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ABSTRACT

The main objective of the study was to determine the influence of service quality on customer satisfaction in Alsaedy High class bus services which operates between Dar es salaam and Morogoro. The service quality gap was established using SERVQUAL model by comparing expectations with actual perception of services. Correlation analysis was used to establish the relationship between service quality and customer satisfaction while Regression analysis was used to determine the most important service quality dimensions in public transport service. A sample size of 196 regular passengers was used in the study. The findings revealed a high figure of service quality gap in “Reliability” followed by “Empathy” and “Tangible” while low figure of service quality gap was revealed in “Responsiveness” and “Assurance”. Correlation analysis revealed that customer satisfaction is positively related to all quality dimension (Tangible, Responsiveness, Reliability, Empathy and Assurance); and the results are significant. Regression analysis indicated that “Responsiveness” and “Assurance” proved to have significant effect on Customer Satisfaction while Reliability, Tangibility and Empathy did not have significant effect on Customer Satisfaction.
Key words – SERVQUAL, Service quality and customer satisfaction.
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CHAPTER ONE

1.0 INTRODUCTION

1.1 Chapter Overview

This chapter covers the background to the problem, statement of the research problem, research objectives, and research questions. The significance and scope of the study are also addressed.
1.2 Background to the Problem
Service quality has begun to be very important than ever before due to the fact that service providers have realized that they have to provide customer-perceived value, for the business sustainability (Murabi, 2014). As world competition become greater, customers have more diverse to choose from and of course service quality will be regarded as more important when buying or hiring goods or services.
Quality is increasingly becoming an important topic in the Western world (Bergman and Klefsjo, 2003). One of the big reasons for the achievements of Japanese industry in the 1970s and 1980s was that the Japanese understood clearly that quality idea should come from the needs and expectation of the customers (Bergman and Klefsjo, 2003). This perception played an essential effect in bringing achievements. (Bergman and Klefsjo, 2003). Similarly from any other industry, “Public transportation films are liable to become much market oriented as well as competitive, as they likely to be looked as service product” (Lai and Chen, 2010). This study seeks to find out the attributes that influence customer satisfaction in public transport service in Tanzania particularly AlSaedy High Class Bus Services. Passenger’s satisfaction in respect to transportation has been studied in many countries. Customer satisfaction is believed to have a great significance effect whether it is meant for a product and Services (Khurshid et al., 2012). Realizing passengers’ behavioral intentions after gaining skills over time in public transportation industry is an essential task, in especially to the public transport operators. Lai and Chen (2010) claimed that such knowledge make it easier for  operators to plan effective strategies to meet passengers needs and thus keep possession of existing  as well as attracting potential passengers. This study examines the use of intercity public transport along Dar-Moro route in Tanzania. Public transport as far as this study is concerned, refers primarily to road passenger transportation. It explains how passengers evaluate public transport services and the factors that influence their perception. The most important service aspects determining overall satisfaction are also discussed. In addition, recommendations for public transport management and operator are offered.
1.3 Statement of the Research Problem
Public transportation plays a pivotal role in the development of the national economy. The industry is currently characterized by the large number of transportation companies with poor performance, while few big transportation companies dominate the market (Mushi, 2013). There are several transportation companies that are engaged in this industry but surprisingly majority of them have not succeeded to sustain in business for a long time (The Citizen, July 2012), cited by Mushi (2013). 
Some of the passenger transportation companies that collapsed include Scanlink, Comfort video coach, Safina, Hekima and Scandinavia Express just mention few. The literature reviewed indicated that there are many transportation companies facing difficulties in industry due to high competition. Due to that, more research is needed to find out what companies are supposed to do in order to remain in business for a long time if not forever. It is a high time to conduct a thorough research on how service quality influences customer satisfaction in public transport. Currently, many transportation companies are struggling to improve service quality instead of concentrating on reducing bus fare in order to retain and attract new customers. Improvement in service quality raises operational cost but on the other hand it enables a firm to acquire sustainable competitive advantage over its rivals (Fimbo, 2008).  Business success depends on a firm’s understanding and meeting customers’ needs and demands (Agyapong, 2010). Customer satisfaction is the most important factor in service provision. Whenever the company fails to satisfy the customers it will be replaced by others (Khurshid et al., 2012). The underlying assumption is that there is a positive relation between service quality and the customer’s perception. To increase public transport use, the service should be designed and performed in a way that accommodates the levels of service required by customers (Beirão and Cabral, 2007). 
The researcher sees that there is a need to assess the influence of service quality on customer satisfaction in intercity public transport. Again the researcher needs to identify the most quality dimensions that influence customer satisfaction. Mushi (2013) claimed that there is a gap between service quality specification and service quality delivered by bus operators. The current study will address the same quality gap in Alsaedy High Classs Bus Service.
1.4 Objectives of the Study

1.4.1 General Objective

The general objective of this study is; 

To determine the influence of service quality on customer satisfaction in intercity public transport services,

1.4.2 Specific Objectives

i. To compare passengers’ expectation with the actual level of services delivered in the public transportation service.

ii. To determine the relationship between service quality and passenger satisfaction in public transport service. 

iii.  To identify the most important service quality dimensions in public transport service. 
1.5 Research Questions
The research questions of this study is summarized as,

(i) How do users’ expectations compare with actual customer satisfaction?
(ii) What is the relationship between service quality and customer satisfaction in public transport?

(iii) What are the most important service quality dimensions in public transport service?

1.6 Significance of Study
The preparation of this dissertation is a pre requisite for accomplishing my MBA degree. The findings of the study will also help to come up with measure to avoid customer dissatisfactions that will be used by public transport operators. Also the dissertation will be useful to researchers and other scholars as reference for further studies. 
1.7 Scope of the Study and Limitation
This study was conducted at Ubungo and Morogoro bus terminal focusing on the influence of service quality on customer satisfaction in intercity public transport services along Dar-Moro route so that it can be used by operators and authorities to increase customer satisfaction in public transport. The rationale for the choice is the location whereby the routes start/end. The study focused on the passengers, and transportation company issues associated with quality service and customer satisfaction. As this study investigated the issue of customer satisfaction through passenger’s perception and experience the components of service quality in the transportation business is identified. Limitation of the study was to determine the exact population of passengers using public transport in Dar-Moro route for the research. However, a delimitation of the study was necessary to use a sample that was achievable for the researcher to manage with available time and for the chosen methodology.
1.8  The Structure of the Dissertation 
Chapter one of this study introduced the background of the study, statement of problem, the objectives of the study, research question and the significance of the study. Chapter two defined the basic concepts used in the study, theoretical literature review, empirical literature review, and the research gap. A conceptual framework is presented at the end of the chapter. 
The methodology is covered in chapter three and comprises of research philosophy, research design, area of the study, population of the study, sample size, sources of data, data collection technique and presentation, reliability and validity of data, data analysis and presentation, ethical consideration and presentation. Chapter four outlines the findings of the study and discussion on the findings. Conclusions and recommendations are given in chapter five together with the suggestions for future studies.
CHAPTER TWO
2.0 LITERATURE REVIEW

2.1 Chapter Overview

This chapter begins by defining the basic concepts used followed by theories supporting the study. Review of empirical literature from both developed and developing countries covered followed by a summary of empirical literature review plus a conceptual framework.
2.2       Definition of Basic Concepts
2.2.1 Customer Satisfaction

Customer satisfaction with public transport is defined as the degree to which an individual positively evaluates the overall quality of a public transport service delivered by a public transport operator and authority (Ettema et al., 2010).
2.2.2 Service Quality
Service quality is a measure of how well the service level that is delivered matches customer expectations, while a firm delivering quality service means conforming to customer expectations on a consistent basis (Joewono and Kubota, 2007); (Lai and Chen, 2010). Parasuraman et al., (1988) proposed a more specific list of service quality dimensions. 
According to them, the overall evaluation of service quality derived from the evaluations along five dimensions named Tangibles, Reliability, Responsiveness, Assurance, and Empathy. Service quality is an average of the expectancy-performance gap along these five dimensions. 

2.2.3 The  SERVQUAL
SERVQUAL represents service quality as the discrepancy between customer’s expectations for a service offering and the customer's perceptions of the service received, requiring respondents to answer questions about their expectations and perceptions (Parasuraman et al., 1988).
[image: image1.png]External Factors

1
SERVQUAL Dimensions X influencing expectation

: T, l _________

Tangibles |
: Expectation
X (Expected

Reliability I Service)
1
!

