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ABSTRACT

The main objective of this study was to analyze the service quality dimensions and passenger's satisfaction with public transport services in Tanzania. More specifically, the study intended to analyze the relationship between reliability, responsiveness, assurance, empathy and tangibles, and customer satisfaction. The survey study covered 90 passengers who responded to the questionnaire. Non-probability convenience sampling was used to obtain the respondents of the study. Data were analyzed by SPSS using Pearson correlation analysis and chi-square test. The major finding from the study is that among other factors, perceived service quality is the influential factor in determining customer satisfaction in the service industry. The tangibility dimension indicated that there is a weak positive relationship between tangibility and customer satisfaction which means that passengers are slightly satisfied with the general appearance of public transport. In the reliability dimension of public transport services quality, the results indicated that there is a strong positive relationship between reliability and customer satisfaction. The relationship between responsiveness and customer satisfaction indicated that there is a strong positive relationship between them. The relationship between assurance and customers’ satisfaction showed that there is a high positive relationship. Also, empathy and customer satisfaction results indicate that there is a strong positive and significant relationship between the two variables. The study recommended that public transport service providers should make regular improvements in service quality dimensions to maintain service quality in their operations. 
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CHAPTER ONE

INTRODUCTION

1.1 Background to the Study
Public transport is a system of transport that provides the most efficient means of moving a large number of people, especially in densely populated urban centers. In addition to the wellbeing of its users, public transport plays a vital role in the productivity of cities which in turn has a direct bearing on the national economies (Kundi, 2013).
Public transport is understood to be a facilitator of social-economy development. The economic benefits of public transport flow from three key areas, firstly the efficient connection of wealth and labor to the marketplace; secondly the removal of productivity bottlenecks and thirdly maximizing opportunities for individuals in urban centers (Wilkie, 2010). Furthermore, had added that the social-economic benefits of public transport flow from the access it provides to employment opportunities, education and health services as well as recreational facilities. By providing a communal access point to vital goods and services, public transport is a vehicle for social cohesion between diverse demographics in society.

The need to improve the quality of public transit services to meet the ever-increasing needs and expectations of passengers has been one of the main desires of urban transport planners worldwide. A review of international literature on public transport quality shows that quality of service reflects passenger perception of the quality of public transportation service (Kundi, 2013). Service quality is the subjective comparison that customers make between the quality of the service that they want to receive and what they get (Ojo, 2017). Also, Lewis and Booms (1983) defined service quality as a measure of how well the service level delivered matches customer expectations. On the other hand, Jasmina (2007) defined service quality as a way to manage business processes to ensure total satisfaction to the customer on all levels (internal and external). It is an approach that leads to an increase in competitiveness, effectiveness, and flexibility of the entire company. Thus public transport service quality means the measure of perceptions of passengers on the services they receive from public transport service providers.


Delivery of quality service in the service industry has remained one of the challenges facing organizations in meeting customer satisfaction (Lushakuzi, 2011). To remain competitive, service-oriented firms have made quality a focal point through initiatives launched in past decades. Concepts such as zero defects, Total Quality Management, Six Sigma, and the like are among key approaches that firms employed to be able to deliver quality products and to remain competitive. In this decade, the quality movement is becoming more and more important to firms in the service sector (Ulaya, 2017).

In recent years many people around the cities prefer to drive their vehicles which cause congestion in the city (Kundi, 2013). In urban cities, there is an increase in private vehicles. Increased private motorization has resulted in increased traffic congestion which in turn results in longer travel times for many people. In addition to congestion, to prevent more problems caused by this increase in motorization it is highly recommended by many researchers as well as public decision-makers to provide an attractive public transport service as an alternative transport mode in many cities/towns (Ojo, 2017). However, to keep and attract more passengers, public transport must have high service quality to satisfy and fulfill a more wide range of different customer's needs (SUMATRA, 2019). It is important to summarize knowledge about what drives customer satisfaction and dissatisfaction in the public transport area to design an attractive and marketable public transport.

There is a link between service quality and customers' satisfaction. The idea of linking service quality and customer satisfaction has existed for a long time. The author The studies of Chandrakumara and Pathmini (2015); Geetika (2016); Rozaq and Istiantara (2018) have identified the significances of service quality as it serves (i) to redefine customer needs and expectations and identify the key drivers of satisfaction in the service industry, (ii) Ascertain how the major players perform in this highly competitive industry, (iii) Identify the key sources of dissatisfaction that need improvement, (iv) Assist management in identifying service gaps that may exist and need correction, (v) Suggest viable services which meet customer expectations (vi) Make adjustments on how service delivery and satisfaction levels may be improved in order to enhance customer loyalty and retention, (vii) Provide services that have a potential to creating a permanent bond with its customers and (viii) To develop a usable and reliable service quality model which can be applied in strategic marketing planning to improve service quality, enhance business performance, and possibly increase profitability and shareholder value. 
Nevertheless, Negi (2009) found out that reliability and network quality (an additional factor) are the key factors in evaluating overall service quality. But also he highlighted that other SERVQUAL factors of tangibles, reliability, responsibility, empathy, and assurance should not be neglected.
Service quality and customer satisfaction have a positive effect on customer's re-patronage (Geetika, 2016). Thus this study will dwell on finding out the relationship between service quality factors which are Tangibles, Reliability, Responsibility, Assurance, and Empathy, and passengers' satisfaction in public transport services in Tanzania.

1.2 Statement of the Problem

An efficient transport system is necessary to promote the socio-economic development of any country (Lushakuzi, 2011). In Tanzania, SUMATRA is responsible for establishing standards for regulating transport services, rates/charges, and instituting and reinforcing rules, and facilitating the resolution of complaints as well as disputes (Lushakuzi, 2011).
Despite the existence of the Ministry responsible for transportation as well as a regulatory authority, there are widespread complaints from passengers regarding the quality of services of public transport (URT, 2015). This is due to a decrease of reliability, uncomfortable with congestion, the seats of buses are not comfortable, drivers and conductors are not ethical as they use abusive language to women to mention a few. 

Furthermore, even the assurance of consistent fare is impossible during night hours.
Nevertheless, the empirical studies of Lushakuzi (2011) and Kundi (2013) indicate that passengers of public transport in Tanzania are quite forgotten in the sense that there exist unreliable, irresponsible, and unsure passenger transport services. Most of these passengers suffer from being tired, unnecessary delays, discomfort, and lack of security within public transport. 

