to cope with a global information network. The results not
only reveal that there is room for improvement in this regard, but also prove that the
internet is underutilised in South Africa.

Table 4.10 The timetable in the bus company's website is error free

Option Expectation Percent Perception Percent

Strongly disagree 3.8 6.5
Disagree 12.3 24.0
Neutral 453 53.5
Agree 25.3 10.8
Strongly Agree 13.3 5.2
Total 100.0 100.0

4.3.11 Statement 11: Bus companies always inform people of change of timetable
and prices in advance

Statement 11 aims to assess whether intercity bus companies can show a sincere interest

in problem-solving. The responses were highly negative. Almost half of the

respondents (49.8%) were quite disappointed. Only 20.4% of the respondents agree

with the statement. Moreover, the expectation shows that 38.5% of respondents were

not convinced. The results suggest that intercity bus companies neglect this important

element in the service delivery process.
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Table 4.11 Bus companies always inform people of change of timetable and prices

in advance

Option Expectation Percent Perception Percent

Strongly disagree 6.2 9.3
Disagree 11.0 40.5
Neutral 38.5 29.8
Agree 29.0 14.8
Strongly Agree 15.3 5.6
Total 100.0 100.0

4.3.12 Statement 12: Bus companies can provide timely and efficient service

Statement 12 aims to determine whether prompt service is provided. The perceptions to
the statement in Table 4.12 are as follows: 5.3% (strongly disagree), 19.5% (disagree),
47.3% (neutral), 21.5% (agree), and 6.4% (strongly agree). Almost half of the
respondents (47.3%) were uncertain. The results indicate that intercity bus companies

should place a greater emphasis on this element of service.

Table 4.12 Bus companies can provide timely and efficient service

Option Expectation Percent Perception Percent

Strongly disagree 4.0 53
Disagree 9.0 19.5
Neutral 29.0 47.3
Agree 41.5 21.5
Strongly Agree 16.5 6.4
Total 100.0 100.0

4.3.13 Statement 13: Communication with customers is clear and helpful

The data in Table 4.13 reveal the expectations and perceptions of respondents in this
project in terms of the technique of using words effectively while staff dealt with
customers. Although the expectations to the statement are quite high (58.6%), it is
interesting to note that 34.8% of the respondents were not convinced that. The main
reason is that most staff cannot master two or more second languages at the same time
in South Africa with 11 official languages. This finding is in line with the previous
literature (see section 2.24). The results suggest that intercity bus companies should be

more concerned about the visual communication to improve service delivery for the
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2010 FIFA World Cup.

Table 4.13 Communication with customers is clear and helpful

Option Expectation Percent Perception Percent

Strongly disagree 34 3.0
Disagree 17.0 17.3
Neutral 21.0 34.8
Agree 383 353
Strongly Agree 20.3 9.6
Total 100.0 100.0

4.3.14 Statement 14: Staff are always willing to help customers

Table 4.14 reveals the expectations and perceptions of respondents in this project in
terms of responsiveness of staff. As shown from the above table, the “Neutral” scales of
expectations and perceptions of the respondents are dominant, totally to 35.3% and
46.3%, respectively. The results suggest that intercity bus companies should train staff

to champion customers’ individual rights.

Table 4.14 Staff are always willing to help customers

Option Expectation Percent Perception Percent

Strongly disagree 3.8 2.0
Disagree 13.0 19.3
Neutral 35.3 46.3
Agree 30.3 22.4
Strongly Agree 17.6 10.0
Total 100.0 100.0

4.3.15 Statement 15: Staff can provide complete answers when they attend to
customers' requests
The aim of statement 15 is further estimate the influence of the knowledge and
enthusiasm of staff. The expectations to the statement in Table 4.15 are as follows:
3.8% (strongly disagree), 10% (disagree), 32.4% (neutral), 36% (agree), and 17.8%
(strongly agree). The relevant perceptions are as follows: 4.3% (strongly disagree),
17.3% (disagree), 42.4% (neutral), 28% (agree), and 8% (strongly agree). As with
attribute 14, the neutral point of the scale is high. The results suggest that intercity bus

companies should consider the changes to practice which are necessary to enhance the
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accessibility of the bus service.

Table 4.15 Staff can provide complete answers when they attend to customers'

requests

Option Expectation Percent Perception Percent

Strongly disagree 3.8 43
Disagree 10.0 17.3
Neutral 324 42.4
Agree 36.0 28.0
Strongly Agree 17.8 8.0
Total 100.0 100.0

4.3.16 Statement 16: Customers feel safe in their transactions with staff in the
ticket office

As shown in Table 4.16, more than half of the respondents (60.8%) agreed that they feel

safe in their dealings with staff in the ticket office. Customers’ responses were fairly

positive. However, 23% of the respondents were unsure, as indicated by the “neutral”

responses. This result reflects well on this aspect of the quality of service delivery in

the intercity bus transportation industry in South Africa.

Table 4.16 Customers feel safe in their transactions with staff in the ticket office

Option Expectation Percent Perception Percent

Strongly disagree 2.1 4.0
Disagree 8.3 12.2
Neutral 25.3 23.0
Agree 27.5 333
Strongly Agree 36.8 27.5
Total 100.0 100.0

4.3.17 Statement 17: Customers feel safe in their transactions with staff on the bus
The purpose of statement 17 is to further determine the security while customers dealt
with staff on the bus. As shown in Table 4.17, almost half of respondents (45.8%)
agreed with the statement. In contrast to perceptions of statement 16, however, the
increasing percentages of “Neutral” (27.2%), “Disagree” (22%) and “strongly disagree”
(5%) show that most of the respondents believed that security in the ticket office is

better than on the bus. The results suggest that the security on the bus needs be more
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concerned.

Table 4.17 Customers feel safe in their transactions with staff on the bus

Option Expectation Percent Perception Percent

Strongly disagree 3.8 5.0
Disagree 11.5 22.0
Neutral 24.2 272
Agree 35.0 335
Strongly Agree 25.5 12.3
Total 100.0 100.0

4.3.18 Statement 18: Staff are always polite

Table 4.18 reveals the expectations and perceptions of respondents in this project in
terms of courtesy of staff in the intercity bus transportation industry. More than half of
the respondents (50.3%) agreed with the statement. The result is similar to the
percentage of customers’ expectation (58.8%). The findings suggest that intercity bus

companies should boost customers’ expectations with regard to politeness of staff.

Table 4.18 Staff are always polite

Option Expectation Percent Perception Percent

Strongly disagree 4.7 4.7
Disagree 1.2 18.8
Neutral 253 26.2
Agree 24.8 29.3
Strongly Agree 34.0 21.0
Total 100.0 100.0

4.3.19 Statement 19: Staff have in-depth occupational knowledge of their jobs

The data in Table 4.19 reveal the expectations and perceptions of respondents in this
project in terms of occupational knowledge of staff. The percentages of agree and
strongly agree to the statement are high. Over half of the respondents (58.6%) expect
that staff should be more professional. However, the relevant perceptions show that
43.3% of the respondents were undecided with respect to this statement. The results
reflect the need for the intercity bus transportation industry to further investigate staff

training needs.
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Table 4.19 Staff have in-depth occupational knowledge of their jobs

Option Expectation Percent Perception Percent

Strongly disagree 2.6 5.6
Disagree 9.3 17.3
Neutral 29.5 43.3
Agree 46.8 26.0
Strongly Agree 11.8 7.8
Total 100.0 100.0

4.3.20 Statement 20: The behaviour of staff instils confidence in the customers

The aim of statement 20 is estimate whether the behaviour of staff can be accepted. As
shown from Table 4.20, the expectations to the statement are high (55%). However, as
in the case of the occupational knowledge statement, the majority of respondents (54%)
indicate that customers were not sure. The results suggest that further investigation
would be of value.

Table 4.20 The behaviour of staff instils confidence in the customers

Option Expectation Percent Perception Percent

Strongly disagree 2.0 33
Disagree 8.8 14.1
Neutral 34.2 54.0
Agree 41.0 223
Strongly Agree 14.0 6.3
Total 100.0 100.0

4.3.21 Statement 21: Bus companies always look after the best interests of their
customers

Statement 21 aims to determine whether intercity bus companies paid more attention to

their customers. As shown in the Table 4.21, almost half of the respondents (45%) were

uncertain.  Also, the “Neutral” responses for expectations indicate that 37% of

respondents did not have a high expectation on the statement. The results suggest that

there is a room for improvement on this aspect of service delivery.
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Table 4.21 Bus companies always look after the best interests of their customers

Option Expectation Percent Perception Percent

Strongly disagree 4.3 6.0
Disagree 10.0 27.5
Neutral 37.0 45.0
Agree 35.2 14.3
Strongly Agree 13.5 7.2
Total 100.0 100.0

4.3.22 Statement 22: Bus companies have operating hours convenient to all their
customers

In Table 4.22, the data reveal the expectations and perceptions of respondents in this
project in terms of convenience of operation hours. The expectations to the statement
are as follow: 3.8% (strongly disagree), 12% (disagree), 39.8% (neutral), 31% (agree),
and 13.4% (strongly agree). A total of 2 out of 5 respondents were uncertain that
intercity city bus companies can provide reasonable and convenient operation hours for
their journey. In fact, the customers’ perceptions also indicate that 36.8% of the
respondents disagreed that operating hours are convenient. 16.3% of the respondents
were completely disappointed. The percentage of “Strongly disagree” was even more
than the percentage of “Agree” (15.3%). The results suggest that the intercity bus
transportation industry should pay more attention to the extended hours of operation for
improvement on this aspect of service delivery.

Table 4.22 Bus companies have operating hours convenient to all their customers

Option Expectation Percent Perception Percent

Strongly disagree 3.8 16.3
Disagree 12.0 36.8
Neutral 39.8 245
Agree 31.0 15.3
Strongly Agree 13.4 7.1
Total 100.0 100.0

4.3.23 Statement 23: Getting information about the facilities and services of bus
companies is easy

The purpose of statement 23 is to assess whether customers can easily gain information
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while they choose from other means of transportation. As in the case of the previous
statement, more than half of the respondents (56.8%) expressed difficulty in finding
available information about intercity bus transport companies. As can be seen in Table
4.23, the perceptions to the statement are as follows: “Neutral” (23.4%), “Agree”
(11.5%) and “Strongly agree” (8.3%). This finding is in line with the earlier literature
(see section 2.4.3.2 and section 2.8). The results reflect that external communication
not only influences customers’ expectations but is also an important factor to influence

service delivery.