X . .
! j Perceived Service
. > ' > .
Responsivencss ' Gap 5 Quality

A I S
1

Assurance X Perception
! (Perceived
1 .
! Setvice)

Empathy |

1
1





Figure 2.1: SERVQUAL Model

Source: Kumar et al., (2009)
The passengers’ expectations are subject to external factors which are under the control of the service provider as shown on the figure 2.1. Gap 5 on the figure represents the discrepancy between customers’ expectations and customers’ perceptions which is referred to as the perceived service quality (Kumar et al., 2009). This research concentrates on this gap, the difference between customers’ expectations with public transport and perceptions of service delivered by Alsaedy High Class Bus Services.
2.3 Theory of Assimilation- Contrast
It is in the view of this study that this theory can best guide our understanding of the relationship of the service quality and satisfaction in the public transport industry. Therefore, this theory was suggested as another way of explaining the relationships between variables within the disconfirmation model (Hovland et al., 1957), cited by Isaack and Rusn (20014). This philosophy claims that satisfaction is a function of the magnitude of the discrepancy between expected and perceived performance. A big discrepancy between perceived performance and expectations results in contrast effects and the consumer’s tendency would be one of increasing the perceived difference. Assimilation or contrast can appear in connection with the disparity perceived between expectations and the actual product performance. 
The strength of this theory tries to illustrate the fact that both the assimilation and the contrast theory philosophy have applicability in the study of consumer’s satisfaction. The paradigm of expectation disconfirmation generally defines the discrepancy between a pre purchasing standard (such an expectation/desire) and actual performance (Isaac and Rusn, 2014). The measurement of disconfirmation through score difference was operationalized through their different between the expected level of performance and actual performances. A theoretical framework is the application of the theory or a set of the concepts drawn from one and the same theory to offer an explanation of an event or some light on a particular phenomenon or research problem (Linenda, 2014).
2.4  Empirical Literature Reviews 
2.4.1 The Worldwide Context
Fonseca et al., (2010) identified the determinants of service quality as well as their impact on satisfaction. Using qualitative data analysis, the study determined the level of service quality and identified five dimensions of service quality named Tangibility, Assurance, Reliability, Responsiveness and Empathy. Secondly, the study explored determinants of satisfaction and results showed that the dimensions of satisfaction for the company were exactly the same as those of service quality, in particular, security, reliability, comfort and speed. Again this study showed that the company does not distinguish quality from satisfaction. The study was conducted in Europe. Based on these findings, a similar study was conducted in Tanzania to identify determinants of service quality in intercity public transport based on SERVQUAL instrument by comparing expectations with perceptions on five dimensions of Tangibles, Reliability, Responsiveness, Assurance and Empathy.
Woldeamanuel (2008) identified factors affecting travelers’ satisfaction with accessibility to public transportation and attitudes towards public transport. This research applied a panel binomial probity model to analyze the parametric relationship between the level of traveler satisfaction with accessibility to public transport services and the socio-economic as well as mode-related variables (such as gender, age, occupation, public transport connectivity and car ownership). The modeling results indicate a remarkable relationship between the explanatory variables and satisfaction with accessibility to public transport. The probabilistic estimate also shows that there is a time variant effect of satisfaction with accessibility. This study was done in German and it used panel binomial probit model. Based on this, a similar study was conducted in Tanzania using multiple regression analysis to identify the most important factor affecting customer satisfaction.
Hussein and Hapsari (2014) investigated the dimensions of service quality especially in the area of public transport as well as the role of service quality in enhancing passenger’s value, satisfaction and loyalty. Partial Least Squares (PLS) with survey data from 152 BRT passengers was used by this study. This study found that outcome quality, physical quality and interaction quality are the primary dimensions of service quality. In addition, this study explained that service quality has a significant effect on passenger perceived value, satisfaction and loyalty. Apart from perceived service quality, this study also found that passenger satisfaction and perceived value are the essential determinants of passenger loyalty. This study was conducted in Indonesia using Partial Least Square. Based on these, a similar study was conducted in Tanzania using multiple regression analysis to test if the finding will be the same.  Noor et al., (2014) focusing on determinants of Customer Satisfaction of Service Quality on City bus service in Kota Kinabalu, Malaysia. Factor analysis was used to analyze a total of 24 parameters satisfactions of public buses. This study succeeded in developing three dimensions of public bus service attributes  namely comfort, accessibility and safety and found that there is a slight difference in satisfaction between the minibus and bus transit, but users agreed that “overcrowded” and “felt unsafe” during the night were among the most significant attributes that affect their satisfaction. The study was conducted in Malaysia using factor analysis. Based on this; a similar study was conducted in Tanzania using multiple regression analysis to establish the most determinants of customer satisfaction of quality service. 
Khurshid et al., (2012) in Pakistan through purposive sampling of 120 questionnaires seek to ascertain how service quality influences customer satisfaction. The multiple regression result reveals that there was a positive relationship between service quality and customer satisfaction in the public transport sector in Pakistan. This study conducted on city public transport and based on only two service quality dimensions named tangibility and assurance. Based on these the researcher conducted similar study on intercity public transport based on five quality service dimensions named tangibility, assurance, reliability, responsiveness empathy to test if the finding will be the same. 
Werth et al., (2002) in the study of customer satisfaction addressed an Organization that can understand the satisfaction of their customer through the number of problems calls; complaints and the number of returned product. The weakness of this measure is that it measures the dissatisfaction not satisfaction and offers a possibility for elimination of falls, not a possibility of product development and product innovation. Based on this, a similar study was conducted to measure satisfaction based on indicators such as loyalty, Positive word-of-mouth about the company and first choice transport company. Wen et al., (2005) in the study of customer satisfaction in online purchase in Iran. Listed the results of customer satisfaction as repeated purchase; loyalty; positive word-of-mouth and increased long term profitability. This study was conducted in online purchase in Iran. Based on these; a similar study was conducted on public transport in Tanzania using similar measurements to test if the finding will be the same. 
2.4.2  The Africa Context
Murabi (2014) investigated the relationship between service quality and customer satisfaction in Shuttle traveler in Kitale Termunaus Kenya. The study was used a descriptive survey and the key findings of this research study were travel time, punctuality, clear information, good staff behavior and assured board security are attributes that attract and satisfy customers to shuttle transport. The findings of regression analysis indicated that frequent departures and clear information were positively and significantly related to overall customer satisfaction of shuttle transport. It can therefore been concluded that customers are attracted to public shuttle transport because of frequency departures as most travelers are conscious of time.
The study conducted on city public transport in Kenya aimed to find the influence of travel time on customers’ satisfaction. The study was conducted on intercity public transport based on SERVQUAL instrument to evaluate service quality by comparing expectations with perceptions on five dimensions of tangibles, reliability, responsiveness, assurance and empathy. Aidoo et al., (2013) in a study on passengers’ satisfaction with public bus transport service in Ghana on Kumasi-Accra route used binary logic model to assess 492 randomly administered questionnaires. Results revealed that, passenger’s satisfaction with public transport service is highly influenced by bus traffic safety record, comfort as well as fare and control of crime rate at the bus station. These factors seem to affect the level of satisfaction of passengers on Accra-Kumasi route. This study was conducted in Ghana on city public transport using binary logic model and the questionnaire was designed based on attributes related to the service quality of public transport. These include  the fare structure; waiting time for bus before departure; announcement and information on services; schedule adherence; cleanliness of the bus station; cleanliness of bus interior/exterior; and availability of shelters; Additional factors include comfortability of bus seats; convenience; bus driver’s/conductor’s behavior; crime rate at the bus station; frequency of bus breakdown and bus traffic safety record. Based on these, the researcher conducted a similar study in Tanzania on intercity public transport based on SERVQUAL instrument to evaluate service quality by comparing expectations with perceptions on five dimensions to test if the finding will be the same.
2.4.3 The Tanzania Context

Mushi (2013) assessed the influence of service quality on customer satisfaction in passenger transport industry in Dar Express Bus Company. Under qualitative analysis approach the findings reveled three dimensions (Responsiveness, Assurance and Tangibles) that influence customer satisfaction while no relationship was found with Empathy and Tangible. The questionnaire for this study was not designed to ascertain any actual or perceived gap between passenger expectations and perceptions of the service offered as is the case with the current study.
Table2.1: A summary of Empirical Literature Review
	Author
	Title
	Method-ology
	Finding

	Fonseca, et al (2010)
	Determinants of service quality and their impact on satisfaction of public transport
	Qualitat-ive
analysis
	Reliability, security, speed, comfort and punctuality are Five quality dimensions.

	Woldea-manuel, (2008)


	Factors affecting travelers’ satisfaction with accessibility to public transportation attitude.
	Panel Binomial probity Mode
	Positive relationship between quality and customer satisfaction

	Hussein and Hapsari, (2014)
	Investigated the dimensions of service quality especially in the area of public transport
	Partial Least Squares (PLS)
	Outcome quality, physical quality and interaction quality are the primary dimensions 

	Noor,  et al(2014)
	Determinants of Customer Satisfaction of Service Quality on City bus service. 
	Factor analysis
	Comfort, accessibility and safety are attributes of customer satisfaction.