Since there are limited research studies on the service quality of service providers of public transport in Tanzania, the reasons for passengers’ dissatisfaction have not been explored in detail particularly in the public transport services which is the sector that offers services to a huge number of people who depend on public transport for many purposes, especially for economic and business purposes. Therefore, this research aimed at analyzing the service quality dimensions (reliability, tangibility, responsibility, assurance, and empathy) and how they influence customer satisfaction in Tanzania and Mbeya region as the case study.
1.3 Research Objectives 

1.3.1 General Research Objective

The general objective of this research is to analyze the service quality dimensions and Passenger satisfaction on Public Transport Services in Tanzania. 
1.3.2 Specific Research Objectives

i. To examine the relationship between the tangibles dimension and the passenger's satisfaction with public transport services in Tanzania 


ii. To investigate the relationship between the reliability dimension and the passenger's satisfaction with public transport services in Tanzania 


iii. To identify the relationship between responsibility dimension and passenger's satisfaction with public transport services in Tanzania 


iv. To determine the relationship between assurance dimension and passenger's satisfaction with public transport services in Tanzania 


v. To find out the relationship between empathy dimension and passenger's satisfaction with public transport services in Tanzania 


1.4 Significance of the Study

This study is helpful to various public transport service providers to develop new insights in marketing strategies of offering the best service to their customers to retain and maintain them. They will be challenged to understand passenger's expectations and their level of satisfaction with public transport service. This is a wake-up call in improving and maintaining quality service of Public Transport in Cities like Mbeya. 
The study is also helpful for the Government and policymakers to have an opportunity of formulating and reviewing policies and standards of regulating the operations of Public Transport service in the Cities having the rapid bus. Moreover, the Nation will use the recommendations of the study to make improvements and maintenance of the provision of Public Transport service in other modes of transport such as air, rail, and marine mode of transport. 

1.5 Scope and delimitations of the study

The study was delimited to public transport service in Mbeya, Tanzania. The study mainly focused on SERVQUAL factors which are the service quality dimensions namely tangibles, reliability, responsiveness, assurance, and empathy. The focus was to analyze the five SERQUAL factors and link each one with passengers' satisfaction in the context of public transport services in Mbeya city of Tanzania. 
CHAPTER TWO

 LITERATURE REVIEW

2.1 Overview

This chapter has reviewed and discussed the literature presented by various scholars or authors that relate to the research study. The conceptual definitions were presented and the review of various related theories was done. The empirical analysis was done where studies from all over the world, Africa and Tanzania was presented and discussed and the research gap was identified and thoroughly discussed. The chapter finally presented a conceptual model that the study used to test the hypotheses.

2.2 Definitions of Terms

2.2.1 Service Quality Dimensions

Service quality is a way to manage business processes to ensure total satisfaction to the customer on all levels (Ojo, 2017). Service quality has also been defined as the difference between the expectations of the passengers about the service performance and the perceptions of them about the service performed (Mercangöz, et al., 2012).  According to Ulaya (2017) in their study, they identified five dimensions of service quality and defined;

Tangibles: These are the external appearance or outlook and include the physical facilities, equipment, and appearance of personnel. In this study, tangibles will be the features of public transport buses like seats, neatness of conductors and drivers.

Reliability: This is the ability to perform the desired service dependably, accurately, and consistently. In this study, reliability will focus on the punctuality of public transport buses, accessibility of buses.
Responsiveness: This is the willingness to provide prompt service and help customers. In this study, this meant the service provider's act of helping customers in a good manner like disabled people, students, and others.

Assurance: This means the ability to install confidence in customers. It includes employees' knowledge, courtesy, and the ability to convey trust and confidence. In this study, assurance of service providers to passengers regarding the driver's driving competence and security of luggage.
Empathy: This is the provision of caring and individualized attention to customers. In this study, empathy was the way service providers are treating passengers and how serious are they in focusing on customers.


2.2.2 Customer Satisfaction

Customer satisfaction is the consumer’s response to the evaluation of the perceived discrepancy between prior expectations (or some other norm of performance) and the actual performance of the product/service as perceived after its consumption (Terefe, 2018). Also, Kotler (2012) defined customer satisfaction as a person's feeling of pleasure or disappointment resulting from comparing a product's perceived performance (or outcome) concerning his experience. 
As this definition makes clear, satisfaction is a function of perceived performance and expectations. If the performance falls short of expectations, the customer is dissatisfied. If the performance matches the expectations, the customer is satisfied. If the performance exceeds expectations, the customer is delighted. 
2.3 Literature Review

2.3.1 Service Quality

Service quality is a way to manage business processes to ensure total satisfaction to the customer on all levels (Ojo, 2017). 
Service quality is also defined as the difference between the expectations of the passengers about the service performance and the perceptions of them about the service performed (Mercangöz, et al., 2012). The quality of service offered by an organization can serve as a competitive advantage (Homburg et al., 2011) and affects customer's expectations and satisfaction levels (Johra and Mohammed, 2013). Homburg, et al., (2011) and Prentice (2013) agreed consumers' approval of the service quality of an organization commands the sustainability and profit-earning ability of the organization. Consumers' approval then catalyzes to propel brand image, reputation, and the ability to manage customer requirements.

Customer satisfaction has strong connections with service quality while service quality constitutes a significant measure of customer satisfaction (Dehghan, et al., 2012). The objective of quality customer service is to achieve customer satisfaction (Hosseini, et al., 2013). Also, Chandel (2014) noted that service quality influences customer satisfaction.

2.3.2 Importance of Service Quality

The studies of Chandrakumara and Pathmini (2015); Geetika (2016); Rozaq and Istiantara (2018) have identified the significances of service quality as it serves (i) to redefine customer needs and expectations and identify the key drivers of satisfaction in the service industry, (ii) Ascertain how the major players perform in this highly competitive industry, (iii) Identify the key sources of dissatisfaction that need improvement, (iv) Assist management in identifying service gaps that may exist and need correction, (v) Suggest viable services which meet customer expectations (vi) Make adjustments on how service delivery and satisfaction levels may be improved in order to enhance customer loyalty and retention, (vii) Provide services that have a potential to creating a permanent bond with its customers and (viii) To develop a usable and reliable service quality model which can be applied in strategic marketing planning to improve service quality, enhance business performance, and possibly increase profitability and shareholder value. 
2.3.3 Service Quality and Customer Satisfaction

Researchers (Dehghan, et al., 2012; Hosseini et al., 2013; Keisidou et al., 2013) emphasized the relationship between customer satisfaction and service quality without recourse to factors that hinge on customer satisfaction. The gap between service quality and customer satisfaction reveals the few studies in the literature that requires further studies on the strategic importance of customer satisfaction for business growth from the CSMS (Customer Satisfaction Management System) perspectives in fast-growing City like Mbeya City.