Table 4.23 Getting information about the facilities and services of bus companies is

easy

Option Expectation Percent Perception Percent
Strongly disagree 3.5 19.5
Disagree 10.8 373
Neutral 343 234
Agree 373 11.5
Strongly Agree 14.1 8.3
Total 100.0 100.0

4.3.24 Statement 24: It is easy to find and access the ticket office

Statement 24 aims to determine whether the intercity bus service is accessible to their
customers. The expectations to the statement as shown in Table 4.24 are fairly high.
More half of respondents (58.6%) expect that they can easily to find and access the
ticket office. However, the sum of the percentage (23.6%) for “Agree” (14.3%) and
“Strongly agree” (9.3%) were less than the percentage for “Disagree” (29.3%). The

results suggest that the intercity bus transport industry should encourage customers to

access their ticket office.

Table 4.24 It is easy to find and access the ticket office

Option Expectation Percent Perception Percent

Strongly disagree 33 10.5
Disagree 11.6 293
Neutral 26.5 36.6
Agree 39.3 14.3
Strongly Agree 19.3 9.3
Total 100.0 100.0
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4.3.25 Statement 25: Staff can provide individualized attention to help customers
Statement 25 reveals that the expectations and perceptions of respondents in this project
in terms of individualised attention of staff. As indicated in Table 4.25, the expectations
to the statement are as follows: 3.8% (strongly disagree), 9.5% (disagree), 27.8%
(neutral), 41.3% (agree), and 17.6% (strongly agree). However, 45.5 percent of the
customers surveyed seem undecided that, as shown by the “Neutral” responses. The
results suggest that the intercity bus transportation industry should further improve this
element of service.

Table 4.25 Staff can provide individualized attention to help customers

Option Expectation Percent Perception Percent

Strongly disagree 3.8 5.8
Disagree 9.5 19.5
Neutral 27.8 45.5
Agree 41.3 19.2
Strongly Agree 17.6 10.0
Total 100.0 100.0

44  GAP ANALYSIS

As stated in the literature review, there are five dimensions in evaluating overall service
quality. In this section of the chapter, the data analyses focus on the mean gap scores on
the expectations and perceptions scales for each of the modified 25 service quality

attributes and the five related factors.

4.4.1 Factor - 1: Tangibles

The quality dimension is related to physical facilities, equipment, and appearance of
personnel of the service delivery. As presented in Table 4.26, the expectation mean
scores (M=3.69) of the two statements are identical, namely “bus companies have a
professional appearance” and “the dress of staff is neat and smart”. The expectation
mean scores of “bus companies are equipped with modern technology” (M=3.48) is
similar with “ticket office has adequate resource and capacity” (M=3.47). The

statement, which has the relatively low expectation score (M=3.31), is “ticket office is
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attractive”. The perceptions scores are consistently lower than the expectations scores.
The highest perception score (M=3.29) of a statement is “bus companies have a
professional appearance”, while the lowest (M=2.96) was “ticket office has adequate

resource and capacity”’.

A comparison of the mean expectation and perception indicates a large difference
between the dimensions. The largest gap (G=0.51) is found in the service quality
statement “ticket office has adequate resource and capacity”. The smallest gap (G=0.33)

was for “ticket office is attractive”.

Table 4.26 Factor-1 Tangibles

Gap
Statements Expectations Perceptions
Mean (SD) Mean (SD) PM-EM

Ticket office is attractive. 3.31 (1.20) 2.98 (1.04) -0.33
Bus companies are equipped with modern 3.48 (1.07) 3.09 (1.00) -0.39
technology.
Ticket office has adequate resource and capacity. 3.47 (1.00) 2.96 (0.94) -0.51
Bus companies have a professional appearance. 3.69 (0.99) 3.29 (1.00) -0.40
The dress of staff is neat and smart. 3.69 (1.07) 3.25(1.05) -0.44

4.4.2 Factor - 2: Reliability

These statements were to assess the reliability of service quality of the intercity bus
transport companies. As can be seen in Table 4.27, the three statements had very
similar expectation scores, namely, “the bus always arrives at the destination on time”
(M=3.32), “the bus never breaks down on the road” (M=3.30), and “the timetable in the

bus company’s website is error free” (M=3.33). The statement, which has the highest
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expectation score (M=3.93), is “easily book a ticket”. It is interesting to note that the
highest and the lowest expectations score among the total of 25 statements belong to the

dimension of service quality.

The perceptions scores show significant differences in the group. The highest
perception score (M=3.38) of an attribute is “easily book a ticket”, while the lowest
(M=2.59) was “always arrives at the destination on time”. Compared with the mean
gap scores, the largest gap (G=0.73) is for the service quality statement such as “the bus
always arrives at the destination on time”. The smallest gap (G=0.35) was on the

statement “the bus never breaks down on the road”.

Table 4.27 Factor-2 Reliability

Gap
Statements Expectations Perceptions

Mean (SD) Mean (SD) PM-EM
The bus always arrives at the destination on time.

3.32(1.10) 2.59 (1.06) -0.73
The bus never breaks down on the road.

3.30(1.12) 2.95 (1.05) -0.35
Customers can easily book a ticket for their journey.

3.93 (1.03) 3.38(1.12) -0.55
Staff satisfy customers’ requests right the first time.

3.67 (1.01) 3.21 (1.03) -0.46
The timetable in the bus company’s website is error
free. 3.33(0.98) 2.84 (0.89) -0.49

4.4.3 Factor - 3: Responsiveness

Statements in this factor primarily described the willingness of the intercity bus
companies to help customers and provide prompt service, as well as the employees’
skills and abilities to interact with people. As seen in Table 4.28, there were significant

differences on both the expectation scores and the perception scores. The expectation
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scores ranged between 3.36 and 3.54, while the perception scores ranged between 2.67

and 3.32.

It is interesting to note that the statement “bus companies always inform people of
change of timetable and prices in advance” has both the lowest expectation score
(M=3.36) and the lowest perception score (M=2.67) in this group respectively.
Moreover, the largest gap (G=0.69) is also recorded for the above statement. The
results imply that the intercity bus companies lack necessary emergency measures to

correct their mistakes in service delivery.

Table 4.28 Factor-3 Responsiveness

Gap
Statements Expectations Perceptions

Mean (SD) Mean (SD) PM-EM
Bus companies always inform people of change of
timetable and prices in advance. 3.36 (1.07) 2.67 (1.02) -0.69
Bus companies can provide timely and efficient
service. 3.58 (1.00) 3.05(0.94) -0.53
Communication with customers is clear and helpful.

3.55(1.10) 3.32(0.97) -0.23
Staff are always willing to help customers.

3.45(1.04) 3.19(0.93) -0.26
Staff can provide complete answers when they
attend to customers’ requests. 3.54 (1.02) 3.18 (0.96) -0.36

4.4.4 Factor - 4: Assurance

These statements were related to assurance of service quality. As shown in Table 4.29,
the respondents had the same and relatively low expectations score (M=3.56) on the two
statements, namely, “staff have in-depth occupational knowledge of their jobs” and

“The behaviour of staff instils confidence in the customers”.
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By comparison, the smallest gap (G=0.20) is also on the statement “customers feel safe
in their transactions with staff in the ticket office”. At the same time, the statement has
the highest perception score (M=3.68) among 25 statements and the highest expectation
score (M=3.88) in this group. The result is pleasing for the intercity bus companies

since South Africa is reputed to be one of the countries with high crime rates.

Table 4.29 Factor-4 Assurance

Gap
Statements Expectations Perceptions

Mean (SD) Mean (SD) PM-EM
Customers feel safe in their transactions with staff
in the ticket office. 3.88 (1.07) 3.68 (1.12) -0.20
Customers feel safe in their transactions with staff
on the bus. 3.67 (1.09) 3.26 (1.09) -0.41
Staff are always polite.

3.72 (1.18) 343 (1.15) -0.29
Staff have in-depth occupational knowledge of their
jobs. 3.56 (0.91) 3.13 (0.98) -0.43
The behaviour of staff instils confidence in the
customers. 3.56 (0.91) 3.14 (0.83) -0.42

4.4.5 Factor - 5: Empathy

These attributes in Table 4.30 are to evaluate the empathy dimension of service quality
of the intercity bus transport companies. Two statements in this factor, namely “it is
easy to find and access the ticket office and “staff can provide individualized attention
to help customers®, have relatively high expectation scores and the values are equal
(M=3.60). The expectation score for ‘“getting information about the facilities and
services of bus companies is easy” is the lowest (M=3.39) in this dimension of service
quality. Four statements in this factor have relatively low perception scores (M=2.89).
The highest perception score (M=3.08) is for the statement “staff can provide

individualized attention to help customers”, while the lowest score (M=2.52) is for the
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statement “getting information about the facilities and services of bus companies is

easy”.
When comparing five attributes gap scores, it was seen that the biggest gap scores
(M=0.96) of these five attributes is for the statement which has the lowest expectation

and perception scores. Simultaneously, this gap is also the largest among 25 gaps.

Table 4.30 Factor-S Empathy

Gap
Statements Expectations Perceptions

Mean (SD) Mean (SD) PM-EM
Bus companies always look after the best interests
of their customers. 3.4 (0.99) 2.89 (0.97) -0.55
Bus companies have operating hours convenient
to all their customers. 339 (0.99) 261 (1.14) 0.78
Getting information about the facilities and
services of bus companies is easy. 3.48 (0.98) 252 (1.17) 0.96
It is easy to find and access the ticket office.