	Mushi (2013)
	Assess the influence of service quality on customer satisfaction in passenger transport industry
	Qualitati-ve 

analysis
	Responsiveness, Assurance and Tangibles are the good predictors of customer satisfaction

	Murabi

(2014),
	Investigate the relationship between service quality and customer satisfaction
	Descriptive

 Survey
	Positive relationship between quality and customer satisfaction


Source: Compiled from empirical literature review of this study
2.5 Research Gap 

From the analysis of theoretical and empirical literature review, the researcher identified the gap that there are limited studies conducted on the effect of service quality on customer satisfaction in the public transport sector in Tanzania using SERVQUAL model. 
SERVQUAL has been applied in various countries including China (Chung-Wei et al., 2012), Ghana (Aidoo et al., 2013), India (Randheer et al., 2001), Nigeria (Ali, 2012) and the United States (Kilbourne et al., 2004) to measure service quality. Furthermore, several researchers have used SERVQUAL to measure service quality in various sectors such as public transport (Aidoo et al., 2013), airline (Sultan & Simpson, 2000), retail banking (Ravichandran et al., 2010) and internet (Eriksson & Friman, 2007). No studies have been found addressing the DSM-Moro route.
SERVQUAL is based on the “GAP model” of service quality which facilitates quantification of the gap between customers’ expectations of a service and their perceptions of the actual service delivered. The items on the modified SERVQUAL scale are used to measure each dimensions based on expectations and perceptions of services rendered.
2.6  Conceptual Framework

According to Miles and Huberman (1994) a conceptual framework is the one that provides more details graphically, the main thing to be studied, comprising the key factors that are constraints or variables and the presumed relationship among them. This study investigates the factors that promote customer satisfaction in public transport. The conceptual framework developed illustrates the relationship existing between service quality and custom satisfaction.
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Figure 2.2: Conceptual Framework

Source: Researcher’s developed from various literatures (Fonseca   al., 2010;      Woldeamanuel (2008), ---)
2.6.1 Independent Variables

Independent variable in this study is quality service and its dimensions that influence customer satisfaction in public transport include; Tangible, Reliability, Responsiveness, Assurance and Empathy.
2.6.2  Dependent Variables 

In this study dependent variables is customer satisfaction. It is researcher’s assumption that if quality service is good the traveler will be loyal to the company. So bad quality service the passenger will shift to another public transport company. Therefore customer satisfaction can be measured by positive word-of-mouth, loyalty, repeated use and increase long term profitability.
2.7 Chapter Summary 

The above chapter presents theoretical issues concerning service quality and customer satisfaction. It discusses different definition of service, service quality and its measurements, characteristics and dimensions of service quality and the experience from different service industries. Also literature concludes that services may differ but there are some common aspects that remain the same.
CHAPTER THREE

3.0 RESEARCH METHODOLOGY

3.1 Overview

This chapter explains the methodology applied in carrying out the research. It starts by highlighting the research philosophy guiding the study followed by a description of the research design and study area. Subsequent to this is a description of sample size and its selection techniques followed by questionnaire design and operationalization of the research variables. The validity and reliability of the research instrument is then tested. The chapter ends with data presentation and analysis.
3.2 Research Philosophy

The research philosophy adopted for this study was mixed research comprising of both positivism and interpretive but the dominant philosophy is interpretive philosophy.  Research philosophy relates to the developments of knowledge and nature of that knowledge (Saunders et al., 2009). Most contemporary social scientists explain the nature of the world around us by considering two major philosophical assumptions being positivism and subjectivism. Lwiza (2002) associated positivism with quantitative, objective, experimental, the traditional or the empiricist; whereas subjectivistism was related to the qualitative, interpretive, constructionist phenomenological, naturalistic or humanistic paradigm. Both quantitative (positivism) and qualitative (subjectivism) philosophy were used in this study.

3.3 Research Design
A cross sectional research design using descriptive statistics was adopted in the study. A cross sectional research is a study of a particular phenomenon at a particular time as opposed to a longitudinal research which examines study variables over a long time horizon (Saunders et al., 2009). The current study was cross sectional because it was undertaken as a pre requisite for accomplishing the MBA degree programme and the submission of the final dissertation marked the end of the research. A descriptive research design was used for portraying an accurate profile of a situation, events or persons in form of determining frequencies with which events occurred. The design also involved determinations of gap between expectations and perceptions of passengers.
3.4 Area of the Study
The study was conducted at Ubungo and Msamvu bus terminal in Dar es salaam and Morogoro respectively. The rationale for the choice of the locations was that both are the bus terminals for Alsaedy High Class Bus Services.
3.5 Population and Sample of the Study

The population for the study comprises of all passengers that use AlSaedy High Class Bus Service in the DSM-Moro route. The population size from which the sample was drawn (sampling frame) could not be determined due to the fluctuation of number of passengers. Hence a non probabilistic sampling technique was used. The study sample was from the passengers of the public transport using Alsaedy High Class Bus services in the route of Dar-Moro. The users were represented by passengers of intercity public transport in Dar-Moro route; Public transport provider was represented by Transport managers, drivers, conductors and tickets seller. Such a big population would involve much of resources in terms of labor finances and time, to search for the raw data. In view of this, a sampling procedure was employed in order to reconcile the size of the population required for reliable results against the size of resources   available. The entire set of objects and measurements or group of people which is the object of research and about which the researcher need to discover some characteristics is called the population (Bless and Smith, 1995). For the purpose of this study, a sample was used. Cohen et al., (2008) explain a sample as a smaller or subset of an entire population in such a way that the skill acquired is representative of the entire population under study. For studying a social problem, it is difficult to study the whole universe under investigation. It is both expensive, more time needed and difficult as well as financially not viable (Kothari, 2004). It was therefore convenient to pick up a sample out of the universe to be covered by the study.
Table 3.1: Population and Sample Size
	RESPONDENTS
	POPULATION
	SAMPLE SIZE

	Transportation Managers
	2
	2

	Ubungo Booking Officers 
	2
	2

	Drivers  and  Conductors
	18
	4>30%

	Passengers (Buses leaving Ubungo Terminal per day)
	400
	196

	Total
	422
	204


Source: Field data, (2016)
For the purpose of this study, the sample size for population of 400 passengers was determined in accordance of sample size table for different size of population at a 95 per cent confidence level (Appendix IV).
3.6 Sampling Technique

Purposive technique was used in this study. Only passengers who use Alsaedy high class bus service in the route of Dar-Moro were selected to fill the questionnaire. According to Saunder (2009), sampling technique refers to an act of drawing a sample from a population. Patton (2002) claimed that purposive sampling is a technique that helps the researcher to choose the case to be contained in the sample with the possession of certain characteristics. 
3.7 Variables and their Measurements
3.7.1 Variables

The researcher intended to determine the influence of service quality on customer satisfaction in public transport service. The table below describes the independent and dependent variables with their measurements.
Table 3.3: Measurement of Independent and Dependent Variables
	Variables

	Dimensions
	Indicators 

	 Service quality. 
	Reliability 
	1. Providing transportation services exactly as

    Promised. 

2. Dependability in handling passengers’

    Problems. 

3. Meeting the trip schedule. 

	
	Responsive-
eness
	1. Keeping passenger informed departure time. 

2. Prompt transport service to passenger.
3. Willingness to help passenger. 

	
	Assurance
	1. Employees who instill confidence in passengers. 

2. Making passengers feel safe in their journey. 

4.Staffs who have the knowledge to answer passengers’ questions 

	
	Empathy
	1. Giving passengers individual attention. 

2. Crew who understand the needs of their customers. 

3. Convenient journey hours

	
	Tangibles
	1. Modern vehicles 

2. Visually appealing booking office. 

3. Crew who have a neat, professional appearance.

	Customer 

Satisfaction 
	Customer satisfaction
	1. Reluctant to switch to another transport provider. 