Parasuraman, et al., (1993) observed a gap between expected service quality and actual quality of service and developed the service quality model they named the SERVQUAL model. This observation culminating into the 10 dimensions of service quality: (a) reliability, (b) responsiveness, (c) competence, (d) access, (e) courtesy, (f) communication, (g) creditability, (h) security, (i) understanding the customer, and (j) tangibles (Moisescu & Gica, 2013). These quality dimensions later constituted part of the five dimensions of (a) reliability, (b) responsiveness, (c) empathy, (d) assurance, and (e) tangibles (Barabino, Deiana, & Tilocca, 2012; Cheruiyot & Maru, 2013; Parasuraman et al., 1996). 

Reliability relates to the trust the organization has established with its customers by meeting the customer's expectation through fair, transparent, truthful, and responsible delivery (Siddiqi, 2011). Keisidou, et al. (2013) noted that reliability means the service provider can provide the expected standard of service reliably and efficiently.
Responsiveness relates to the readiness of organizations to respond to a customer's request for information with speed and accuracy. Organizations must be willing to help customers through the service experience (Keisidou, et al., 2013; Siddiqi, 2011). Dehghan, et al. (2012) identified a gap between the service provider's perception and customer's expectation in the case of responsiveness. Dehghann, et al., (2012) proposed personalized services to help establish good customer relationships that can lead to trust and loyalty.

Empathy involves providing customized service by giving one-on-one attention to the customer. Businesses need to address individual needs, requirements, and expectations in a respectful and caring manner (Keisidou et al., 2013; Siddiqi, 2011).

Assurance means professional service delivery through (a) knowledge management, (b) courtesy, (c) consideration of customers, and (d) the capability to inspire trust and confidence in customers (Keisidou et al., 2013; Siddiqi, 2011). Foropon et al. (2013) described service quality as elements in organizational operations driven by the customer with recourse to performance, reliability, aesthetics, or perceived quality. 
Foropon, et al. (2013) used the SERVQUAL model to measure student perception of service quality in higher education on these five dimensions, but not satisfaction factors in life insurance growth. Duggal and Verma (2013) argued that SERVQUAL is not sufficient to clarify the technical features of service. Duggal and Verma went further to suggest (a) image, (b) technical, and (c) functional as elements of service quality, relating service quality to the operational performance advanced by other researchers (Akotey et al., 2013; Appiah-Gyimah et al., 2011; Mahalakshmi & Saravanaraj, 2011). Meirovich, Behran, and Haran (2013) conversely argued that the SERVQUAL tools may address service quality, but they are not adequate to address product quality. Meirovich et al.’s assertion may create a research opportunity for organizations operating within product or service settings, where it is crucial to maintaining both product and service quality. 
SERVQUAL measures beliefs, opinions, and perceptions of performance (Appiah-Gyimah et al., 2011) from the customer's perspective (Mahalakshmi and Saravanaraj, 2011). Appiah-Gyimah et al. (2011) noted that customer satisfaction through service quality in the outdoor advertising industry leads to customer satisfaction, which positively affects customer referrals, loyalty, and repeat purchase.
2.4 Theoretical Review

2.4.1 SERVPERF Model

The SERVPERF model was carved out of SERVQUAL by Cronin and Taylor in 1992. SERVPERF measures service quality by using the perceptions of customers. Cronin and Taylor argued that the only perception was sufficient for measuring service quality and therefore expectations should not be included as suggested by SERVQUAL (Baumann, et al., 2007). 

SERVPERF however has suffered a setback. According to Gilmore and MCMullan (2009), Taylor and Cronin examined the psychometric properties of the SERVPERF scale and the results of a multi-industry study in 1994 suggested that SERVPERF lacks consistency and a generalized factor structure. As a result that the following recommendations were made; (i) Practitioners should adapt the factor structure of the service quality data for specific or different settings, (ii) Academic researchers should revisit the research objectives so that a reliable and valid multidimensional scale of service quality that could be generalized across service settings should be applied. 
Sight must not be lost on the fact that whilst SERVQUAL measures the quality of service via the difference between the perceptions and expectations (P-E) of customers, SERVPERF only uses perceptions. Again, SERVPERF adopts the five dimensions of SERVQUAL and the 22 – item scale in measuring the service quality. Based on the above, Cronin and Taylor cannot claim to have developed a new model (SERVPERF). It was more or less a suggestion they made.

2.4.2 The GAP Model of Service Quality

The gap model was developed by Parasuraman in 1985. This model depicts how gaps that may exist in the service process may affect the customer's assessment of the quality of the service. The Service Quality model identifies five gaps that are viewed as affecting the evaluation of service quality, which needs to be known and closed by the service provider.
Parasuraman et al (1985:1988) identified five major gaps that can impede negatively the evaluation of service quality by customers. These are:

Gap 1: is the difference between customer's expectations and management perceptions of customer expectations. The basic assumption behind the existence of this gap is that management does not understand how the service should be designed and what support or secondary services the customer requires.


Gap 2: is the difference between a company's service quality specifications and management perceptions of customer expectations of the service and its quality. This is a result of the tendency by management to reduce costs which in turn restricts how a service is to be performed. This compromises and deprives the staff of the opportunity to meet the customer's expectations more effectively.


Gap 3: is the difference between the quality of service delivery and quality specification. Although a company may have service specifications in black and white, the result in practice may be different from what is intended. Service quality is difficult to standardize since it is often dependent on personal contact between the customer and company staff.