3.60 (1.03) 2.83 (1.09) 0.77
Staff can provide individualized attention to help
customers. 3.60 (1.01) 3.08 (1.01) -0.52

4.4.6 Comparison of quality dimensions

Table 4.31 aims to determine the means gap between expectation and perception with
regard to five service dimensions. As can be seen among the five dimensions,
expectations for the intercity bus transportation industry are highest for “assurance”
(M=3.52) - a dimension that covers the issues of competence, courtesy, credibility and
security. Expectation for this industry is lowest for “empathy” (M=3.49). The means for

five factors in the perception section for intercity bus transportation industry are
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relatively low. Expectation for this industry is highest for “responsiveness” (M=3.49).

The lowest perception is still for "empathy" (M=2.80).

Table 4.31 Comparison of quality dimensions

Gap

Dimension Expectations Perceptions
Mean (SD) Mean (SD) PM-EM
Tangibles 3.5125 (0.873) 3.1125 (0.841) -0.4000
Reliability 3.5075 (0.759) 2.9700 (0.735) -0.5375
Responsiveness 3.5200 (0.855) 3.5200 (0.855) 0.0000
Assurance 3.6925 (0.860) 3.3175 (0.877) -0.3750
Empathy 3.4900 (0.739) 2.8000 (0.867) -0.6900

In examining the mean gap scores of service expectation and perception, one can
observe that “responsiveness” is lowest (G=0) and in equilibrium between the
expectation and perception of service quality. However, this finding does not mean that
“responsiveness” is not important. This finding simply means that “responsiveness” is
relatively less important in comparison with the other factors that respondents were

asked about in the survey.

The highest gap scores of customers on attributes is the “empathy” dimension of
transport services making up information flow and communication. As stated in the
literature (see Table 2.1), the low “empathy” is not due to the shortage of individualized
attention to customers but to some other factors like the lack of communication between
customers and employees. The same result between three groups (Expectation Mean,

Perception Mean, and PM-EM) show that “empathy” and “reliability” are the two most
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important factors affecting this industry.

4.5 CENTRAL TENDENCY STATISTICS

4.5.1 Central tendency statistics on expectation of service dimensions

Interpretation:

The measurement scale code is interpreted as: 1 = Strongly Disagree, 2 = Disagree, 3 =

Neutral, 4 = Agree, 5 = Strongly Agree. The central tendency statistical results of the

expectation of quality as follows:

Table 4.32 Central tendency statistics: expectation of five service dimensions

EV3:
EV2: Responsive EV4: EVS:
EV1:Tangibles Reliability ness Assurance Empathy

N=400 Valid 400 400 400 400 400

Missing 0 0 0 0 0
Mean 3.5125 3.5075 3.5200 3.6925 3.4900
Median 4.00 4.00 4.00 4.00 3.00
Mode 4 4 4 4 3
Std. Deviation .873 759 .855 .860 .739
Variance 762 576 731 740 546
Range 4 4 4 4 4
Minimum 1 1 1 1 1
Maximum 5 5 5 5 5
1) Mean

The mean results are as follows:

* The expectation mean values for tangibles, reliability, responsiveness, and

assurance are 3.5125, 3.5075, 3.5200, and 3.6925, respectively. These values

reveal that the respondents, who articulated average expectation, agree with the

above mentioned study variables.

* The expectation of empathy has a mean value 3.4900. The result reveals that

the respondents have articulated an average expectation of neutral towards the

above mentioned study variable.
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2) Median
* The expectations for tangibles, reliability, responsiveness, and assurance have
median value of 4.00, which indicates that ‘agree’ is the median opinion of the
respondents.
*  The expectation for empathy has a median value of 3.00, which indicates that
‘neutral’ is the median opinion of respondents.
3) Mode
* The expectations for tangibles, reliability, responsiveness, and assurance have
mode value of 4.00, which indicates that ‘agree’ is the mode expectation of
respondents.
* The expectation of empathy has mode value of 3.00, which indicates that
‘neutral’ is the mode expectation of respondents.
4) The Standard Deviation
The expectations for tangibles, reliability, responsiveness, assurance, and empathy
have a standard deviation ranging from 0.739 to 0.873. The results reveal that these
variables have differences in the respondents’ expectations.
5) Variance
The expectations for tangibles, reliability, responsiveness, assurance, and empathy
have variance scores ranging from 0.546 to 0.762, which reveal that these variables
have variations in the respondents’ expectations.
6) Range
The expectations for tangibles, reliability, responsiveness, assurance, and empathy
have a range value 4, which indicates that these variables have differences in
respondents’ expectations and respondents have expressed all types of opinions

towards study questions.
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7) Minimum

The expectations for tangibles, reliability, responsiveness, assurance, and empathy

have a minimum value 1, which indicates that respondents have an articulated

minimum expectation of strongly disagree.

8) Maximum

The expectations for tangibles, reliability, responsiveness, assurance, and empathy

have a maximum value 5, which indicates that respondents have an articulated

maximum expectation of strongly agree.

4.5.2 Central tendency statistics on perception of service dimensions

Table 4.33 Central tendency statistics: perception of five service dimensions

PV3:
PV1: PV2: Responsive PV4 . PV5:
Tangibles Reliability ness Assurance Empathy

N Valid 400 400 400 400 400

Missing 0 0 0 0 0
Mean 3.1125 2.9700 3.5200 3.3175 2.8000
Median 3.00 3.00 4.00 3.00 3.00
Mode 3 3 4 4 3
Std. Deviation 841 735 855 877 867
Variance 707 540 731 769 752
Range 4 4 4 4 4
Minimum 1 1 1 1 1
Maximum 5 5 5 5 5

Interpretation:

The measurement scale code is interpreted as: 1 = Strongly Disagree, 2 = Disagree, 3 =

Neutral, 4 = Agree, 5 = Strongly Agree. The central tendency statistical results of

service perception are as follows:

1) Mean

The mean results are as follows:

e The perception of responsiveness has a mean value 3.5200, which reveals that

the respondents, who participated in this project, have articulated an average

perception of agree towards the above mentioned study variables.
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The perception mean values for tangibles, reliability, assurance, and empathy are
3.1125, 2.9700, 3.3175, and 2.800, respectively. The result reveals that the
respondents, who participated in this project, have articulated an average

perception of neutral towards the above mentioned study variable.

2) Median

The perception for tangibles, reliability, assurance, and empathy from five study
variables have a median value 3.00, which indicates that ‘neutral’ is the median
opinion of respondents.

The perception of responsiveness has median value of 4.00, which indicates that

‘agree’ is the median opinion of the respondents.

3) Mode

The perceptions of responsiveness and assurance have a mode value of 4.00,
which indicates that ‘agree’ is the mode perception of respondents.
The perceptions for tangibles, reliability, and empathy have a mode value of

3.00, which indicates that ‘neutral’ is the mode perception of respondents.

4) The Standard Deviation

The perceptions for tangibles, reliability, responsiveness, assurance, and empathy

have a standard deviation ranging from 0.735 to 0.877. The results reveal that these

variables have differences in respondents’ perceptions.

5) Variance

The perceptions for tangibles, reliability, responsiveness, assurance, and empathy

have variances ranging from 0.540 to 0.769, which reveal that these variables have

variations in respondents’ perceptions.

6) Range

The perceptions for tangibles, reliability, responsiveness, assurance, and empathy

have a range value of 4, which indicates that these variables have differences in

respondents’ perceptions and respondents have expressed all types of opinions

towards the study questions.
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7) Minimum

The perceptions for tangibles, reliability, responsiveness, assurance, and empathy

have a minimum value of 1, which indicates that respondents have articulated a

minimum perception of ‘strongly disagree’.

8) Maximum

The perceptions for tangibles, reliability, responsiveness, assurance, and empathy

have a maximum value of 5, which indicates that respondents have articulated a

maximum perception of ‘strongly agree’.

4.6 CORRELATIONS

The size of the correlation coefficient can be used to quantitatively describe the strength

of the association between two variables.

Interpretation Rules:

A. If the Sig. value (p value) p < 0.05, then there is a statistically significant

correlation.

Pearson correlation co-efficient (r) values range from -1 to +1.

The + sign in the front indicates whether there is a positive correlation (As one

variable increases, so too does the other) or the - sign in the front indicates a

negative correlation (as one variable increases, the other variable decreases). The

size of the absolute value (ignoring the sign) provides an indication of the strength

of the relationship.

D. Strength relationship:

r=.81to
r=.61to
r=.41to
r=.21to
r=.00to

1.0 or
.80 or
.60 or
40 or
.20 or

-81t0-1.0
-.61 to -.80
-41 to -.60
-21to-40
-.00 to -.20

very strong correlation
strong correlation
moderate correlation
weak correlation

very weak or no correlation
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4.6.1 Intra-correlations of the expectation of quality dimensions

Table 4.34 Intra-correlations: expectation

EV4 : EV5:
Assurance Empathy
EV1: Tangibles Pearson Correlation .618* 461
Sig. (2-tailed) .000 .000
N 400 400
EV2: Reliability Pearson Correlation AT4%H A27 %
Sig. (2-tailed) .000 .000
N 400 400
EV3: Responsiveness Pearson Correlation .640* .587*
Sig. (2-tailed) .000 .000
N 400 400

**. Correlation is significant at the 0.01 level (2-tailed).

Interpretation:

Tangibles with Assurance and Empathy have a p value of 0.000. This p value is
less than 0.05, which indicates that Tangibles with Assurance and Empathy have a
statistically significant correlation. The positive sign in front of Assurance and
Empathy indicates a positive correlation. The Pearson product correlation
coefficient r value of 0.618 indicates a strong correlation between Tangibles and
Assurance, and 0.461 indicates a medium correlation between Tangibles and
Empathy.

Reliability with Assurance and Empathy have a p value of 0.000. This p value is
less than 0.05, which indicates that Reliability with Assurance and Empathy have a
statistically significant correlation. The positive sign in front of Assurance and
Empathy indicates a positive correlation. The Pearson product correlation
coefficient r values are 0.474 and 0.427, which indicate a medium correlation
between Reliability, Assurance, and Empathy.