2. Positive word-of-mouth about the company.

3. First choice transport company.


Source: Adopted from Krishna et al, (2010)
3.7.2 Measurement Procedure

Participants were asked to rate their agreement or disagreement with statements identified from the literature review of similar studies as potentially influencing service quality in intercity public transport. A five-point likert scale ranging from Strongly disagree (1) to Strongly agree (5) was used in the study. The 18 statements developed after reviewing the prior studies on customer satisfaction as perceived by passengers.
3.8 Data Collection Technique and Instrumentation

Interviews, documentary review, and questionnaire were used in this study as instruments in data collection. Patton (2002) maintains that the use of a single technique may be biased to the reality.
3.8.1 Questionnaire
Structured questionnaires were used to collect primary data from passengers using Alsaedy High Class Bus Service public transport in Dar-Moro Route. With 18 close ended questions. Languages used were English and Kiswahili. This tool was preferred in data collection due to the nature of the study. The questionnaire was divided into three parts being basic profile of respondent, service expectation and service perception. The attributes of the five SERVQUAL dimensions were rated on a five point Likert scale ranging from 1 strongly disagree to 5 strongly agree.
3.8.2 Interview

Interview was used to collect data from those small groups of respondents such as managers, drivers/conductors, booking officers/bus ticket seller of the Alsaedy high class company. The main reason for using interview to the above mentioned groups was because of their importance in the company, that they have unique experience to provide for the study. In addition to that the interview allows for exploration of more information through probing questions that would be asked depending on the response of the participants. According to (Kothari, 2004), an interview is a set of questions administered through oral or verbal communication or is a face-to-face discussion between the researcher and the interviewee respondent. The instrument involved listening, watching and recording the activities, behavior, expression and interaction between service providers and passengers and also among themselves. Observations included the level of comfort within buses, travel time, time spent, bus stoppage, punctuality, Safety and security of the trip. Additional factors include bus conductors and drivers, the speed at which buses were driven and the level of satisfaction of commuters with the services offered. The areas mainly observed, were within the buses, booking offices, at restaurant and at the company main yard/workshop. This was done to allow the researcher to obtain information to supplement those collected through questionnaire and interview.
3.8.3 Documentary Review

In this study, in order to collect relevant information on the problem studied, the researcher was conducted documentary review on passenger time table, passenger statistics report and tickets books generated by the company. According to Kothari (2004), documents are official records which can be used as source of providing research data.

3.9 Validity and Reliability of the Research Instrument
3.9.1 Validity Test
The research instrument was discussed with experts in the subject matter including bus owners, SUMATRA, Faculty of Business Management, and Vehicle inspectors. All participants confirmed that there were no ambiguous questions. According to Garson (2006), Validity refers to the degree to which an instrument measures what is supposed to measure. In other worlds, a valid instrument actually measures the concept it is supposed to measure.
3.9.2  Reliability

The study was used Cronbach’s alpha as a method of measuring internal consistency, to evaluate whether the scale was reliable. Nunnally (1978) recommends a minimum level of 0.7. Cronbach alpha value. According to polit & Beck (2004), Reliability is the consistency with which the instrument measures the target attribute. 
3.10 Data analysis and Presentation
Descriptive statistical analysis used as the tool for initial data analysis .Content analysis was applied in analyzing issues based on the statement of the problem, research objectives and research questions. In order to measure the service quality gap, a SERVQUAL questionnaire was designed (Appendix i). It includes 15 questions in two forms named perceptions and expectations. An addition three open ended questions were added to measure the overall satisfaction.196 regular passengers of the company were asked to fill the questionnaire. After getting back questionnaire from respondents, they were coded ready for entry into SPSS. 
This is a summary of the instructions that used to convert the information obtained from each subject or case into a format that can be processed. The codebook for this questionnaire was developed. According to Julie (2013), Preparing the codebook involves deciding (and documenting) how the researcher go about, first defining and labeling each of the variables second assigning numbers to each of the possible responses. The reliability analysis (Cronbach’s alpha) used to assess the correlation between variables of each identified factor. All factors with reliability above 0.70 for both expectations and perceptions accepted for the purpose of this study. Data was analyzed in three steps. First, Determination of the Service quality gap was calculated using SERVQUAL approach by subtracting customers’ perceptions from customers’ expectation G=E-P where as G=service quality gap, E=expectations and P=perceptions. Second, Pearson correlation was performed to test the relationship between service quality and customer satisfaction.  Third, regression analysis was done to identify the most important factors influencing the passengers’ satisfaction with public transport in Dar-Moro route.
3.11 Ethical Consideration

The primary ethical requirements in conducting the reseach were strictly upheld without any infringements as the research was carried out only after the expressed permission of passengers. Passengers were appropriately informed of the truth about the study that was basically for academic matter and that they were under no compulsion to respond to the questionnaire. Also, the passengers participated voluntarily whilst assuring them of anonymity and confidentiality on the information provided. In order to prevent from plagiarism, all sources of information were appropriately acknowledged. Lastly, research clearance was acquired from the Directorate of Research and Post Graduate Studies of the Open University of Tanzania before the process of data collection started.
3.12 Chapter Summary
The chapter reviewed the research methodology adopted for this study. The chapter identified methods/sources of data collection, study design, study population, sampling design and sample size and types of research. Data analysis and interpretation was addressed after testing the validity and reliability of the research instrument. 
CHAPTER FOUR

4.0 FINDINGS AND DISCUSSION ON FINDINGS
4.1 Chapter Overview
 This chapter presents findings and discussions on findings and is organized into seven parts. These include results for basic profile of respondents, validity and reliability tests and findings related to the study objectives.
4.2 Basic Profile of Respondents
The survey sample comprised of 204 respondents, of whom the Majority were males while females were slightly half of the males. With regard to their age the majority of the respondents were between the age of 18-25 years, followed by the age between 26-35 and 36-45. The minority group comprised of respondents with the age between 46 -55 and above 55 years. With regard to their occupation, Most of the respondents were employed in various sectors followed by Students and private business (self employed); the rest were farmers. 
With regard to their education, it was found that the majority were form IV followed by form VI, Diploma and first degree levels. The rest were holders’ masters and PhD respondents while very few had educational level that did not feature in any category. The researcher used interview technique to obtain the required information from the company’s staff and was able to interview two Company managers, two drivers, two conductors/hostesses, and two booking officers. The demographic profile of the respondents is described in table 4.1.
        Table 4.1: Gender, Age, Education and Occupation of the Passengers

	
	
	Frequency
	Percent

	Gender
	Male
	123
	62.8

	
	Female
	73
	37.2

	Age
	18-25
	69
	32.5

	
	26-35
	51
	26.0

	
	36-45
	43
	21.9

	
	46-55
	15
	7.7

	
	>55
	18
	9.2

	Education
	Form iv
	109
	55.6

	
	Form vi/Diploma
	45
	23.0

	
	Degree
	36
	18.4

	
	Masters/PhD
	3
	1.5

	Occupation
	Farmers
	30
	15.3

	
	Business
	48
	24.5

	
	Employed
	64
	32.7

	
	Academician
	48
	24.5


         Source: Field data, 2016

4.3 Testing Validity and Reliability of the Research Instrument
4.3.1 Testing Validity and Reliability
The validity test was done by conducting a pilot study which gave positive results as there was no query on the clarity of the questions raised.  A discussion of the research instrument with experts in the subject matter including bus owners, SUMATRA, NIT Staffs and vehicle inspectors also confirmed that there were no ambiguous questions. The study used Cronbach’s alpha, a method of measuring internal consistency, to evaluate whether the scale was reliable. The Crombach’s alpha scale reliability test for this study revealed a value of 0.910 (Table 4.2. This is an excellent reliability with reference to Cronbach’s alpha description. Nunnally (1978) recommends a minimum level of 0.7 for Cronbach alpha. The result is slightly the same to that of Parasuraman et al., (1988) which had a chrombach’s alpha of 0.92. This reliability value for our study is substantial considering the fact that the highest reliability that can be obtained is 1.0 and this is an indication that the items of the five dimensions of SERVQUAL model are accepted for analysis. 
	Table 4.2: Reliability Statistics

	Cronbach's Alpha
	Cronbach's Alpha Based on Standardized Items
	N of Items

	.910
	.910
	15


Source: Field data, (2016)
Table 4.3 shows the reliability scale for all 15 items and also the reliability scale when each item is deleted from the list. In case cronbach’s alpha increases when an item is deleted showing that item is not important in that list. From table 4.3, it can be realized that almost all the items showed a lower value of reliability when item deleted except P-MODERN VEHICLE had the same value showing it is not genuine in the list.

	Table 4.3: Cronbach's Alpha if Item Deleted

	
	Scale
 Mean if Item
Deleted
	Scale
Variance      if Item
Deleted
	Corrected
 Item-Total Correlation
	Squared
Multiple Correlation
	Cronbach'sAlpha if Item Deleted