Gap 4: is the difference between the quality of service delivery and the quality promised in communicating the service. Promises made to the customer should be commensurate with what the company is capable to deliver. Realistic promises should be made to customers about the efforts being made to elevate the quality, which would otherwise be invisible to them. Parasuraman et al (1985:1988) define Gap 5 as the difference between expected service quality and perceived service quality. This gap is a function of four gaps and according to Parasuraman et al (1985:1988) Gap, 5 is what the organization seeks to measure using the SERVIQUAL instrument.
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Figure 2.1: SERVIQUAL Model

Source: Parasuraman, Zeithml & Berry (1985)
The model is used to measure the ‘gap” between expected service and perceived service. The gap model developed the SERVQUAL model and this study will use the SERVQUAL model as the theory of the study. The first part of the SERVQUAL model attempts to establish the customers' perception of an ideal service. The second part is designed to measure the customers' perceptions of the services provided by a specific company. Perceived service quality is described as the degree and direction of the discrepancy between customers' perceptions and expectations. 
The model shows how a customer forms his or her perceptions before receiving a service. Three factors have an impact on expected service according to the model. These are the word of mouth communication regarding an organization, personal needs, and the experience that the customer has. Upon receiving a service, a customer would make a comparison between what he expected and the actual service received. A judgment is made based on the five determinants of service. The difference between the expected and actual service is what constitutes the quality of service. If the perception is the same as expectation the service is viewed as being good. In this study, perceived service quality in the service industry is the key variable. The independent variables are expected service and perceived service while the dependent variable is actual service quality.
Theoretical criticisms of SERVQUAL Model: Firstly, SERVQUAL is based on a disconfirmation paradigm rather than an attitudinal paradigm and SERVQUAL fails to draw on established economic, statistical, and psychological theory. Secondly, there is little evidence that customers access service quality in terms of Perceptions – Expectations gaps.
Furthermore, SERVQUAL focuses on the process of service delivery, not the outcomes of the service encounter. Also, SERVQUAL's five dimensions are not universal; the number of dimensions comprising service quality is contextualized; items do not always load on to the factors which one would a priori expect and there is a high degree of inter-correlation between the five dimensions (Reliability, assurance, tangibles, empathy, and responsiveness). 

Operational criticisms of SERVQUAL Model/Theory: The operational weaknesses of the gap model are (i) Expectations: the term expectation is polymeric meaning it has different definitions; consumers use standards other than expectations to evaluate service quality, and SERVQUAL fails to measure absolute service quality expectations; (ii) Item composition: four or five items cannot capture the variability within each service quality dimension, (iii) Moments of truth (MOT): customers’ assessments of service quality may vary from MOT to MOT, (iv) Polarity: the reversed polarity of items in the scale causes respondent error, (v) Scale points: the seven-point Likert scale is flawed, (vi) Two administrations: two administrations of the instrument (expectations and perceptions) cause boredom and confusion, (vii) Variance extracted: the over SERVQUAL score accounts for a disappointing proportion of item variances.
The service models have significantly discussed service quality, the process of service delivery, customer expectations, and quality service dimensions as proposed by various scholars. The models have a great link to this study as this study intends to mainly focus on quality service dimensions and customer satisfaction in the service industry. 
The studies will measure the expectations and perceptions of customers on the quality of services of public transport. The differences in values of perceptions-expectations will be obtained to determine the level of satisfaction or dissatisfaction. If the performance falls short of expectations, the customer is dissatisfied. If the performance matches the expectations, the customer is satisfied. If the performance exceeds expectations, the customer is delighted.
2.5 Empirical Studies

Various studies have shown how the delivery of quality service directly correlates with customers' satisfaction. Some of the empirical studies reviewed by various researchers and scholars areas discussed.
A study conducted by Bharwana., et al. (2013) in Pakistan had the objective of assessing the quality of services and satisfaction with public transport from students. The study used a random sampling method and the sample size was 185. The SERVQUAL instrument was used to collect data. Data were analyzed by using SPSS using descriptive statistics.  The results of the study indicate that the service quality factors such as reliability, tangibility, responsiveness have a positive influence on customer satisfaction. 

However, this study was done in Pakistan; it employed a random sampling technique to collect data from students. It used descriptive statistics to analyze data. But the current study wishes to be conducted at public transport services in the developing country of Tanzania. Also, the study will use convenience sampling to obtain respondents who will be willing to participate in the study. This study will analyze data using both descriptive statistics and inferential statistics (Pearson correlation and chi-square test). 

Basheer (2012) did a study in Malaysia examining the impact of service quality on customer satisfaction and behavioral intentions. The study employed the SERVQUAL model and had 1200 respondents. It also used convenience sampling and the data analysis techniques used were descriptive statistics and factor analysis. The results of the study found the service quality factors are positively influencing customer satisfaction. It recommended consistency of service providers to enhance customer satisfaction.

This study used factor analysis to analyze and identify the service quality factors influencing customer satisfaction, however; the current study will use wishes to use correlation analysis in data analysis. The correlation analysis is appropriate because the service quality dimensions are already known and therefore it is significant to understand the degree of relationship between dimensions and customer satisfaction. It is expected to find a positive or negative correlation which will be interpreted as satisfaction or dissatisfaction.

Ojo (2017), did a study in Ghana had the objective of assessing the quality of public transport in an integrative review and research agenda. It was a literature review study that reviewed 85 articles and analyzed by using content analysis, Delphi analysis, and meta-analysis techniques. It also used the SERVQUAL model. The major findings of the study had revealed that the factors of affordability, punctuality, comfortability, and reliability have a positive influence on customer satisfaction with public transport services.

This study applied qualitative data analysis techniques to analyze data and the study used to review empirical literature to assess the service quality factors, however; the current study will use quantitative data analysis techniques which are correlation analysis and chi-square test of association. Qualitative data analysis is inappropriate in this study and can't establish the association between independent and dependent variables; therefore, it is crucial to use firsthand information from respondents and analyze the data quantitatively.
Lushakuzi (2011), did a study in Tanzania that had the objective of analyzing the service quality dimensions and passengers' satisfaction with bus terminals in Tanzania. It was a case study designed the study with a 131 sample size. It applied a multi-methodology. The results of the study show that all the service quality factors have unfavorable opinions from passengers at bus terminals. It is recommended that quality management influences the standard of vehicles at bus terminals and the integrity and competence of service providers are important for customer satisfaction.
This study was conducted at bus terminals. The study faced passengers available at bus terminals only. However, the current study will be conducted at public transport services by looking at the passengers who have traveled by public transport such as buses, mini-buses and it will not dwell to study bus terminals' service quality. 