Responsiveness with Assurance and Empathy have a p value of 0.000. This p value
is less than 0.05, which indicates that Responsiveness with Assurance and Empathy
have a statistically significant correlation. The positive sign in front of

Assurance and Empathy indicates a positive correlation. The Pearson product
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correlation coefficient r value of 0.640 indicates a strong correlation between
Responsiveness and Assurance, and 0.587 indicates a medium correlation between

Responsiveness and Empathy.

4.6.2 Intra-correlations of the perception of quality dimensions

Table 4.35 Intra-correlations: perception

PV4 : PV5 :
Assurance Empathy
PV1: Tangibles Pearson Correlation .526*4 A78*
Sig. (2-tailed) .000 .000
N 400 400
PV2: Reliability Pearson Correlation AT70* 443
Sig. (2-tailed) .000 .000
N 400 400
PV3: Responsiveness Pearson Correlation 428 * .239*
Sig. (2-tailed) .000 .000
N 400 400

**. Correlation is significant at the 0.01 level (2-tailed).

Interpretation:

Tangibles with Assurance and Empathy have a p value of 0.000. This p value is
less than 0.05, which indicates that Tangibles with Assurance and Empathy have a
statistically significant correlation. The positive sign in front of Assurance and
Empathy indicates a positive correlation. Pearson product correlation coefficient r
values are 0.526 and 0.478 which indicate a medium correlation between Reliability,
Assurance, and Empathy.

Reliability with Assurance and Empathy have a p value of 0.000. This p value is
less than 0.05, which indicates that Reliability with Assurance and Empathy have a
statistically significant correlation. The positive sign in front of Assurance and
Empathy indicates a positive correlation. The Pearson product correlation
coefficient r values are 0.470 and 0.443 which indicate a medium correlation
between Tangibles, Assurance, and Empathy.

Responsiveness with Assurance and Empathy have a p value of 0.000. This p value

is less than 0.05, which indicates that Responsiveness with Assurance and Empathy
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have a statistically significant correlation. The positive sign in front of
Assurance and Empathy indicates a positive correlation. The Pearson product
correlation coefficient r value of 0.428 indicates a medium correlation between
Responsiveness and Assurance, and 0.239 indicates a weak correlation between

Responsiveness and Empathy.

4.6.3 Inter correlations

Table 4.36 Inter correlations: between expectation and perception

Correlations

PV3:
PV1: PV2: Responsi PV4 : PV5 :
Tangibles | Reliability | veness | Assurance | Empathy
EV1:Tangibles Pearson Correlatio 4371 .204* .599* A448* 113
Sig. (2-tailed) .000 .000 .000 .000 .024
N 400 400 400 400 400
EV2 : Reliability Pearson Correlatio .189*1 .342* .581* .262* 1514
Sig. (2-tailed) .000 .000 .000 .000 .003
N 400 400 400 400 400
EV3 : Responsivenes Pearson Correlatio .379*1 .324* 1.000*1 428 .239*4
Sig. (2-tailed) .000 .000 .000 .000 .000
N 400 400 400 400 400
EV4 : Assurance Pearson Correlatio 377*1 .322* .640* .515* .149*
Sig. (2-tailed) .000 .000 .000 .000 .003
N 400 400 400 400 400
EV5 : Empathy Pearson Correlatio .343*1 .253* .587* .305* 321y
Sig. (2-tailed) .000 .000 .000 .000 .000
N 400 400 400 400 400

**. Correlation is significant at the 0.01 level (2-tailed).
*.Correlation is significant at the 0.05 level (2-tailed).

Interpretation:

The expectations of tangibles with the perceptions for tangibles, reliability,
responsiveness, and assurance have a p value of 0.000. The expectation of
tangibles with the perception of empathy has a p value of 0.024. These p values are
less than 0.05, which indicate that the expectation of tangibles with the perceptions
for five quality dimensions have a statistically significant correlation. The

positive sign in front of the expectation of tangibles with the perceptions for five
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quality dimensions indicates a positive correlation. The Pearson product correlation
coefficient r values are 0.437, 0.599 and 0.448 which indicate a medium correlation
between the expectation of tangibles and the perceptions for tangibles,
responsiveness, and assurance; 0.204 indicates a weak correlation between the
expectation of tangibles and the perceptions of reliability; and 0.113 indicates a
relatively weak correlation between the expectation of tangibles and the perceptions
of empathy.

The expectations of reliability with the perceptions for tangibles, reliability,
responsiveness, and assurance have a p value of 0.000. The expectation of
reliability with the perception of empathy has a p value of 0.003. These p values
are less than 0.05, which indicate that the expectations of reliability with the
perceptions for five quality dimensions have a statistically significant correlation.
The positive sign in front of the expectation of reliability with the perceptions for
five dimensions indicates a positive correlation. The Pearson product correlation
coefficient r value is 0.581 which indicates a medium correlation between the
expectation of reliability and the perceptions of responsiveness; 0.342 and 0.262
indicate a weak correlation between the expectation of reliability and the
perceptions for reliability and assurance; 0.189 and 0.151 indicate a relatively weak
correlation between the expectation of reliability and the perceptions for tangibles
and empathy.

The expectations of responsiveness with the perceptions for five dimensions have a
p value of 0.000. This p value is less than 0.05, which indicates that the
expectation of responsiveness with the perceptions for five quality dimensions have
a statistically significant correlation. The positive sign in front of the expectation
of responsiveness with the perceptions for five quality dimensions indicates a
positive correlation. The Pearson product correlation coefficient r values are 0.379,
0.324 and 0.239 which indicate a weak correlation between the expectation of

responsiveness and the perceptions for tangibles, reliability, and empathy; 0.428
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indicates a medium correlation between the expectation of responsiveness and the
perception of assurance; 1 indicates a relatively strong correlation between
expectation and perception of responsiveness.

The expectations of assurance with the perceptions for tangibles, reliability,
responsiveness, and assurance have a p value of 0.000. The expectation of
assurance with the perception of empathy has a p value of 0.03. These p values are
less than 0.05, which indicate that the expectation of assurance with the perceptions
for five quality dimensions have a statistically significant correlation. The
positive sign in front of the expectation of assurance with the perceptions for five
quality dimensions indicates a positive correlation. The Pearson product correlation
coefficient r values are 0.377 and 0.322 which indicate a weak correlation between
the expectation of assurance and the perception for tangibles and reliability; 0.149
indicates a relatively weak correlation between the expectation of assurance and the
perceptions of empathy; 0.515 indicates a medium correlation between the
expectation of assurance and the perceptions of assurance; and 0.640 indicates a
strong correlation between the expectation of assurance and the perceptions of
responsiveness.

The expectations of empathy with the perceptions for five dimensions have a p
value of 0.000. These p values are less than 0.05, which indicate that the
expectation of empathy with the perceptions for five dimensions have a
statistically significant correlation. The positive sign in front of the expectation
of empathy with the perceptions for five dimensions indicates a positive correlation.
The Pearson product correlation coefficient r values are 0.343, 0.253, 0.305, 0.321,
which indicate a weak correlation between the expectation of empathy and the
perceptions for tangibles, reliability, assurance, and empathy; and 0.587 indicates a
medium correlation between the expectation of empathy and the perception of

responsiveness.
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4.7

T-TEST

Table 4.37 T-Test: Expectations with regard to gender

t df Sig. (2-tailed)
EV1:Tangibles Egs:%\ézriances 3,685 308 000
Egt”:;g’j;:aegces 3781 | 282.467 000
EV2 : Reliability Egsuli;\;%riances 2,320 398 021
Egt”:;;’l?gaegces 2322 | 264.504 021
EV3 : Responsiveness Esq:l?rln\éadriances 1,097 308 273
ng:é;’ﬁgaegces 1104 | 267.934 271
EV4 : Assurance Esqsul?rln\;riances 1595 308 112
Egtusls;’jgaezces 1501 | 262.289 113
EV5 : Empathy Egsul;clrln\ée(ljriances 2139 308 033
Egt”:;g’sgaegces 2199 | 283.830 029

Interpretation:

In Table 4.37, the T-test results disclose that the significance values are 0.000, 0.021,
and 0.033 for expectations of Tangibles, Reliability, and Empathy, respectively.
These values, which are below 0.05, reveal that there is a statistically significant
difference between the gender groups (male and female) opinions towards the
above variables. This finding means that male and females have different types of
expectations towards these variables.

In Table 4.37, the T-test results indicate that the p significance values are 0.273 and
0.112 for expectations of Responsiveness, Assurance. These p values, which are
above 0.05, reveal that statistically there is no significant difference between the
gender groups (male and female) expectations towards the above variables. This
finding means that male and female have almost similar type of expectations

towards these variables.
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Table 4.38 T-Test: Perceptions with regard to gender

t df Sig. (2-tailed)

PV1: Tangibles Esqsul?rln\;riances 1.959 308 209
Egtugégsgaegces 1.246 | 257.018 214

PV2 : Reliability Egsul;clrln\ée(ljriances 2177 308 030
Egtusls;’jgaezces 2.165 | 259.836 031

PV3 : Responsiveness £Ii;qsul;clrIn\(;ecljriances 1.097 308 273
Egt”:;g’j;:aegces 1104 | 267.934 271

PV4 : Assurance Egs:%\ézriances 2917 308 027
Egt“:;;’l‘j‘;:aegces 2233 | 268.778 026

PV5 : Empathy Esq:f;]\;%riances 1520 398 129
Egt”:;gjgaegces 1.629 | 316.927 104

Interpretation:

The T-test results in Table 4.38 disclose that the significance values are 0.030 and
0.027 for perceptions of Reliability and Assurance, respectively. These values,
which are below 0.05, reveal that statistically there is a significant difference
between the gender groups (male and female) opinions towards the above variables.
This finding means that male and females have different types of perceptions
towards these variables.