	P-MODERN VEHICLE
	39.44
	115.304
	.410
	.544
	.910

	P-OFFICE APPEARENCE
	40.63
	109.803
	.512
	.658
	.907

	P-APPEARENCE OF EMPLOYEES
	40.23
	108.857
	.604
	.650
	.904

	P-SERVICES AS PROMISED
	40.31
	105.752
	.699
	.693
	.900

	P-TOUR SCHEDULE
	40.69
	106.123
	.620
	.681
	.903

	P-SOLVING PASSENGERS' PROBLEMS
	40.10
	109.626
	.616
	.663
	.903

	P-INFORMATION TO PASSENGERS
	40.31
	105.877
	.634
	.674
	.903

	P-PROMPT SERVICES TO CUSTOMERS
	40.54
	107.757
	.753
	.771
	.899

	P-HELPING THE PASSENGERS
	40.21
	110.138
	.592
	.740
	.904

	P-UNDERSTANDING CUSTOMERS' NEEDS
	40.58
	107.086
	.748
	.765
	.899

	P-CONVINIENCE OF OPERATING HOURS
	40.36
	106.673
	.615
	.592
	.904

	P-CUSTOMERS INDIVIDUAL ATTENTION
	40.50
	111.800
	.525
	.498
	.906

	P-PASSENGERS' SAFETY
	39.49
	113.882
	.494
	.567
	.907

	P-EMPLOYEES' KNOWLEDGE
	40.10
	110.041
	.594
	.714
	.904

	P-BEHAVIORS OF EMPLOYEES
	40.29
	108.730
	.660
	.765
	.902


Source: Field data, (2016)
Table 4.4 shows the reliability scale for each dimensions and when each item is deleted from that dimension in order to see if the deleted item is important. Looking at the reliability coefficients of all five dimensions on table 4.4, some dimensions have coefficients slightly below 0.7, for instance tangibles (0.638). This is due to the fact that there were only three items in the dimension. According to Nunnally (1978), when there are a small number of items in the scale (fewer than 10) Cronbach alpha values can be quite small. Other dimensions, reliability, assurance, responsiveness and empathy showed coefficients higher than 0.7, meaning these dimensions comprising of various items show a true measure of service quality.
Table 4.4: Cronbach's Alpha for Dimensions
	Dimension
	Items
	Number of items
	Cronbach alpha
for dimensions
	Cronbach alpha if 
item deleted

	Tangibles
	PERC1
	3
	0.638
	0.703


	
	PERC2
	
	
	0.436


	
	PERC3

	
	
	0.403

	Reliability
	PERC4
	3
	0.802
	0.656

	
	PERC5
	
	
	0.680

	
	PERC6
	
	
	0.824

	Responsiveness
	PERC7
	3
	0.784
	0.821

	
	PERC8
	
	
	0.627

	
	PERC9
	
	
	0.688

	Empathy
	PERC10
	3
	0.722
	0.608

	
	PERC11
	
	
	0.96

	
	PERC12
	
	
	0.686

	Assurance
	PERC13
	3
	0.746
	0.66

	
	PERC14
	
	
	0.640

	
	PERC15
	
	
	0.677


Source: Field data, (2016)
4.4 Findings and Analysis for Research Specific Objectives  
4.4.1 Objective One

The comparison of passengers’ expectation with actual services delivered in the public transport was the first objective in this study. The results in Table 4.5 show the customers' expectations regarding the statements relating to all service quality dimensions. The mean score for all items range from3.88 to 4.80.
 Note: The mean is derived from the scale of 1=strongly disagree to 5=strongly agree.

Table 4.5: Passengers expectation
	
	N
	Minimum
	Maximum
	Mean
	Std. Deviation

	
	Statistic
	Statistic
	Statistic
	Statistic
	Std. Error
	Statistic

	E-MODERN VEHICLE
	196
	4
	5
	4.65
	.034
	.479

	E-OFFICE APPEARENCE
	196
	3
	5
	4.45
	.045
	.634

	E-APPEARENCE OF EMPLOYEES
	196
	3
	5
	4.59
	.041
	.580

	E-SERVICES AS PROMISED
	196
	3
	5
	4.72
	.037
	.512

	E-TOUR SCHEDULE
	196
	1
	5
	4.80
	.042
	.587

	E-SOLVING PASSENGERS' PROBLEMS
	196
	3
	5
	4.71
	.035
	.488

	E-INFORMATION TO PASSENGERS
	196
	1
	5
	4.55
	.060
	.843

	E-PROMPT SERVICES TO CUSTOMERS
	196
	1
	5
	4.08
	.077
	1.071

	E-HELPING THE PASSENGERS
	196
	3
	5
	4.35
	.049
	.690

	E-UNDERSTANDING CUSTOMERS' NEEDS
	196
	1
	5
	3.88
	.081
	1.133

	E-CONVINIENCE OF OPERATING HOURS
	196
	1
	5
	4.19
	.068
	.952

	E-CUSTOMERS INDIVIDUAL ATTENTION
	196
	1
	5
	4.64
	.050
	.699

	E-PASSENGERS' SAFETY
	196
	4
	5
	4.78
	.030
	.415

	E-EMPLOYEES' KNOWLEDGE
	193
	1
	5
	4.60
	.050
	.701

	E-BEHAVIORS OF EMPLOYEES
	196
	3
	5
	4.52
	.047
	.660

	Valid N (listwise)
	193
	
	
	
	
	


  Source: Field data, (2016)
The results in Table 4.6 show the customers' perceptions regarding the statements relating to all service quality dimensions. The mean score for all items range from 2.44 to 3.69 
	Table 4.6: Passengers Perception

	
	N
	Minimum
	Maximum
	Mean
	Std. Deviation

	
	Statistic
	Statistic
	Statistic
	Statistic
	Std. Error
	Statistic

	P-MODERN VEHICLE
	196
	1
	5
	3.69
	.067
	.945

	P-OFFICE APPEARENCE
	196
	1
	5
	2.49
	.088
	1.230

	P-APPEARENCE OF EMPLOYEES
	196
	1
	5
	2.89
	.081
	1.138

	P-SERVICES AS PROMISED
	196
	1
	5
	2.82
	.086
	1.204

	P-TOUR SCHEDULE
	196
	1
	5
	2.44
	.093
	1.305

	P-SOLVING PASSENGERS' PROBLEMS
	196
	1
	5
	3.03
	.076
	1.067

	P-INFORMATION TO PASSENGERS
	196
	1
	5
	2.82
	.093
	1.300

	P-PROMPT SERVICES TO CUSTOMERS
	196
	1
	5
	2.59
	.072
	1.006

	P-PROMPT SERVICES TO CUSTOMERS
	196
	1
	5
	2.91
	.076
	1.066

	P-UNDERSTANDING CUSTOMERS' NEEDS
	196
	1
	5
	2.55
	.075
	1.054

	P-CONVINIENCE OF OPERATING HOURS
	196
	1
	5
	2.77
	.091
	1.275

	P-CUSTOMERS INDIVIDUAL ATTENTION
	196
	1
	5
	2.63
	.075
	1.047

	P-PASSENGERS' SAFETY
	196
	1
	5
	3.64
	.066
	.926

	P-EMPLOYEES' KNOWLEDGE
	196
	1
	5
	3.03
	.076
	1.069

	P-BEHAVIORS OF EMPLOYEES
	196
	1
	5
	2.84
	.076
	1.064

	Valid N (listwise)
	196
	
	
	
	
	


 Source: Field data, (2016)
The results in Table 4.7 show gap between Perception and Expectations that were both measured using 5-point likert scale, whereby the larger gap scored  indicate low level of satisfaction and vice versa. The items with the highest expectation mean scores were Meeting tour schedule (4.80), passenger feeling safe in their transaction in the trip (4.78), Delivering service as promised (4.72 and company showing sincere interest in solving passengers problems (4.71).However, these scores were not very different from scores of other items and this implies generally, consumers expect very high from public transport. The items with the lowest expectation mean scores were understanding the specific needs of passengers (3.88), giving prompt service to customer (4.08) and operation hours to be convenient to passengers (4.19). The items rated highest for actual service perceived Service were, Modern Vehicle (3.6) and customer feels safe in transactions with employees (3.64). There was no so much difference between the mean scores of perceptions but are generally lower than expectations. The items rated lowest for actual service perceived by Alsaedy High class Bus Service were, Meeting tour Schedule (2.44) and visually appealing of booking office (2.49).
The gap mean scores was the difference between the perception and expectation scores with a range of values from -5 to +5 and these gap scores measure service quality and hence customer satisfaction. The more perceptions were close to expectations, the better service quality. The largest gaps mean scores were, Meeting tours schedule (-2.36), giving passengers individual attention (-2.01) and appearance of booking office (-1.96).And the lowest gap mean Scores were Modern vehicle/buses (-0.96), employees understanding specific needs of passengers (-1.33), giving prompt service to customers (-1.26) and Convenience to passengers of operating hours (-1.42).The table 4.7 shows how passengers rate items regarding to service quality.
Table 4.7:  Perception-Expectation Gap
	DIMEN-

IONS
	STATEMENTS
	EXPECTATION
	PERCE
PTION
	GAP SCOE

	Tangible
	The company should have modern vehicle/buses.
	4.65
	3.69
	-0.96

	
	Booking office and store should be visually appealing.
	4.45
	2.49
	-1.96

	
	Employees should be well dressed and neat.
	4.59
	2.89
	-1.7

	Reliability
	The company should deliver services as promised.
	4.72
	2.82
	-1.9

	
	The company should meet tour schedule
	4.80
	2.44
	-2.36

	
	In case passenger problems, the company should show sincere interest in solving it.
	4.71
	3.03
	-1.68

	Responsiveness
	Employees should keep passenger informed about when service will be performed.
	4.55
	3.03
	-1.52