Kundi (2013), did a study at Kigoma-Ujiji in Tanzania had the objective of assessing the factors influencing customer satisfaction in urban public transport in Tanzania. The study used 126 respondents and data were collected from drivers, conductors, and regulators. Data were analyzed using descriptive statistics. The findings of the study indicate that factors of prices/fares, proper routes, the load of passengers, comfortability during transit have a high influence on customer satisfaction. It recommended that reliability of buses, ethics of conductors, and consistent fare are crucial for enhancing customer satisfaction. 


This study collected information from drivers, conductors, and regulators of public transport as stakeholders to study service quality. This won't give the best picture of quality from the customers' point of view. It is important to study from customers' perspective to get a real picture of customer satisfaction which is the focus of the study. However, the current study will only focus on passengers' perceptions of the quality of services in public transport services. Focusing on customers only is better and the study will be in a good position of determining the level of satisfaction of customers on the quality of services because customers are the engines of ensuring the sustainability of public transport and are the key stakeholders of the sector. 

2.6 Research Gap 

Contextual Gap: SERVQUAL model has been employed in numerous empirical service-oriented studies in the public transport industry in the developed world but few studies have applied the SERVQUAL model in public transport services in developing countries like Tanzania and particularly the Mbeya region in southern highlands regions of Tanzania. 
Methodological Gap: Most studies have studied customer satisfaction by studying the perceptions of customers on the service quality (Lushakuzi, 2011; Basheer, 2012; Bharwana et al. in 2013; Kundi, 2013) only. However, this study will study both the expectations and perceptions and finally find out the difference between perceptions – expectations to determine the level of customer satisfaction.
2.7 Conceptual Framework 

In this study, the SERVQUAL model was therefore used to develop a visual model illustrated;








Figure 2.2: A Conceptual Model of the Study
Source: Researcher own constructs 
2.8 Hypotheses of the Study

H1: There is a significant relationship between tangibility and passengers' satisfaction

H2: H1: There is a significant relationship between reliability and passengers' satisfaction

H3: There is a significant relationship between responsiveness and passengers' satisfaction


H4: There is a significant relationship between empathy and passengers' satisfaction


H5: There is a significant relationship between assurance and passengers' satisfaction

CHAPTER THREE

 RESEARCH METHODOLOGY

3.1 Overview

This chapter presents the research design and various methodologies for doing a research study. Cooper and Schindler (2013) have defined that research methodology provides relevant ways and techniques that are useful for problem-solving. According to  Hennink et al, (2011), research methodology refers to the way data are collected, organized, and analyzed by a study. In this chapter, the important segments of the research methodology are defined and explained about the study.

3.2 Research Philosophy

This study used a positivism research philosophy. It is usually associated with empirical testing. Bryman and Bell (2007), assert that positivism philosophy is aimed at explaining relationships through the identification of causes that influence outcomes. The ultimate aim is to devise laws and form a basis for prediction and generalization. Hence the justification of using positivist philosophy in this study was the fact that the researcher relationships between service quality dimensions and passengers’ satisfaction.
3.3 Research Approach

This study employed a quantitative approach. Quantitative research is a measure of phenomena using numbers in mathematics and statistics procedures to process data and summarize data. It involves numerical data (Fellows and Liu, 2003). The researcher used this type of research to ease the analysis of the collected data in a statistical procedure to summarize the results. 
This research aimed at analyzing the quality service dimensions and establishes the relationship between the service quality dimensions (Tangibility, responsibility, reliability, empathy, and assurance) and passenger's satisfaction with the public transport services offered at Mbeya city in Tanzania. 

3.4 Research Design 

The research design refers to the plan on how the researcher systematically collected and analyzed data needed to answer research questions. It is a framework or roadmap through which a research process is conducted to explain the social phenomena under investigation (Kothari, 2006). The design of this study was explanatory research. According to Saunders et al., (2009), the explanatory research design is referred to as an attempt to study cause and effect. Accordingly, Bryman and Bell (2007) argue that the main purpose of explanatory research is to identify any causal relations between the factors or variables relevant to the research problem. That is to say, the current study attempted to explain the relationship between service quality dimensions and passengers' satisfaction. This research design was found to be suitable for this study basing on how much knowledge the researcher had about the problem before starting the investigation and the type of information that was needed to deal with the purpose of this study. Also, they have been chosen on grounds of minimizing bias and maximizing the reliability of the data collected. 
3.4.1 Area of Study

The study was conducted in Mbeya city. The main reason for selecting the Mbeya region is because Mbeya is one of the fastest-growing cities in Tanzania. The population is rapidly growing and the number of people demanding public transport services is increasing. There are many workers from government and private organizations that use public transport to move to and from their residents to offices. 
Also, many business people use public transport to move to carry out their business operations and transactions. Therefore, the study is relevant to observe how the passengers are satisfied in terms of the services provided by transporters.
3.4.2 Study Population 
Population refers to the entire group of people, events, or things of interest that the researcher wishes to investigate (Sekaran, 2006).) The study used the population of passengers who were the users of commuter buses that travel from one point to another by using public transport buses in Mbeya city.  The study mainly targeted the business people, students, employees who were regular users of public transport to move from one point to another to carry out their business operations and transactions. 
3.4.3 Sample and Sampling Techniques

3.4.3.1 Sample Size

The sample size is the number of respondents selected to participate in the study from the targeted population. It depends on the accuracy needed, population size, population heterogeneity whether the sample is subdivided or not, and resources available (Strydom, 2005). Also, Sample according to (Kothari, 2006) can be defined as a collection of some parts of the population based on which judgment is made. A sample should be small enough to make data collection convenient and should be large enough to be a true representative of the population that is selected.
The sample size of this study was calculated by using the formula of 50 + 8M where M is the number of independent variables. In this study, there are 5 independent variables, therefore;


50 + 8*5 = 90
Therefore, the sample size of this study involved 90 passengers who are regularly traveling with public transport in Mbeya city.
3.4.3.2 Sampling Techniques

The sampling technique is defined as the process of selecting some part of the aggregate of the totality based on which a judgment or inference about the aggregate or totality is made (Kothari, 2006), Being a process of selecting a group of people, events, behavior, or other elements with which to conduct a study it is also involved in the selection of technique to be used in the selection process. The choice of a sampling technique depends on a situation whether a sampling frame is available or not, that is, a list of the units comprising the study population. There are two types of sampling procedures namely probability sampling and non-probability sampling. 