The T-test results disclose that the significance values are 0.209, 0.273, and 0.129
for perceptions of Tangibles, Responsiveness and Empathy respectively. These
values, which are above 0.05, reveal that statistically there is no significant
difference between the gender groups (male and female) perceptions towards the
above variables. This means that male and female have almost similar type of

perceptions towards these variables.
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4.8 ANOVA TEST

4.8.1 Age Groups
Table 4.39 ANOVA Test: Expectations with regard to age

ANOVA
Sum of
Squares df Mean Square Sig.
EV1:Tangibles Between Groups 2.421 3 .807 .366
Within Groups 301.517 396 761
Total 303.938 399
EV2 : Reliability Between Groups 2.691 3 .897 .198
Within Groups 227.286 396 574
Total 229.978 399
EV3: Responsiveness Between Groups 5.882 3 1.961 .045
Within Groups 285.958 396 722
Total 291.840 399
EV4 : Assurance Between Groups 4.671 3 1.557 .097
Within Groups 290.507 396 734
Total 295.178 399
EV5 : Empathy Between Groups 2.541 3 .847 199
Within Groups 215.419 396 .544
Total 217.960 399

Interpretation:

The ANOVA test results reveal that there is no statistically significant difference
in opinions of different age groups’ respondents towards expectations of the study
dimensions: Tangibles, Reliability, Assurance, and Empathy because these
statements significance values are 0.366, 0.198, 0.097, and 0.199. These values,
which are above 0.05, reveal that the different age groups have almost similar
expectations towards these dimensions and there is no huge difference in different
groups’ opinions towards these four dimensions.

The ANOVA test results reveal that there is a statistically significant difference in
opinions of different age groups’ respondents towards the study statement relating
to Responsiveness since this statement has a p significance value of 0.045 which is
below 0.05. This finding means that different age groups have different
expectations and a huge difference exists in the different groups’ opinions towards

this dimension.
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Table 4.40 ANOVA Test: Perceptions with regard to age

ANOVA
Sum of
Squares df Mean Square Sig.
PV1 : Tangibles Between Groups 1.603 3 .534 .520
Within Groups 280.335 396 .708
Total 281.938 399
PV2 : Reliability Between Groups 1.469 3 490 438
Within Groups 214.171 396 541
Total 215.640 399
PV3: Responsiveness Between Groups 5.882 3 1.961 .045
Within Groups 285.958 396 722
Total 291.840 399
PV4 : Assurance Between Groups 4.070 3 1.357 151
Within Groups 302.608 396 .764
Total 306.678 399
PV5 : Empathy Between Groups .999 3 .333 724
Within Groups 299.001 396 .755
Total 300.000 399

Interpretation:

The ANOVA test results in Table 4.40 reveal that there is no statistically
significant difference in opinions of the different age groups’ respondents towards
the study dimensions: Tangibles, Reliability, Assurance, and Empathy because these
statements p significance values of 0.520, 0.438, 0.151 and 0.724, respectively.
These values, which are above 0.05, reveal that the different age groups'
respondents have almost similar perceptions towards these dimensions and there is
no huge difference in different groups’ opinions towards these study dimensions.

The ANOVA test results in Table 4.40 reveal that there is a statistically significant
difference in opinions of the different age groups’ respondents towards the
statement relating to Responsiveness because this finding has a p value of 0.045.
This value, which is below 0.05, reveals that the different age groups’ respondents
have almost similar perceptions towards this statement and there is a difference in

the different age groups' opinions towards this study dimension.
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4.8.2 Regional groups

Table 4.41 ANOVA Test: Expectations with regard to regional groups

ANOVA
Sum of
Squares df Mean Square Sig.
EV1:Tangibles Between Groups 3.871 3 1.290 .166
Within Groups 300.066 396 .758
Total 303.938 399
EV2 : Reliability Between Groups 3.693 3 1.231 .093
Within Groups 226.284 396 571
Total 229.978 399
EV3 : Responsiveness Between Groups 2.512 3 .837 .330
Within Groups 289.328 396 .731
Total 291.840 399
EV4 : Assurance Between Groups .909 3 .303 .748
Within Groups 294.269 396 .743
Total 295.178 399
EV5 : Empathy Between Groups 4.580 3 1.527 .038
Within Groups 213.380 396 .539
Total 217.960 399

Interpretation:

The ANOVA test results in Table 4.41 reveal that there is no statistically
significant difference in expectations of different regional groups respondents
towards the study dimensions: Tangibles, Reliability, Responsiveness and
Assurance because these statements have p significance values of 0.166, 0.093,
0.330, and 0.748, respectively. These values, which are above 0.05, reveal that the
different regional groups’ have almost similar expectations towards these
dimensions and there is no huge difference in the different groups’ expectations
towards these four dimensions.

The ANOVA test results in Table 4.41 reveal that there is a statistically significant
difference in the expectations of different regional groups’ respondents towards the
study statement relating to Empathy because this statement has a p significance
value of 0.038. This value, which is below 0.05, reveals that the different regional

groups have almost the different expectations towards this statement and there is

110




huge difference in different groups' expectations towards this dimension.

Table 4.42 ANOVA Test: Perceptions with regard to regional groups

ANOVA
Sum of
Squares df Mean Square Sig.
PV1: Tangibles Between Groups .928 3 .309 727
Within Groups 281.010 396 .710
Total 281.938 399
PV2: Reliability Between Groups 3.591 3 1.197 .084
Within Groups 212.049 396 .535
Total 215.640 399
PV3: Responsiveness Between Groups 2.512 3 .837 .330
Within Groups 289.328 396 731
Total 291.840 399
PV4: Assurance Between Groups 1.514 3 .505 .580
Within Groups 305.164 396 771
Total 306.678 399
PV5: Empathy Between Groups 6.446 3 2.149 .035
Within Groups 293.554 396 741
Total 300.000 399

Interpretation:

The ANOVA test results in Table 4.42 reveal that there is no statistically
significant difference in perceptions of the different regional groups’ respondents
towards the study dimensions: Tangibles, Reliability, Responsiveness and
Assurance because these statements have p significance values of 0.728, 0.084,
0.330, and 0.580, respectively. These values, which are above 0.05, reveal that the
different regional groups have almost similar perceptions towards these dimensions
and there is no huge difference in the different groups' perceptions towards these
four dimensions.

The ANOVA test results in Table 4.42 reveal that there is a statistically significant
difference in perceptions of the different regional groups’ respondents towards the
study statement relating to Empathy because this statement has a p significance
value of 0.035. This value, which is below 0.05, reveals that the different regional

groups have different opinions towards this statement and there is a big difference

111




in the different groups' perceptions towards this dimension.

49 CRONBACH ALPHA TEST RELIABILITY ANALYSIS

Cronbach's alpha is a test of internal consistency. In general, Cronbach Alpha values
that are less than 0.60 are considered to be poor, those in the 0.70 range, acceptable, and
those over 0.80, good. The closer the Cronbach's alpha is to 1, the higher the internal
consistency reliability (Sekaran, 2003:307-308).

Table 4.43 Cronbach’s alpha Test

N=400 | CrOMPACN'S| \ of 1tems
Alpha
Expectation 0.930 25
Perception 0.924 25

As Table 4.43 shows, the Cronbach's alpha coefficients for expectation and perception
are 0.930 and 0.924, respectively. These coefficients exceed the recommended
significance level of 0.80. Therefore, the results indicate that the research instrument’s

(Questionnaire) continuous study variables have high internal consistency and reliability.

4.10 CONCLUSION

The results of the empirical study were presented and analysed in this chapter. Firstly,
the explanation of the results started with the discussion of the demographic information
using and percentages. These findings indicated that the most of the intercity bus
service users were under the age of 40 years and almost 70% were male. Secondly, a
comparison of the service quality expectations and perceptions for the intercity bus
transportation industry were determined by computer numerical tables. The results of
all statements expressed that the actual service quality in this industry were able to meet
the passengers’ expectations. According to the GAP analysis of service dimensions, the
gap between expectations and perceptions of the intercity bus transport industry is the

largest for "empathy" and the lowest for "responsiveness" (see Table 4.31). Third, the

112



inter-relationships between the service dimensions were analysed. It was interesting to
note that highly significant Pearson values ranging from 0.000 to 0.024 were obtained in
the correlation matrix. The correlation matrix indicated that the tangibles, reliability,
responsiveness, assurance and empathy dimensions are interrelated to improve service
quality of the intercity bus transport industry in South Africa. Fourth, the T-test was
employed to analyse whether the demographic information impact on service
dimensions. The results revealed that gender has a significant influence on the
perceptions for reliability and assurance. The age factor has a strong impact on
responsiveness dimension. The impact of the regional factor focuses on empathy

dimension.

In general, all dimensions of service quality are proved to be significant. According to
the above data analysis, the external communication gap can be a disadvantage of the
intercity bus transport industry in South Africa. The next chapter contains the

conclusions and recommendations in terms of these findings.
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CHAPTER S

CONCLUSIONS AND RECOMMENDATIONS

5.1 INTRODUCTION

The previous chapter analysed the data from the 400 questionnaires with the aid of
descriptive and inferential statistics. As a summary of the research, this chapter firstly
discusses the findings of the literature and the empirical study. Then, limitations of this
research and key recommendations for improving service quality in the intercity bus
transportation industry in South Africa are presented. Finally, the conclusion to the

study is presented.

5.2 SUMMARY OF THE STUDY

As discussed in Chapter 2, the Gap analysis is critical for management to identify the
service problems or service failure points. Many research studies on service quality
focus on how to reduce Gap 5 between consumers' expectations and their perceptions.
This study may provide management with important insights about how well the
external communication can influence the expectations and perceptions of the
consumers in terms of the context of the intercity bus transportation industry in South
Africa. In other words, managers, in the intercity bus transportation industry in South
Africa, should carry out this type of analysis regularly so that they can evaluate

passengers’ needs more clearly and identify some areas of weakness.

As shown in section 4.4, the results of Gap analysis revealed that passengers'
perceptions were consistently lower than their expectations. These negative gaps
indicate that the delivered service level was falling below passengers' expectations of

service quality in the intercity bus transportation industry in South Africa.
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Customers’ evaluations of the five dimensions of service performance as reflected in
Table 4.31 show that empathy and reliability are two major factors impacting on
passengers' satisfaction in this industry. Empathy factors indicate that the intercity bus
service organisations and their employees should pay more attention to their customers
and facilitate matters in the service delivery process. Reliability factors indicate that the
service organisation should complete tasks promised to guests and find the right

solutions to guests' problems.