	
	Employees should give prompt service to customers
	4.08
	2.82
	-1.26

	
	Employees should always willing to help the passengers
	4.35
	2.59
	-1.76

	Empathy
	Employee should understand the specific need of their customer
	3.88
	2.55
	-1.33

	
	Their operating hours should be convenient to the customers
	4.19
	2.77
	-1.42

	
	The company should give customers individual attention
	4.64
	2.63
	-2.01

	Assurance
	Customer should be able to feel safe in their transaction 
	4.78
	3.64
	-1.14

	
	Employee should have the knowledge to answer customers’ question
	4.60
	3.04
	-1.56

	
	The behavior of employee should instill confidence in customer.
	4.52
	2.84
	-1.68


 Source: Field data, (2016)
The result in table 4.8 shows the gap score between Perception and Expectation on each dimension. Three items were used to measure Tangibility and the gaps mean scores on this dimension was -1.54 also Three items were used to measure Reliability and the gaps mean scores on this dimension was -1.98 again three items was used to measure Responsiveness and the  gaps mean scores on this dimension was -1.52, furthermore Empathy was measured by three items and the  gaps mean scores on this dimension was -1.59  lastly Assurance was measured by three items and the  gaps mean scores on this dimension was -0.4. The largest gaps mean scores were, reliability (-1.98), followed by empathy (-1.59), tangible (-1.54), responsiveness (-1.52) and lastly Assurance (-0.4). This result confirmed that there still a gap between passengers’ expectation with actual services delivered in the public transport. In general, consumer expectation exceeded the perceived level of service shown by the perception scores. This resulted in a negative gap score (Perception – Expectation). According to Parasuraman et al., (1988) it is however common for consumer’s expectation to exceed the actual service perceived and this signifies that there is always a need for improvement. The table 4.8 shows how passengers rate statements/items regarding dimensions of customer satisfaction.
Table 4.8:  The Summary of Perception – Expectation Gap

	S/NO
	DIMENSION
	EXPECTATION
	PERCEPTION
	GAP SCORE

	1
	Tangible
	4.56
	3.02
	-1.54

	2
	Reliability
	4.74
	2.76
	-1.98

	3
	Responsiveness
	4.33
	2.81
	-1.52

	4
	Empathy
	4.24
	2.65
	-1.59

	5
	Assurance
	3.63
	3.17
	-0.4

	6
	AVERALL AVERAGE SERVQUAL score
	4.3
	2.88
	-1.41


Source: Field data, ( 2016)
4.4.2 Objective two
Assessing the relationship between service quality and customer satisfaction was another objective of this study. Table 4.9 presents a correlation matrix for all variables. The findings revealed that Customer satisfaction was significantly related to all service quality dimensions. Regarding the relationship between customer satisfaction and tangibility, the results indicated that there was a medium positive significant relationship between the two variables (r=0.378, p<0.01). This means that as one provides modern vehicle, good booking office and good appearance of personnel, the more satisfied customers will be with services. Regarding the relationship between customer satisfaction and reliability results indicated that there was a medium positive significant relationship between them (r=0.458, p<0.01). This means that if the company is willing to solve passengers’ problems, meet tours schedule and deliver services as promised, more passengers will be satisfied with services. There was a large positive significant relationship between customer satisfaction and Responsiveness (r=0.630, p<0.01) which implied that keeping passengers informed about when service will be performed, giving prompt service to customer and willingness to help passengers has a great effect (positively) on customer satisfaction. 
Regarding the relationship between empathy and customer satisfaction results indicated that there was a positive significant relationship between the two variables (0.534, p<0.01). This means that the more specific needs of passengers are met, convenient operating hours and individual attention, the more satisfied the customers will be with the service. Regarding the relationship between assurance and customer satisfaction, results indicates a significant positive relationship between them (r=0.558, p<0.01). This means that the more the transport provider increase safety, knowledge to answer customer questions and employee instilling confidence to passengers, the more satisfied customers will be with service. These results confirmed that there exist relationship between service quality dimensions and customer satisfaction in public transport. For that reasons these findings supported the suggestions that service quality dimensions changes depending on the certain service being delivered, and different measures should be considered for various service contexts (Gronroos, 2000). Correlation coefficient normally ranges from -1 to 1 and it indicates the strength of the relationship between two variable (Cohen, 2008).The literature further explained that a correlation of 0 indicates no relationship at all, a correlation of 1 indicates a perfect positive correlation, and a value of –1 indicates a perfect negative correlation. In addition, the literature suggest that a correlation ranging between 0.1 and 0.2 is categorized as small relationship where as medium and larger relationships have correlation ranging from 0.3 to 0.4 and 0.5 to 1 respectively.
	Table 4.9: Pearson Correlation

	DIMENSION
	TANG
	REL.
	RESP.
	EMP.
	ASS.
	SATIS

	TANGIBILITY
	Pearson Correlation
	1
	
	
	
	
	

	
	Sig. (2-tailed)
	
	
	
	
	
	

	
	N
	196
	
	
	
	
	

	RELIABILITY
	Pearson Correlation
	.772**
	1
	
	
	
	

	
	Sig. (2-tailed)
	.000
	
	
	
	
	

	
	N
	196
	196
	
	
	
	

	RESPONSIVENESS
	Pearson Correlation
	.437**
	.552**
	1
	
	
	

	
	Sig. (2-tailed)
	.000
	.000
	
	
	
	

	
	N
	196
	196
	196
	
	
	

	EMPATHY
	Pearson Correlation
	.496**
	.602**
	.724**
	1
	
	

	
	Sig. (2-tailed)
	.000
	.000
	.000
	
	
	

	
	N
	196
	196
	196
	196
	
	

	ASSURANCE
	Pearson Correlation
	.424**
	.431**
	.745**
	.670**
	1
	

	
	Sig. (2-tailed)
	.000
	.000
	.000
	.000
	
	

	
	N
	196
	196
	196
	196
	196
	

	SATISFACTION

	Pearson Correlation
	.378**
	.458**
	.630**
	.534**
	.558**
	1

	
	Sig. (2-tailed)
	.000
	.000
	.000
	.000
	.000
	

	
	N
	196
	196
	196
	196
	196
	196


**. Correlation is significant at the 0.01 level (2-tailed).
Source: Field data, (2016).
4.4.3 Objective Three
Identifying the most important service quality dimensions in public transport service was the third objective in this study. In this study, we have used regression analysis to test whether customer satisfaction was explained by five service quality dimensions (reliability, responsiveness, assurance, empathy and Tangibles). Table 4.10 presents the results of Regression analysis indicating the effects of independent variable on customer satisfaction. The results indicated that Reliability, Tangibility and Empathy had no significant effect on Customer Satisfaction. The remaining two dimensions (Responsiveness and Assurance) were found to have significant effect on Customer Satisfaction. According to Nunnaly (1978), the larger the ß it is, the higher the effect of the independent variable on customer satisfaction. By checking the standardized regression coefficient ß, it provides information of the size of the effect at the significance level p<0.05.Since the observed significance level is less than 0.05, it indicates that the mentioned service quality dimensions are good predictors of customer satisfaction of intercity bus transport service.
Table 4.10: The Effect of Service Quality Dimension on Customer  Satisfaction

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	1.147
	.216
	
	5.317
	.000

	
	TANGIBILITY
	.008
	.090
	.007
	.085
	.932

	
	RELIABILITY
	.113
	.083
	.131
	1.356
	.177

	
	RESPONSIVENESS
	.352
	.088
	.382
	4.026
	.000

	
	EMPATHY
	.055
	.085
	.057
	.641
	.523

	
	ASSURANCE
	.184
	.091
	.176
	2.015
	.045


    Source: Field data, (2016)
Regression analysis identified Responsiveness and Assurance as the most important service quality dimensions in public transport service. For that case if no initiatives are taken to improve the level of the identified dimensions, the level of customer satisfaction will decrease. In addition, Alsaedy High Class Bus Service must put more effort in improving the Responsiveness and Assurance dimensions since the two are the most significant factors. The results from this study were consistent with previous results. Mushi (2013) assessed the effect of service quality on customer satisfaction in passenger transport industry in Dar Express Bus Company. Under qualitative analysis approach the findings showed that, that three dimensions (Responsiveness, Assurance and Tangibles) were the good predictors of customer satisfaction while no relationship was found with empathy and tangible. 
McDougall and Levesque (2000) claimed that knowing the relative importance of each dimension of service quality can help service providers to priorities their efforts and resources and deploy them more effectively to improve each dimension of service quality. Furthermore, this knowledge will help company operators to pay attention on the factors in order to increase customer satisfaction and company loyalty.
4.5 Discussion of Findings
The findings from the data obtained from the questionnaires were supplemented by those obtained through interview and observation. Some of the results obtained through interview and observation confirmed exactly what was actually obtained from the questionnaires. The researcher tried to link the findings between the techniques used and found that, there is a relationship between provision of service quality and customer satisfaction.