Schmidt and Hollensen (2006) stated that sampling is the activity of selecting the right people who have important and related information about the research problem of the study. This study employed a convenience sampling design (non-probability sampling). This is the simplest sampling method of collecting data from a population. Welman and Kruger (2001:62) argue that non-probability sampling is not complicated and is not expensive and thus the researcher used non-probability sampling due to financial constraints.

Convenience sampling is a technique where respondents are selected according to their ease-of-access and proximity advantageous to the researcher (Castillo 2009). In this study convenience sampling was used because this is a quick, easy, and cost-effective method. The researcher faced the passenger and asks for permission to spare some time for responding to the questions by filling the questionnaire. This depends on the convenience of time of the respondents.

3.5 Data Collection Methods

Based on the work of (Yin, 1994) the data collection method is described as the specific approach used to gather information, and the choice of method depends on research objectives and questions to be addressed. This study collected primary data from respondents. Primary data are defined as gathering data that does not exist until it is generated through the research process (Lancaster, 2005). The primary data for this study were collected using a structured questionnaire. In this study, primary data were collected by using the adopted SERVQUAL questionnaire which is a structured questionnaire of 7 point Likert scales ranging from 1-strongly disagree and 7 strongly agree. The SERVQUAL Questionnaire was adopted from Parasuraman., et al., (1988). A structured questionnaire is the one in which the questions asked are precisely decided in advance.  The questionnaires were administered to passengers who were willing to participate in the study. 
The response rate was 100% because the study used convenience sampling where the researcher was careful to select the appropriate respondents who were available and willing to participate in the study. Also, the researcher used a mailed questionnaire where all respondents returned the responses through email which is the quickest and convenient means of getting feedback. 
3.6 Data Analysis  

Data analysis is the application of reasoning to understand and interpret data that has been collected (Zikmund, 2003). 

Descriptive statistics: Tustin et al. (2005) stated that descriptive statistics comprise analytical tools that measure the central tendencies (frequencies, means, standard deviations). Also, the issues of display and summaries of data are parts of descriptive statistics (Kent 2007). In this study, descriptive statistics were mainly be used to summarize information about the demographic profiles of respondents. This includes age, gender, and education.

Inferential statistics: Inferential statistics was applied in determining the correlations between variables and testing of hypotheses. Inferential statistical tools help to determine whether the proportions are real or have occurred by chance (McGivern 2006). In this study, inferential statistics were particularly be used to measure the relationship between independent variables which are the service quality dimensions, and the dependent variable which is customer satisfaction. The study used the SPSS techniques of Pearson correlation analysis and chi-square test of association.
3.7 Data Validity 

Numbers of different steps were taken to ensure the validity of the study: firstly, Data were collected from reliable sources, from respondents who have used public railway transport. Secondly, survey questions were made based on the literature review and frame of reference to ensure the validity of the result.


3.8 Reliability 

Cronbach's Alpha was used to test reliability. According to Kothari, (2004), the measuring instrument is reliable if its value is 0.7 and above, therefore, the findings of the study indicated in Table 3.1 shows accurately the reliability for the study is 0.787 hence the measuring instrument was reliable.
Table 3.1: Cronbach's Alpha Value
	Cronbach's Alpha
	Cronbach's Alpha Based on Standardized
	N of Items

	.787
	.787
	90


Source: Field Data, 2020
3.9 Ethical Consideration

To ensure ethical standards, the researcher observed the ethical principles as proposed by Bhattacherjee (2012) which are voluntary participation and harmlessness, informed consent, anonymity, and confidentiality as well as disclosure. The introduction letter was solicited from the University's Postgraduate office that allowed the researcher access to data collection. The purpose of the study was disclosed to the respondents to give them the freedom to participate out of informed consent. Further, the collected information was kept confidential and anonymous by not divulging the respondents' identity in this report. The issue of plagiarism was highly taken care of by making appropriate citation and referencing. Finally, fabrication or falsification of data was not entertained throughout this study.


CHAPTER FOUR

 FINDINGS AND DISCUSSION

4.1 Overview

This chapter presents data analysis and findings obtained from the research study. It covers the following parts, the profile of the respondents, analysis of specific objectives, correlation analysis, testing of hypothesis, and discussion of the findings. 


4.2 Profile of Respondents
Table 4.2: Table to Respondents Based on the Purpose of using Public Transport

	RESPONDENTS
	NO
	PERCENTAGE

	MALE

FEMALE
	55

35
	61.1%
38.9%

	STUDENT
EMPLOYEES

BUSINESS PEOPLE
	
	11%
34.4%

1.1%

	TRAVELLING TO WORK
BUSINESS OF TRADING

ACADEMIC PURPOSE

OTHERS
	
	23.3%
60%

7.8%

8.9%

	TOTAL
	90
	100


Source: Field Data, 2020

The study involved 90 participants whereby out of 90 respondents. The response rate was 100% because the study used convenience sampling where the researcher was careful to select the appropriate respondents who were available and willing to participate in the study. 55(61.1%) were males and 35(38.9%) were females. The study had noted that males are traveling more for business purposes because they are the ones who mostly own businesses than females who are mostly housewives and few in business operations and that are why they were more in public transport than females. 
Also, the occupation of respondents was noted and revealed that 11.1% were students, 34.4% employees, 53.3% were business people, and 1.1% other categories. This indicates that the majority of people who use public transports are traveling to carry out business operations followed by employees of various cadres who move to work. Moreover, the study wished to know the purpose of traveling by public transport and it was noted that 23.3% were traveling to work, 60% for business or trading, 7.8% for academic purposes, and 8.9% for other purposes. The results imply that many people are traveling from one point to another for business purposes because Mbeya is a city that involves many business activities and has many markets that involve people to buy and sell products and services. 

4.3 Validity and Reliability of the Scale 
The study used Cronbach’s alpha, a method of measuring internal consistency to evaluate whether the scale was reliable. When Cronbach’s alpha is higher than 0.6, it means the internal consistency of items from the scale is higher (Nunnaly, 1978). 
Table 4.1: The Reliability of Service Quality Dimensions  
	Items merged
	No. 
	Variable
	Cronbach’s Alpha

	· Excellent public transport will have modern-looking equipment 


· The physical facilities, e.g. seats will be visually appealing

· Staff at an excellent public transport will appear neat, e.g. uniform, grooming, etc.