As indicated in the literature review, the process of service delivery is influenced by the
communication element.  The results of this study also prove that external
communication is poor in the intercity bus transport industry, particularly the one-way
communication. Clearly, the findings have major implications for the management of
the intercity bus transportation industry, and, perhaps, also for other types of service

organisations in South Africa.

5.2.1 Empathy

Chapter 2 stated that the empathy dimension refers to the level of the firm specific
service knowledge and care. Knowledge about the intercity bus transport services will
convey a feeling of trust and confidence. The level of care will also have a positive

impact on the customer satisfaction level.

This study shows that the empathy dimension may be more important than the
reliability dimension in this industry in South Africa. It emerged that the largest quality
gap score (-0.96) was that customers could not easily obtain information about the
facilities and service of bus companies. At the same time, empathy held the greatest gap
score among all of the 25 attributes. The intercity bus transport companies need to
focus on improving service quality by giving their guests more individual attention and

ensuring that employees always effectively perform the service and successfully
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communicate with the customers to meet their expectations. The shortfall also indicates
that the intercity bus companies in South Africa were poor in the external
communication, particularly the one-way communication from the service provider to

customers.

As indicated in Section 4.6, there is a medium interrelationship between the
expectations of empathy and other four dimensions in this study. However, the
correlation between the perceptions of empathy and responsiveness is weak.
Consequently, managers in this industry will be required to make further improvements
in the external communication, particularly with regard to the barriers to using bus

transport and also the usefulness of travel information and its accessibility.

5.2.2 Reliability

As described in Chapter 2, the reliability dimension means that the customer can have
confidence with the service being provided, as agreed and with getting what was
promised. Various empirical tests by the past researchers have shown that reliability is
the most important service dimension from a customer’s point of view. It is interesting
to note that reliability is the second important dimension in the intercity bus transport

industry in South Africa.

From the gap analysis, the greatest gap score (-0.73) on “reliability” factors was that
"the bus always arrives at the destination on time". It is suggested that when the service
cannot be delivered on time, service providers should provide an explanation for the
delay, apologise and compensate for the lack of promptness and efficiency.

Consistently doing what is promised, doing it correctly and on time conveys reliability.

The implications of the above results suggest that managers of intercity bus transport

companies in South Africa should focus on improving all items regarding “reliability”.
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To achieve this goal, the companies should improve their infrastructure to develop
systematic monitoring as well as control policies and extend the two-way

communication so that they able to provide prompt and caring service to passengers.

5.2.3 External communication

As shown in section 2.7, information exchange of the external communication would be
a key preliminary stage in the service process. It is seen as an essential component of
the service offering. If information is not available or is not easy to access or
understand, passengers cannot make informed decisions about when, where and how to

travel.

In this case, the lack of information or limited access to information on service quality
may prevent or deter passengers from using the service at all. However, managers in
the intercity bus transportation industry in South Africa often neglect to communicate
with the customers, who are critical in the success of enterprises. In this sense it can be
concluded that South Africa management does not heed “the customer” since the

accessibility and effectiveness of intercity bus transport information is poor.

5.2.4 Other service-related factors

Other factors include “Tangibles”, “Responsiveness”, and “Assurance”. Among those
three factors, “Tangibles” held the third gap score of -0.400 while “Assurance” had a
gap core of -0.375. “Responsiveness” held the smallest gap score of 0.00 which means

that the expectations and perceptions of quality are equal.

As noted in Chapter 2, South Africa has a superior transport infrastructure in Africa.
The results from the tangibles test, however, show that the intercity bus companies had
inadequate resources and capacity which held the biggest gap score of -0.51 among the

five relevant service quality attitudes.
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In the literature review, “Assurance” refers to the knowledge and ability of service
providers which can affect customers trust in the service as well as ensure their service
effectiveness. The statement “Customers feel safe in their transaction with staft in the
ticket office”, held the smallest gap and the highest perception score among all of 25

quality dimensions. This is a noticeable finding in this study.

The literature review indicated that “Responsiveness” is really important for service
quality. However, the result in the Gap test pointed out that expectations and
perceptions of responsiveness are not significantly different. This finding does not
suggest that responsiveness is an unimportant dimension of service performance. The
study has also found the gaps of the five quality statements ranged from -0.23 to -0.69.
These shortfalls will require the careful attention of managers in the intercity bus

companies to make further improvement in the future.

Drawing together the findings reported in this study, several conclusions emerge. It is
argued that success in any business depends on understanding the key issues that affect
customers’ needs and also how well the businesses meet or exceed the customers’ needs.
The findings in the study also make a contribution to understanding of a number of
issues concerning external communication of intercity bus transport in the developing

country.

As the intercity bus transport companies in South Africa are facing challenges to
increase their market share and profitability, the marketing focus for these managers is
to increase the number of repeat customers and to attract more new guests by meeting
their needs more effectively. By analysing expectations and perceptions about service
quality with respect to different dimensions, senior managers can develop and formulate
marketing strategies to meet the needs of each specific dimension more effectively.

Using the results revealed in this study, they can plan effective marketing strategies to
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enhance the productivity, reduce vacancy rate, and maximize the benefits in 2010 and

beyond.

5.3 Demographic factors and service quality

5.3.1 Gender

The analyzed results showed that male customers frequently used more of the intercity
bus transport than females. The results in the t-test indicated that females and males
have similar opinions towards expectations and perceptions of the responsiveness

dimension of the intercity bus transport industry.

5.3.2 Age

The study showed that the majority of customers are aged between 20-39 years. The
research results also indicated that there is a statistically significant difference in
perceptions of different age groups towards the expectations and perceptions of the

responsiveness dimension of the service industry.

5.3.3 Regional distribution

This findings in the ANOVA test indicated that different regional groups have different
opinions towards the expectations and perceptions of the empathy dimension of the
service industry. The major reason is that passengers could have different languages
and cultures in the different regions. It is recommended that management take into
consideration the demographic characterise of customers, particularly more foreigners

will visit South Africa during the 2010 Soccer World Cup.

54 KEY RECOMMENDATIONS TO IMPROVE SERVICE QUALITY
Based on the research findings, the following recommendations are made:
e The intercity bus transportation industry should use user-friendly printed

material (e.g. area-based timetable booklets, individual service leaflets,
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newspapers, magazines, and posters) which all customers can relate to. In
addition, the intercity bus transport industry also should pay attention to develop
electronic delivery channels (e.g. electronic displays built into the ticket office,
Internet-based journey planners and telephone-based information centres) for
attracting more potential customers. This one-way communication can not only
increase customer awareness of the full rang of services they offers, also resolve
issues about empathy and tangibles of service quality in the industry in the
industry.

The present operating hours of intercity bus companies are not convenient to
some customers. Expanding distribution or developing more convenient and
accessible channels may help expand market penetration. The intercity bus
transportation industry should develop an automatic sales system which can
operate 24 hours a day.

The intercity bus transportation industry should focus on disseminating
geographic information about the site of their ticket office through various
distribution channels (e.g. vacation resorts’ brochures, notice boards in
communal areas and other printed and electronic resources).

The intercity bus transportation industry should improve to the reliability of bus
services by three means. Firstly, they should develop a consistently aligned set
of factors, processes, and standards that can define timely routing. Secondly, the
management of the industry should regularly maintain buses and related
equipment and spare parts.  Thirdly, the industry should employ new
technologies (e.g. GPS) to control routes and timings.

To inform customers of changes of time and price in advance, the intercity bus
transportation industry should use rapid electronic media to send messages. In
practice, two categories of these delivery channels will be needed. One is for
people with a hearing difficulty (e.g. SMS via mobile phones or other mobile

devices). The other is for people with a visual disability (e.g. broadcast).
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The managers in the intercity bus transport industry need to have more
interaction with their present or potential customers to understand their needs
and expectations through customer surveys, evaluations of customer complaints,
or other issues. Complaints and compliments must be circulated among so that
staff are aware of problems and merits. These exchanges of information not
only give customers the opportunity to share their experiences, but also can
narrow the information gap for customers and service providers.

The intercity bus transportation industry should develop an online reservation
system since the electronic medium is less expensive than processing bookings
through other traditional channels, particularly when commission is involved.
Moreover, the system should connect with some major chain stores — such as
Pick’n Pay, Shoprite, Spar and Game.

The management of the intercity bus transportation industry must understand
and respond to the organizational context and adjust internal organizational
systems to ensure their effectiveness. They should establish detailed policies and
procedures for dealing with customers to reduce variability in customer
treatment across employees. Also, they should develop a performance
measurement system so that they can be assured of getting the performance data
they need, on a timely basis.

The intercity bus transportation industry should recruit and select skilled and
competent staff. Furthermore, they need formal training in service quality to
deal with different types of customers and their needs. The managers of
intercity bus companies should encourage staff with superior communication
and social skills to share work practices and problem solving approaches with
their clients through staff briefings, meetings and other face-to-face
communications methods.

This industry should invest in improving the infrastructure, including electronic

displays, and touch screen. At the same time, they should build links with other
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transport modes. Sharing passenger information and harmonious transport
schedules will efficiently and effectively enhance the productivity and improve

each partner’s ability to adapt quickly to environmental changes or threats.

5.5 LIMITATIONS
As with all empirical studies, the present research had certain limitations.

e Firstly, the data were gathered in a specific geographic area of South Africa
(Durban). As a result, the study may have contained some information and
results that can be specific only for the Durban market. Hence, the results of this
study cannot be generalised.

e Secondly, the results of this study may not have been representative of the whole
population, due to the face that a convenience sampling method was used to
collect the data.

¢ Finally, the study is limited to only intercity bus transport industry and cannot be

generalised across the different transportation categories.