4.5.1 Tangibles
This was a service quality dimension that proved to have the least significant effect on customer satisfaction comparing to other four which were reliability, responsiveness, empathy and assurance. Passengers came up with views on some few areas of interest under this dimension to work on as obtained through interview and observation. Modern vehicle was the area which boosted much the overall satisfaction of passengers. Modern vehicle statement in the questionnaire had a mean score of 3.69 which conclude that passengers agreed that buses of this company are modern. This was also confirmed through observation made by the researcher. It was observed that it was very normal to find passengers watching television inside the bus.
Moreover, the mean scores on statement concerning the booking office and store being visually appealing were 2.49. This implies that the majority of passengers didn’t agree with the fact that booking office and store were visually appealing. However, it was observed that there was a common practice for booking to be done in the bus instead of being done at the booking office. During the interview with bus conductors it was discovered that keeping waiting the passengers at the booking office may lead to loss of customers due to high competition. Some of the booking officers interviewed confirmed that without the effort of bus hostesses in bringing passengers to the bus, bus operators will lose customers to competitors. Again the passengers interviewed confirmed that they never saw the booking office of the company on their way because the bus hostesses took hold of them and sent them to the bus straight without passing to the booking office. 
4.5.2 Reliability
This was a service quality dimension proved to have the greater significant effect on customer satisfaction compared to tangibility and Empathy. This showed that a sincere interest in solving passengers’ problems could help to boost the overall satisfaction of passengers. In the questionnaire this statements had a mean score of 3.03 while giving prompt service to passengers and willing to help customers had the mean score of 2.82 and 2.59 respectively. This result indicated average satisfaction on solving passengers’ problems. The passengers did not agree with the statement of delivering services as promised and meeting tour schedule. This was also confirmed through observation made by the researcher. The passengers complained on lack of punctuality and prompt departure of buses as promised. A lot of time was wasted waiting for the seats to be occupied before the buses could leave the terminal. The interview with company manager reveled that buses could not leave the terminal without insuring that all the seats were occupied. A common practice is to start racing the vehicle signifying to potential customers that the bus was about to leave but this was not necessarily the case. Passengers interviewed declared that Alsaedy Bus High Class operators are poor in time management. Delay in departure time at Dare s salaam terminal cause a delay in arrive at Morogoro terminal which creates a lot of inconvenience to the passengers proceeding to upcountry stations.

4.5.3 Responsiveness
This dimension was found to have most significant effect on customer satisfaction at p<0.05, Showing that keeping passengers informed on what was happening boosted their overall satisfaction of passengers. In the questionnaire this statements had a mean score of 3.03 while giving prompt service to passengers and willingness to help customers had a mean score of 2.82 and 2.59 respectively which indicate that company staffs are not motivated enough. The bus Conductors interviewed declared that the company owners were business minded and paid very little attention to welfare of employees something which was very frustrating
4.5.4 Empathy

This was a service quality dimension proved to have the greater significant effect compared to tangibility. The area which boosted the overall satisfaction of passengers was sincere interest in solving passenger problems. In the questionnaire this statements had a mean score of 3.03 while giving prompt service to passengers and willing to help customers had a mean score of 2.82 and 2.59 respectively.
Willingness to help customers was one of the statements regarding Empathy dimension which happened to be among the most significant factors influencing customer satisfaction. This statement was rated very low in the questionnaire results. The interviewed passengers who had already paid fare revealed that the employees were not willing to help them instead attention was paid to potential customers.

4.5.5 Assurance
The results showed that assurance was another dimension having greater significant effect on customer satisfaction at p<0.05.Showing that keeping passengers safe in their journey was the area which boosted much the overall satisfaction of passengers. In the questionnaire this statements had a mean score of 3.03 while staffs having sufficient knowledge to answer passengers questions had a mean score of 3.04 and behavior of employee instill confidence to customers had a mean score of 2.84. The interview with the bus conductor revealed that, the company employed honest and knowledgeable staff in order to avoid the problem of theft. Safety is an area under this dimension that passengers gave credit to this company. The passengers declared that the company tried to maintain its good record of having less accident. Interview with police vehicle inspector revealed that all buses were inspected before departure in order to ensure safety of passengers.
CHAPTER FIVE
5.0 CONCLUSION AND RECOMMENDATION
5.1 Chapter Overview
This chapter provides the conclusion and recommendations with respect to the findings, limitations of the study and suggestion for future studies.
5.2 Conclusion
The objective one of this study was to compare passengers’ expectation with the actual level of services delivered in the public transportation service. The conclusion drawn from the study was that there still a gap between passengers’ expectation with actual services delivered in the public transport. The objective two of this study was to determine the relationship between service quality and passenger satisfaction in public transport service. These results confirmed that there existing relationship between service quality dimensions and customer satisfaction in public transport. The objective three of this study was to identify the most important service quality dimensions in public transport service. The conclusion drawn from the study was that, Responsiveness and Assurance dimensions are the main influencing indicators of customer satisfaction while no relationship was found with tangibility, assurance and empathy. 
5.3 Recommendation

The study identified various issues, which affect satisfaction on public transport in Tanzania, as explained by respondents in the questionnaire, interview and the observations made. The study therefore makes recommendations to address on various public transport issues leadings towards public transport as follows. The research findings on objective one entailed comparing passengers’ expectation with the actual level of services delivered in the public transportation service. Reliability, Empathy, Tangibility and Responsiveness were the dimensions that indicated larger gaps mean score in public transport industry. Based on this the study recommended the time chart and time load should correlate with the condition of road. This will address the gap observed on Reliability. Also the study recommended the intercity bus Transportation Company to use user-friendly printed material include Trip timetables, posters and brochures. Furthermore the study also recommended good communications between passengers and transport authorities by indicating their contact number on passengers’ ticket instead of just advertising on media. This will address the gap observed on Empathy and responsiveness
The research finding on objective number two entailed determining the relationship between service quality and passenger satisfaction in public transport service. Responsiveness Empathy and Assurance are the dimensions which had large positive correlations with customer satisfaction in public transport industry. Based on these the study recommended that any changes in time schedule and fare prices should be notified to passengers on time to avoid conflict with them. This will address issue on Responsiveness. The studies also recommend intercity public transport to be encouraged to provide toilet facilities in the bus to avoid frequent stoppage during the journey which increase travel time (Empathy and Assurance). Furthermore the study recommended more co-operations among the transportation companies so that they can share passengers in case of low-peak and high peak period (Assurance).
The finding on objective number three entailed identification of the most important service quality dimensions in public transport service. Responsiveness and Assurance are the dimensions observed to be the most important on passenger satisfaction. Based on this, the study recommended regular interaction between staff and customers (both actual and potential) in order to understand their needs, serve and hence retain them (Responsiveness). Again the study recommended the company staff to avoiding cheating the passengers on departure time and observe punctuality and prompt departure time (Assurance).
5.4 Limitations
Findings obtained from this study cannot be generalized to all transport companies serving different routes in the country. However, the issue of passengers’ perceptions could be questioned due to the fact that the sample size consisted of respondents who came from different status that may have different perception level from the same services provided. Again carrying out this study on public transport companies of different size of transportation companies could be drawbacks because passengers may expect more from larger transport company than minor ones. Although, the drawbacks mentioned are less significant compared to the necessity of conducting this kind of study. Such a study should be conducted more frequently in order to asses service quality and find out satisfaction levels of passengers in order for service provider to improve the quality of their services.
5.5   Areas of Further Study
There are several bus operators serving the route of Dar-Moro, The current study was limited to only one operator, Alsaedy High Class Bus Service. Future study can be conducted on other route or other operators like Abood Bus Service, Hood LTD, Islam to mention a few to see if the same findings will obtained. The same study can be conducted using a different methodology like factor analysis in identifying the dimensions of service quality. 
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APPENDICES

APPENDIX I: Research questionnaire in English
Dear Respondent 

The aim of this questionnaire is to seek views about the influence of service quality on customer satisfaction in intercity public transportation system. So kindly I do request you to spare your time to fill this questionnaire which is mainly intended for academic purpose and submit to me timely. The information collected will be treated confidentially. The questionnaire has A and B section.

A: Respondent particulars: Please put “√” in the given box to mark your choice.