· Materials associated with the service e.g. seat covers will be visually appealing in an excellent public transport
	4
	Tangibles
	0.711

	· When excellent public transport promises to do something by a certain time, they will do so

· When passengers have a problem, excellent public transport will show genuine interest in solving it, e.g. an error in a ticket


· An excellent public transport will perform service right the first time

· An excellent public transport will provide its service at the time it promises to do so

· An excellent public transport will insist on error-free service 


	5
	Reliability
	0.748

	· Staff at an excellent public transport will tell passengers exactly when services will be perform


· Staff at an excellent public transport will give prompt service to passengers 


· Staff at an excellent public transport will always be willing to help passengers

· Staff at an excellent public transport will never be too busy to respond
	4
	Responsiveness
	0.812

	· The behavior of staff at an excellent public transport will instill confidence in passengers Passengers of excellent public transport will feel safe in their transactions


· Staff at an excellent public transport will be consistently courteous with passengers                 

· Staff at an excellent public transport will know to answer passengers' requests        

	4
	Assurance
	0.807

	· An excellent public transport will give passengers individualized attention

· An excellent public transport will have a travel schedule convenient to all of its passengers An excellent public transport will have staffs who give its passengers personal attention

· An excellent public transport will have the passengers’ best interests at heart

· The staff of excellent public transport will understand the specific needs of their passengers    
	5
	Empathy
	0.742

	· I will be satisfied with Public transport services to the extent of recommending to friends and family
	1
	Customer Satisfaction
	0.901


Source: Field Data, 2020

4.4 Pearson Correlation Analysis of Service Quality Dimensions and Customer Satisfaction

Grönroos (2000) has asserted that the relationship is expressed by value within the range -1.00 to + 1.00 as the Pearson product-moment indicates. Pearson correlation is +1 in the case of a perfect increasing (positive) linear relationship (correlation), -1and1 in all other cases indicating the degree of linear dependency between variables. Pearson's correlation was used to measure the degree of linear association between two categories. The value of Pearson's can fall between 0 (no correlation) and +or – 1 (strong correlation). 

The study used a Pearson correlation technique to establish the relationship between service quality dimensions and customer satisfaction. The findings reveal that Customer satisfaction is significantly related to all service quality dimensions. The Pearson correlation decision point ranges from -1 to +1 whereby the range of -1 to 0 implies a negative correlation and the range of 0 to +1 implies a positive correlation. Moreover, the range between -1 to -0.5 indicates a strong negative correlation, and between -0.5 to 0 means a weak negative correlation of variables. Also, a range between 0 to +0.5 means a weak positive correlation, and between +0.5 to +1 implies a strong positive correlation between variables (Churchill, Brown and Suter, 2010).
Researchers (Dehghan, et al., 2012; Hosseini et al., 2013; Keisidou et al., 2013) emphasized the relationship between customer satisfaction and service quality without recourse to factors that hinge on customer satisfaction. The gap between service quality and customer satisfaction reveals the limitations in the literature that requires further studies on the strategic importance of customer satisfaction for business growth from the CSMS perspectives.

To determine the relationship between service quality dimensions (tangibility, reliability, responsiveness, assurance, and empathy) and passenger satisfaction, the Pearson correlation was computed. Table 4.2, presents the results of Pearson correlation on the relationship between service quality dimension and passengers satisfaction.
Table 4.3: Pearson Correlation between Service Quality Dimensions and Customer Satisfaction 
	
	
	1
	2
	3
	4
	5
	6

	1.
	Combined Variables for Satisfaction
	1
	
	
	
	
	

	
	
	
	
	
	
	
	

	2.
	Combined Variables for Reliability
	.605*
	1
	
	
	
	

	
	
	
	
	
	
	
	

	3.
	Combined Variables for
	.673*
	.713*
	1
	
	
	

	
	Responsiveness
	
	
	
	
	
	

	4.
	Combined Variables for
	.716*
	.629*
	.715*
	1
	
	

	
	Assurance
	
	
	
	
	
	

	5.
	Combined Variables for
	.631*
	.633*
	.730*
	.706*
	1
	

	
	Empathy
	
	
	
	
	
	

	6.
	Combined Variables for
	.688*
	.526*
	.568*
	.649*
	.585*
	1

	
	Tangibles
	
	
	
	
	
	

	
	
	
	
	
	
	
	


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

Source: SPSS Correlation Result Output, 2020
The relationship between service quality and customer satisfaction has been explained by various scholars. The authors Parasuraman, et. al. (1985) asserted that when perceived service quality is high, then it will lead to an increase in customer satisfaction. The authors further support the fact that service quality leads to customer satisfaction and this is in line with Saravana & Rao, (2007) and Lee et, al., (2000) acknowledgment that customer satisfaction is based upon the level of service quality provided by the service provider. This is a good ground for asserting whether customers are satisfied with service quality in grocery stores or not since the average perception score is above the average of the scale. A higher perception also indicates higher satisfaction as service quality and satisfaction are positively related (Fen & Mellian, 2005). This means that dimensions with higher perception scores depict higher satisfaction on the part of customers and lower perception scores depict lower satisfaction.
4.4.1 Reliability and Customer Satisfaction
Reliability relates to the trust the organization has established with its customers by meeting the customer's expectation through fair, transparent, truthful, and responsible delivery (Siddiqi, 2011). Keisidou, et al. (2013) noted that reliability means the service provider can provide the expected standard of service reliably and efficiently.
For this study of public transport services satisfaction, the relationship between customer satisfaction and reliability, the results indicate that there is a strong positive relationship between reliability and customer satisfaction (r=0.605, p<0.01). This means that as you provide reliable services, the more satisfied customers will be with services. 
This further means that if the company is willing to solve passengers' problems, meet tours schedule, and deliver services as promised then more passengers will be satisfied with services. The findings of the study are similar to Ojo's (2017) study that asserted that reliability in the aspects of time and fulfilling of promises to customers has a positive relationship with customer satisfaction in public transport services.
4.4.2 Responsiveness and Customer Satisfaction
Responsiveness relates to the readiness of organizations to respond to a customer's request for information with speed and accuracy. Organizations must be willing to help customers through the service experience (Keisidou, et al., 2013; Siddiqi, 2011). Dehghan, et al. (2012) identified a gap between the service provider's perception and customer's expectation in the case of responsiveness. Dehghann, et al., (2012) proposed personalized services to help establish good customer relationships that can lead to trust and loyalty.