5.6 DIRECTIONS FOR FUTURE STUDY

This study also raises new questions for further research. First, in this study, the
empathy dimension was found to be relatively more important than reliability,
responsiveness, assurance, and tangibles. This finding highlights the fact that external
communication is the most important factor in service delivery. Therefore, future
research should investigate whether the results, as revealed in this study, are valid for
other types of transport (e.g. air, train, ship, minibus). In addition, future research may
also look at whether the perceived service quality levels differ between developing and
developed countries. Finally, the current study only showed that customers’ social
status has a weak effect on some of the relationships proposed in the study. Future
studies may investigate other types of customer characteristics (e.g., ethnicity, income

and occupation).
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5.7 CONCLUSION

In conclusion, the empathy dimension and the reliability dimension of service quality
were two major factors influencing in the intercity bus transport industry in South
Africa. Further, the empathy dimension was more important than other four service
quality dimensions due to the poor external communication in this industry. This
chapter also concludes that demographic factors (e.g. gender, age and region) have an

impact on consumer use of intercity bus transport in South Africa.

The recommendations, drawn from the conclusions of this study, were consistent with
the importance of the external communication gap in service delivery.
Recommendations for future study also were made based on the findings. This study
contributes to the literature on quality management. It emerged that the intercity bus

transportation industry could perform well if external communication can be improved.

123



BIBLIOGRAPHY

2010: the money's in the bank [online] 2006. Available:
http://www.southaftrica.info/2010/2010_money020605.htm, [Accessed 8 September
2006].

Afullo, T. J. 2000. Global Information and Africa: the telecommunications infrastructure
for cyberspace. Library Management, 21(4), 205-214.

Akbaba, A. 2006. Measuring service quality in the hotel industry: A study in a business
hotel in Turkey. Hospitality Management, 25, 170-192.

Angell, P.A. 2007. Business communication design: creativity, strategies, and solutions.
2" ed. New York: McGraw-Hill.

Baines, P. and Chansarker, B. 2002. Introducing marketing research. West Essex : John
Wiley & Sons. Inc.

Bebko, C. P. 2000. Service intangibility and its impact on consumer expectations of
service quality. Journal of services marketing, 14(1), 9-26.

Blythe, J. 2006. Essentials of marketing communications. 3 ed. London: Pearson
Education Limited

Blumberg, B., Cooper, D.R. & Schindler, P.S. 2005. Business research methods. New
York: McGraw-Hill.

Bovée, C.L., Thill, J.V. & Schatzman, B.E. 2004. Business communication essentials.
Upper Saddle River, NJ.: Prentice Hall.

Brady, M.K., Cronin, J.J. & Brand, R.R. 2002. Performance-only measurement of
service quality: a replication and extension. Journal of Business Research, 55(1), 17-31.

Bruhn, M. & Georgi, D. 2006. Services marketing: managing the service value chain.
London: Pearson Education Limited

Burns, A.C. & Bush, R.F. 2003. Marketing research: Online research applications. 4™
ed. New York: Pearson Education.

Caro, L. M. & Garcia, J. A. M. 2006. Measuring perceived service quality in urgent
transport service. Journal of Retailing and Consumer Services. 14(1), 60-72

124


http://www.southafrica.info/2010/2010_money020605.htm
http://www.sciencedirect.com/science?_ob=PublicationURL&_cdi=6043&_pubType=J&_auth=y&_acct=C000055460&_version=1&_urlVersion=0&_userid=1936639&md5=bb9a79f452decc43da910e914b0f0875

Churchill, G. & Iacobucci, D. 2005. Marketing research: Methodological foundations.
9™ ¢d. Mason: South-Western.

Collis, J. & Hussey, R. 2003. Business research. 2™ ed. New York: Macmillan.

Cooper, D.R. & Schindler, P.S. 2003. Business research methods. 8" ed. New York:
McGraw-Hill.

Copley, P. 2004. Marketing communications management: concepts & theories, cases &
practices. Oxford: Elsevier Butterworth-Heinemann.

Curry, A. & Sinclair, E. 2002. Assessing the quality of physiotherapy services using
Servqual. International Journal of Health Care Quality Assurance, 15(5), 197-205.

Curwin, J. & Slater, R. 2002. Quantitative Methods for business decisions. 5" ed.
London: Thomson.

DeMoranville, C.W. & Bienstock, C.C. 2003. Question order effects in measuring
service quality. International Journal of Research in Marketing, 20, 217-231.

De Vos, A. (2002). Research at grass roots for the social sciences and human service
professions. Pretoria: Van Schaik.

Echeverri, P. 2005. Video-based methodology: capturing real-time perceptions of
customer processes. International Journal of Service Industry Management, 16(2) 199-
2009.

Fitzsimmons, J.A. & Fitzsimmons, M.J. 2006. Service management: operations,
strategy, information technology. 5 ed. Singapore: McGraw-Hill, Inc.

Fridah, M.G. 2000. Sampling in research. Cornell University [online] Available:
http://www.trochim.human.cornell.edu/tutorial/mugo/tutorial.htm, [Accessed 18 Sep,
2006].

Friman, M. & Edvardsson, B. 2003. A content analysis of complaints and compliments.
Managing service quality, 13, 20-26.

Getting you from - A2B - in South Africa [online] 2006. Available:
http://www.visa.org.za/transport.htm, [ Accessed 8 September 2006].

Gilbert, D. & Wong, R. 2003. Passenger expectations and airline services: a Hong Kong
based study. Tourism Management, 24, 519-532.

125


http://www.trochim.human.cornell.edu/tutorial/mugo/tutorial.htm
http://www.visa.org.za/transport.htm

Gosling, M. & Sapa. 2006. SA in line for R78m 'greening' of transport. [online]
Available: _http://www.iol.co.za/, [Accessed 8 September 2006].

Groenewald, H. 2003. Establishment of transport authorities in local sphere of
government in South Africa: unfolding of the process. Transport Policy, 10, 1-15.

Gronroos, C. 2000. Service management and marketing: a customer relationship
management approach. 2" ed. Chichester: John Wiley & Sons, Inc.

Gronroos, C. 2001. The perceived service quality concept — a mistake? Managing
service quality, (11)3, 150-152.

Hair, J.F., Bush, R.P. & Ortinau, D.J. 2003. Marketing research: Within a changing
information environment. 2™ ed. New York: McGraw-Hill.

Hensley, R.L. & Dobie, K. 2005. Assessing readiness for six sigma in a service setting.
Managing Service Quality, 15(1), 82-101.

Herman, D. 2006. SA is travelling - to the tune of R21bn. [online] Available:
http://www.iol.co.za/, [Accessed 8 August 30 2006].

Jankowicz, A.D. 2005. Business research projects. 4™ ed. London: Thomson.

Lai, J.Y. 2006. Assessment of employees’ perceptions of service quality and satisfaction
with e-business. International Journal of Human-Computer Studies, 64, 926-938.

Landrum, H., Prybutok, V.R. & Zhang, X. 2007. A comparison of Magal’s service
quality instrument with SERVPERF. Information & Management, 44, 104-113.

Lee, H., Lee, Y. & Yoo, D. 2000. The determinants of perceived service quality and its
relationship with satisfaction. Journal of Service Marketing, 14(2), 217-231.

Leedy, P. D. & Ormrod, J. E. 2001. Practical research: Planning and design. 7" ed.
Upper Saddle River, NJ.: Merrill Prentice Hall.

Leedy, P. D. & Ormrod, J. E. 2005. Practical research: planning and design. 8" ed.
Upper Saddle River, NJ.: Merrill Prentice Hall.

Lidén, S.B. 2003. Service quality perceptions and patient satisfaction: a study of
hospitals in developing country, Managing service quality, 13, 338-348.

Lovelock, C. & Wright, L. 2002. Principles of service marketing and management. 2™
ed. Upper Saddle River, NJ.: Prentice-Hall, Inc.

126


http://www.iol.co.za/i
http://www.iol.co.za/i

Ma, Q., Pearson, J.M. & Tadisina, S. 2005. An exploratory study into factors of service
quality for application service providers. Information & Management. 42, 1067-1080.

MacDonald, J.B. & Smith, K. 2004. The effects of technology-mediated communication
on industrial buyer behaviour. Industrial Marketing Management, 33(2), 107-116.

Mahlangu, H. 2006. SA airports gear up for 2010. [online]. Available: http://www.cape-
town.org, [Accessed 8 September 2006].

McDaniel, C. & Gates, R. 2005. Marketing research. 6" ed. United States of America:
John Wiley & Sons.

Metters, R., King-Metters, K., Pullman, M. & Walton, S. 2006. Successful service
operations management 2" ed. Singapore: South-Western.

Mori, 2002. Public Service Reform: Measuring and Understanding Customer
Satisfaction. [online] Available: http://www.mori.com/pubinfo/rd/opsr.pdf, [Accessed 8
September 2006].

National Department of Transport strategic plan 2006-2009 [online]. 2006. Available:
http://www.transport.gov.za/library/plan-f.html, [Accessed 8 September 2006].

No financial worries about 2010 [online]. 2006. Available: http://www.cape-town.org,
[Accessed 10 July 2006].

Nowacki, M.M. 2005. Evaluating a museum as a tourist product using the servqual
method. Museum Management and Curatorship, 20, 235-250.

Ongkittikul, S. & Geerlings, H. 2006. Opportunities for innovation in public transport:
Effects of regulatory reforms on innovative capabilities. Transport Policy, 13, 283-293.

Parasuraman, A. 2002. Quality of service and customer satisfaction. [online]. Available:
http://www.sla.org/Presentations/sldc/parsu_ LAB2002pp.ppt, [Accessed 18 May 2007].

Pérez, M.S., Abad, J.C., Carrillo, GM. & Fernandez, R.S. 2007. Effects of service
quality dimensions on behavioural purchase intentions: A study in public-sector
transport. Managing Service Quality, 17 (2), 134-151.

Riley, M., Wood, R.C., Clark, M.A., Wilkie, E., & Szivas, E. 2000. Research writing
and dissertations in business and management. London: Thompson.