	1.1 AGE

18to25
26to35

36to45
46to55

>55


	1.2.GENDER

Male

Female



	1.3.HIGHEST LEVEL OF EDUCATION

Form iv

Form v

diploma

degree

Masters/

phd


	1.4.OCCUPATION 
Farmer
Business

Employed

Accade-

mician




B: How would you rate your Agreement/Disagreement with the following statements which are addressing matters related to service quality that you expect to be provided by the public transport company (EXPECTATIONS) in relation to the actual service provided by Alsaedy High Class Bus Services (PERCEPTIONS)? On both column (expectation and perception), please round on a given number to mark your choice. 1= Strongly disagree, 2= Disagree, 3= Neutral, 4=Agree, 5=Strongly agree.
	NO
	SERVICE QUALITY DIMENSION
	EXPECTATION
	
	PERCEPTION

	1
	The company should have modern vehicle/buses.
	1
	2
	3
	4
	5
	
	1
	2
	3
	4
	5

	2
	Booking office and store should be visually appealing.
	1
	2
	3
	4
	5
	
	1
	2
	3
	4
	5

	3
	Their employees should be well dressed and appear neat.
	1
	2
	3
	4
	5
	
	1
	2
	3
	4
	5

	4
	The company should deliver services as promised.
	1
	2
	3
	4
	5
	
	1
	2
	3
	4
	5

	5
	The company should meet tour schedule
	1
	2
	3
	4
	5
	
	1
	2
	3
	4
	5

	6
	When the passenger has problems the company should show sincere interest in solving it.
	1
	
	3
	4
	5
	
	1
	
	3
	4
	5

	7
	Employees should keep passenger informed about when service will be performed.
	1
	2
	3
	4
	5
	
	1
	2
	3
	4
	5

	8
	Employees should give prompt service to customers
	1
	2
	3
	4
	5
	
	1
	2
	3
	4
	5

	9
	Employees should always willing to help the passengers
	1
	2
	3
	4
	5
	
	1
	2
	3
	4
	5

	10
	Employee should understand the specific need of their customer
	1
	2
	3
	4
	5
	
	1
	2
	3
	4
	5

	11
	Their operating hours should be convenient to  their customers
	1
	2
	3
	4
	5
	
	1
	2
	3
	4
	5

	12
	The company should give customers individual attention.
	1
	2
	3
	4
	5
	
	1
	2
	3
	4
	5

	13
	Customer should be able to feel safe in their transaction.
	1
	2
	3
	4
	5
	
	1
	2
	3
	4
	5

	14
	Employee should have the knowledge to answer customers’ question
	1
	2
	3
	4
	5
	
	1
	2
	3
	4
	5

	15
	The behavior of employee should instill confidence in customer.
	1
	2
	3
	4
	5
	
	1
	2
	3
	4
	5

	16
	The company should deriver satisfied  service                                                                                                                                                         
	1
	2
	3
	4
	5
	
	1
	2
	3
	4
	5

	17
	Would you consider travelling with this transport company in the future
	1
	2
	3
	4
	5
	
	1
	2
	3
	4
	5

	18
	Would you recommend this bus transport to other people
	1
	2
	3
	4
	5
	
	1
	2
	3
	4
	5


APPENDIX II: 
Research questionnaire in Swahili
Ndugu abiria,Lengo la dodoso hili ni kupata maoni yako ni jinsi gani huduma bora zinavyowezakumfanya abiria   aridhike na usafiri wa umma. Tafadhali naomba utumie muda wako kidogo kujibu maswali yafuatayo na unirudishie.Maswali haya ni kwa ajili ya kuendeleza taaluma. Taarifa utakazozitoa zitakuwa ni siri.Karatasi hii ina sehemu A, na B.
A: Taarifa binafsi za abiria
Tafadhali weka alama ya “√” kwenye kibox ili kukamilisha uchaguzi wako.

	1.2 Umri wako ni kati ya Miaka

18-25 

26-35

36-45

46-55

>56  


	1.2.Jinsi

Mwanaume

Mwanamke



	1.3.Elimu yako si zaid ya

Kidato iv

Form vi/ Diploma

Degree

Degree/

phd

	1.4.Kazi yako ni
Mkulima
Biashara

Mfanyakazi

Mwana-

chuo



B:Matarajio na uhalisia uliopo: Ndugu abiria, naomba utoe maoni yako ni kwakiasi gani unakubaliana/hukubaliani na ukweli wa kila sentence hapo chini kuhusiana na usafiri wa Umma. Matarajio yako ukiringanisha na uhalisia uliopo katika huduma zitolewazo na kampuni ya Alsaedy High Class Bus Service. Tafadhari zungushia  namba mojawapo mbele ya kila swali kwenye “Matarjio” na “Uhalisia” ili kufanya uchaguzi wako. Kila namba inawakilisha kiwango fulani cha kukubali: 1= Sikubali kabisa, 2= Sikubali,3= kawaida,4= Nakubali,5= Nakubali kabisa.
	
	SWALI
	MARAJIO
	
	UHALISIA

	1
	Kampuni inapaswa iwe na mabasi ya kisasa.
	1
	2
	3
	4
	5
	
	1
	2
	3
	4
	5

	2
	Ofisi za kukatia tiketi zinapaswa ziwe nzuri na zakuvutia.
	1
	2
	3
	4
	5
	
	1
	2
	3
	4
	5

	3
	Wahudumu wanapaswa wavae vizuri na wawe nadhifu.
	1
	2
	3
	4
	5
	
	1
	2
	3
	4
	5

	4
	Kampuni inapaswa itoe huduma za usafiri kama ilivyo ahidi.
	1
	2
	3
	4
	5
	
	1
	2
	3
	4
	5

	5
	Kampuni inapaswa izingatie muda wa ratiba za safari.
	1
	2
	3
	4
	5
	
	1
	2
	3
	4
	5

	6
	Abiria anapopatwa na tatizo Kampuni inapaswa ioneshe nia ya kulitatua.
	1
	
	3
	4
	5
	
	1
	
	3
	4
	5

	7
	Wahudumu wanapaswa wawajulishe abiria wakati gani safari itaanza.
	1
	2
	3
	4
	5
	
	1
	2
	3
	4
	5

	8
	Wahudumu wanapaswa wawape abiria huduma zote  wanazostahili
	1
	2
	3
	4
	5
	
	1
	2
	3
	4
	5

	9
	Wahudumu wanapaswa kila wakati wawe tayari kuwasaidia abiria
	1
	2
	3
	4
	5
	
	1
	2
	3
	4
	5

	10
	Wahudumu wanapaswa kuyafahamu mahitaji muhim ya abiria.
	1
	2
	3
	4
	5
	
	1
	2
	3
	4
	5

	11
	Masaa ya safari kuanza na kuhitimisha lazima yawe yanafaa kwa abiria.
	1
	2
	3
	4
	5
	
	1
	2
	3
	4
	5

	12
	Kampuni inapaswa imjali/imthamini  kila abiria.
	1
	2
	3
	4
	5
	
	1
	2
	3
	4
	5

	13
	Abiria anapaswa ajione yuko salama yeye na mali zake akiwa safarini.
	1
	2
	3
	4
	5
	
	1
	2
	3
	4
	5

	14
	Wahudumu wanapaswa wawe na uelewa wa kujibu maswali ya abiria
	1
	2
	3
	4
	5
	
	1
	2
	3
	4
	5

	15
	Tabia ya wahudumu inapaswa imfanye abiria ajiamini/awe huru.
	1
	2
	3
	4
	5
	
	1
	2
	3
	4
	5

	16
	Kampuni inapaswa itoe huduma inayoridhisha kulingana na nauli unayolipa.
	1
	2
	3
	4
	5
	
	1
	2
	3
	4
	5

	17
	Kampuni inapaswa iwahudumie abiria ili waendelee kupanda magari yao 
	1
	2
	3
	4
	5
	
	1
	2
	3
	4
	5

	18
	Kampuni inapawa iwahudumie abiria ili wawashawishi wengine.
	1
	2
	3
	4
	5
	
	1
	2
	3
	4
	5


APPENDIX III: 
Interview guide with staff
1. What strategies do you use to improve customer satisfaction to your passengers?

2. What techniques can be used by Alsaedy High Class bus Services Company in order to retain its customers?
3.  What are the problems facing passengers who use Alsaedy buses? 

4. How does your company handle problems like breakdown? Accidents?  Pasenger-employees conflicts?
APPENDIX IV: 
Sample size for different size of population
                   Marginal error                                                                Marginal error

	POPUL-

ATION
	5%
	3%
	2%
	1%
	POPUL-

ATION
	5%
	3%
	2%
	1%

	50
	44
	48
	49
	50
	750
	254
	440
	571
	696

	100
	79
	91
	96
	99
	1000
	278
	516
	706
	906

	150
	108
	132
	141
	148
	2000
	322
	696
	1091
	1655

	200
	132
	168
	185
	195
	5,000
	357
	879
	1622
	3288

	250
	151
	203
	226
	244
	10,000
	370
	964
	1936
	4899

	300
	168
	234
	267
	291
	100,000
	383
	1056
	2345
	8762

	400
	196
	291
	343
	384
	1,000,000
	384
	1066
	2395
	9513

	500
	217
	340
	414
	475
	10,000,000
	384
	1067
	2400
	9595


Source: Saunders et al, 2012
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Service quality


-Tangibility  
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-Empathy





Customer satisfaction


-Reluctance to switch to another transport provider


-Positive word-of-mouth


-First choice transport company.