127


http://www.cape-town.org/
http://www.cape-town.org/
http://www.mori.com/pubinfo/rd/opsr.pdf
http://www.transport.gov.za/library/plan-f.html
http://www.cape-town.org/
http://www.sla.org/Presentations/sldc/parsu_LAB2002pp.ppt

Road  Safety towards 2010 World Cup [online]. 2006. Available:
http://www.arrivealive.co.za/pages.asp?mc=history&nc=2010 worldcup safety,
[Accessed 8 September 2006].

Robertson, D. 2006. Big-Spending plans to get SA Back on the road. Sunday Times,
[online]. August 20, Available: http://allafrica.com/stories/200608210451.html,
[Accessed 2 September 2006]

Robledo, M. A. 2001. Measuring and managing service quality: Integrating customer
expectations. Managing Service Quality, 11 (1), 22-31.

Rosene, F. 2003. Complacency and service quality: an overlooked condition in the GAP
Model. Journal of Retailing and Consumer Services, 10 (1), 51-55

SA transport gets money injection from big funder [online]. 2006. Available:
http://www.theherald.co.za [ Accessed 28 August 2006]

Saunders, M. Lewis, P. & Thornhill, A. 2003. Research methods for business students.
3" ed. Harlow: Prentice Hall.

Sekaran, U. 2003. Research methods for business: A skill-building Approach. 4™ ed.
New York: John Willey & Son, Inc.

Silvestro, R. 2005. Applying gap analysis in the health service to inform the service
improvement agenda. International Journal of Quality & Reliability Management, 22(3),
215-233.

South Africa yearbook 2003/04. 2003. Pretoria: Government Printer.

South Africa yearbook 2005/06. 2005. Pretoria: Government Printer.

Statistics in Brief 2006 [online]. 2006. Available: http://www.statssa.gov.za/publications
/StatsInBrief/StatsInBrief2006.pdf, [Accessed 8 September 2006].

Struwig, F.W. & Stead, G.B. 2004. Planning, designing and reporting research. 3 ed.
Cape Town: Pearson Education South Africa

Transport crisis could hinder 6% economic growth [online]. 2006. Available:
http://www.marketingweb.co.za, [Accessed 30 August 2006].

Wegner, T. 2001. Applied business statistics — Methods and applications. Lansdowne:
Juta & Co. Ltd.

128


http://www.marketingweb.co.za/

What FIFA had to say about SA  [online]. 2004. Available:
http://www.southafrica.info/2010/fifareportsa.htm [Accessed 28 August 2006]

Woo, K. & Ennew, C. T. 2005. Measuring business-to-business professional service
quality and its consequences. Journal of Business Research, 58. 1178 - 1185.

Zeithaml, V.A. & Bitner, M. J. 2000. Services Marketing: Integrating Customer Focus
across the Firm. New York: McGraw-Hill.

Zeithaml, V.A., Parasuraman, A. & Malhotra, A. 2001. A conceptual framework for
understanding e-service quality: implications for future research and managerial
practice, MSI Working Paper Series, No. 00-115, Cambridge, MA, 1-49.

Zeithaml, V.A., Parasuraman, A. & Malhotra, A. 2002. Service quality delivery through
Web sites: a critical review of extant knowledge. Journal of the Academic of Marketing

Science 30(4), 362-375.

Zeithaml, V.A., Bitner, M.J. and Gremler, D.D. 2006. Services Marketing: Integrating
Customer Focus across the Firm. 4™ ed. New York: McGraw-Hill.

129



APPENDIX A

Dimension

Description

Example for Bus Company

Tangibles

Physical facilities,
equipment, and
appearance of personnel.

The ticket office is attractive.

Bus companies are equipped with modern
technology.

The ticket office has adequate resources and
capacity.

Bus companies have a professional
appearance.

The dress of staff is neat and smart.

Reliability

Ability to perform the
promised service
dependably and
accurately.

The bus always arrives at the destination on
time.

The bus never breaks down on the road.

Customers can easily book a ticket for their
journey.

Staff satisfy customers’ requests right the first
time.

The timetable in the bus company’s website is
error free.

Responsiveness

Willingness to help
customers and provide
prompt service.

Bus companies always inform people of change
of timetable and prices in advance.

Bus companies can provide timely and efficient
service.

Communication with customers is clear and
helpful.

Staff are always willing to help customers.

Staff can provide complete answers when they
attend to customers’ requests.

Assurance

Knowledge and courtesy
of employees and their
ability to inspire trust and
confidence.

Customers feel safe in their transactions with
staff in the ticket office.

Customers feel safe in their transactions with
staff on the bus.

Staff are always polite.

Staff have in-depth occupational knowledge of
their jobs.

The behaviour of staff instils confidence in the
customers.

Empathy

The firm provides its
caring, individualized
attention to its customers

Bus companies always look after the best
interests of their customers.

Bus companies have operating hours
convenient to all their customers.

Getting information about the facilities and
services of bus companies is easy.

It is easy to find and access the ticket office.

Staff can provide individualized attention to help
customers.
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APPENDIX B

7 Bews Court
Evered Poole Place
Berea

Dear Sir / Madam

My name is Pan Qi and I am conducting research for my M tech degree in Marketing at
the Durban University of Technology (DUT). The title of my research project is factors
for service quality in the intercity bus transport industry of South Africa. I would
appreciate your co-operation in completing a questionnaire.

The completion of the questionnaire should not take longer than 15 minutes of your
time. I want to thank you in advance for your time. Please be informed that your
identity will remain anonymous and your response will be kept confidential.

Participation in this research study is voluntary and you may withdraw from the study at
any time without having to give any reasons. If you have any questions, please feel free
to contact me. If you have any other questions or concerns regarding the study and
would like to talk to someone other than the researcher, you may as contact Dr. J.
Govender, Department of Marketing, 7t floor, B block, M L Sultan Campus, at 0027-
31-3085425.

Yours sincerely

David Pan

131



APPENDIX C

SECTION A: LEVEL OF EXPECTATIONS OF SERVICE QUALITY

For each of the following statements, please indicate your level of agreement, as they apply to your

expectations of the intercity bus service you have used.

Note that 1=completely disagree, 2=disagree, 3=neutral, 4=agree, 5= completely agree

There are no right or wrong answers. Just tick the number that truly reflects your feelings. Based on
your experience as a customer of intercity bus transport, please think about the kind of service that
would deliver excellent quality and one with which you would be pleased to travel.

Tick only one number for each statement. Please remember to answer all questions. Thank you for

your assistance.

EXPECTATIONS s o
L - P
Ticket office is attractive.
1 1 2 13| 4
Bus companies are equipped with modern technology.
2 1 2 13| 4
Ticket office has adequate resource and capacity.
3 1 2 (3|4
Bus companies have a professional appearance.
4 1 2 13| 4
The dress of staff is neat and smart.
5 1 2 (3|4
Bus always arrives at the destination on time.
6 1 2 (3|4
Bus never breaks down on the road.
7 1 2 13| 4
Customers can easily book a ticket for their journey.
8 1 2 (3|4
Staff satisfy customers’ requests right the first time.
9 1 2 (3|4
The timetable in the bus company’s website is error free.
10 1 2 13| 4
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11

Bus companies always inform people of change of timetable and prices
in advance.

12

Bus companies can provide timely and efficient service.

13

Communication with customers is clear and helpful.

14

Staff are always willing to help customers.

15

Staff can provide complete answers when they attend to customers’
requests.

16

Customers feel safe in their transactions with staff in the ticket office.

17

Customers feel safe in their transactions with staff on the bus.

18

Staff are always polite.

19

Staff have in-depth occupational knowledge of their jobs.

20

The behaviours of staff instil confidence in the customers.

21

Bus companies always look after the best interests of their customers.

22

Bus companies have operating hours convenient to all their customers.

23

Getting information about the facilities and services of bus companies is
easy.

24

It is easy to find and access the ticket office.

25

Staff can provide individualized attention to help customers.
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SECTION B: LEVEL OF PERCEPTIONS OF SERVICE QUALITY

For each of the following statements, please indicate your level of agreement, as they apply to your

perceptions of the intercity bus service you have used.

Note that 1=completely disagree, 2=disagree, 3=neutral, 4=agree, 5= completely agree

PERCEPTIONS oo oo

Ticket office is attractive.

1 1 2 13| 4
Bus companies are equipped with modern technology.

2 1 2 13| 4
Ticket office has adequate resource and capacity.

3 1 2 13| 4
Bus companies have a professional appearance.

4 1 2 13| 4
The dress of staff is neat and smart.

5 1 2 13| 4
Bus always arrives at the destination on time.

6 1 2 13| 4
Bus never breaks down on the road.

7 1 2 13| 4
Customers can easily book a ticket for their journey.

8 1 2 13| 4
Staff satisfy customers’ requests right the first time.

9 1 2 13| 4
The timetable in the bus company’s website is error free.

10 1 2 13| 4
Bus companies always inform people of change of timetable and prices

11" | in advance. 1 21314
Bus companies can provide timely and efficient service.

12 1 2 13| 4
Communication with customers is clear and helpful.

13 1 2 13| 4
Staff are always willing to help customers.

14 1 2 13| 4
Staff can provide complete answers when they attend to customers’

15 requests. 1 23 4
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Customers feel safe in their transactions with staff in the ticket office.

16 1 4
Customers feel safe in their transactions with staff on the bus. . A

17
Staff are always polite.

18 1 4
Staff have in-depth occupational knowledge of their jobs. . A

19
The behaviours of staff instil confidence in the customers.

20 1 4
Bus companies always look after the best interests of their customers.

21 1 4
Bus companies have operating hours convenient to all their customers.

22 1 4
Getting information about the facilities and services of bus companies is
It is easy to find and access the ticket office.

24 1 4
Staff can provide individualized attention to help customers.

25 1 4

SECTION C: CLASSIFICATION DATA

l.

2.

Please indicate your gender by ticking (V) in the appropriate box.
Male

Female

Please indicate your age by ticking (V) in the appropriate box.
Under 20

20 to 39

40 to 59

60 and above

Durban area

South African, but not from Durban area
Other African countries

Overseas, i.e. non-African country

Thank you for completing this questionnaire and your kind cooperation!

Please indicate where you are from by ticking () in the appropriate box.
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