Regarding the relationship between customer satisfaction and responsiveness, the results indicate that there is a strong positive relationship between them (r=0.673, p<0.01). This means that as the company improves its awareness, willingness to help, and prompt service to passengers, the more satisfied they will be with services. It also implies that keeping passengers informed about when service will be performed, giving prompt service to customers, and willingness to help passengers has a great effect (positively) on customer satisfaction. The results are in line with the study conducted by Bharwana et al (2013) that confirmed that there is a positive relationship between responsiveness and customer satisfaction with the services f public transport.

4.4.3 Assurance and Customer Satisfaction
Assurance means professional service delivery through knowledge management, courtesy, consideration of customers, and the capability to inspire trust and confidence in customers (Keisidou et al., 2013; Siddiqi, 2011).
There is a high positive relationship between customer satisfaction and assurance (r=0.715, p<0.01) which implies that customer assurance has a great impact (positively) on customer satisfaction. This indicates that passengers are satisfied with the safety and security of their properties during traveling with public transport. The public transport services providers have been smart and careful in taking care of passengers' properties to avoid theft, damage, and loss of passengers' properties and this has increased the trust and confidence of passengers to regularly use the public transport in moving from one point to another.  This is analogous to Dehghann, et al., (2012) proposed that customers' assurance of security and safety of their properties and general personalized services help establish good customer relationships that can lead to trust and loyalty.

4.4.4 Empathy and Customer Satisfaction
Empathy involves providing customized service by giving one-on-one attention to the customer. Businesses need to address individual needs, requirements, and expectations in a respectful and caring manner (Keisidou et al., 2013; Siddiqi, 2011).
Regarding the relationship between empathy and customer, satisfaction results indicate that there is a positive significant relationship between the two variables (r=0.631, p<0.01). This means that the more compassionate you will be to customers the more satisfied customers will be with the services. This is in line with the study of Lushakuzi (2011) that confirmed that empathy is key to customer satisfaction and attention that the service provider provides to customers has a great impact and influence on customer’s satisfaction and this will lead to customers’ loyalty and trust towards the company.
4.4.5 Tangibility and Customer Satisfaction
Regarding the relationship between tangibles and customer satisfaction results indicates that there is a weak positive relationship between tangibility and customer satisfaction (r=0.218, p<0.01). This means that the more the transport provider improves and maintains tangible things to be in good condition and attractive, the more satisfied customers will be with service. This also means that as one provides a modern vehicle, good booking office and good appearance of personnel, the more satisfied customers will be with services.

On top of that passengers were moderately satisfied with the physical facilities, equipment, and personnel appearance. The results also indicate that the passengers were moderately satisfied with the tangibility of the services at the ticketing. Thus, it is possible to state that the passengers were moderately satisfied with the tangibility of the services in the public transport service as a whole. This is in line with Chandrakumara & Pathmini (2015) who asserted in their studies of public transport service quality that passengers were slightly satisfied with the general appearance of the public transport. Some of the vehicles were painted with bad colors, some of them have been written with names that don't sound good to the community. Also, the seats of some buses were short and they provide difficult seating for tall people.

4.5 Testing of Hypotheses

The purpose of a chi-square test is to statistically assess the significance of the association between two variables. If the statistic value for the chi-square test of independence is greater than 0.05, it indicates that the relationship between the observed and predicted frequencies is poor or there is no relationship at all thus, the null hypothesis will not be accepted. A significant difference is shown with p < 0.05 where p signifies a probability of less than 5% in 100 responses. Churchill, Brown, and Suter (2010) state that the association between two variables is considered significant if the p-value is less than 0.05.

Below is a list of all research hypotheses. Each of the hypotheses was tested using the Pearson Chi-Square test. The chi-square test was used to statistically assess the significance of the relationship between two variables.


H1: There is a significant relationship between tangibility and passengers' satisfaction

H2: H1: There is a significant relationship between reliability and passengers' satisfaction

H3: There is a significant relationship between responsiveness and passengers' satisfaction


H4: There is a significant relationship between empathy and passengers' satisfaction


H5: There is a significant relationship between assurance and passengers' satisfaction

Pearson's chi-square tests were done to determine the relationship between service quality dimensions and customers' satisfaction. 


Table 4.3: Chi-square Tests Results 
	
	Tangibility
	Reliability
	Responsiveness
	Empathy
	Assurance

	Pearson chi-square
	0.058
	0.023
	0.047
	0.022
	
	0.049

	
	
	
	
	
	
	

	Likelihood ratio
	0.024
	0.177
	0.337
	0.165
	
	0.128

	
	
	
	
	
	
	
	

	Linear   by
	Linear 
	0.044
	0.009
	0.279
	0.121
	
	0.378

	association
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	Hypothesis
	test
	H1
	H2
	H3
	H4
	
	H5

	accepted at p<0.05
	Not Accepted
	Accepted
	Accepted
	Accepted
	Accepted

	
	
	
	
	
	
	
	


Source: Field Data, 2020

The results in Table 4.3 show that tangibility has no significant relationship with passengers’ satisfaction as evidenced by the significance value (P-value = 0.058). This indicates that passengers look at the physical outlook and appearances of public transport as not attractive and therefore we reject the hypothesis statement (H1) that there is no significant relationship between tangibility and passengers’ satisfaction. 
The Pearson and chi-square test results of reliability, responsiveness, assurance, and empathy show that there is a significant relationship between reliability, responsiveness, assurance, and empathy as indicated by the P-values of 0.023, 0.047, 0.022, and 0.049 respectively. Pearson's chi-square results reveal that passengers are satisfied and have experienced satisfactory customer service as far as service quality dimensions as concerned. Thus we accept the hypotheses H2, H3, H4, and H5.

CHAPTER FIVE

 CONCLUSION AND RECOMMENDATIONS

5.1 Conclusion
The study examined the influence of service quality dimensions on customers’ satisfaction in public transport services in Tanzania taking Mbeya as a case study. The study wished to achieve the stated specific objectives that intended to establish the relationship between service quality dimensions (tangibility, reliability, responsiveness, empathy, and assurance) and customer satisfaction with public transport services in the Mbeya region. The study findings had indicated the correlation between each dimension of service quality and customer satisfaction.


5.2 Recommendations

Based on the research findings, the following recommendations are made:

Public transport services providers should improve much intangibility because the results have indicated a weak relationship between the tangibility dimension and customer satisfaction. There should be much improvement on seats, the appearance of buses and neatness of drivers and conductors who are the key personnel who carry the passengers from one point to another.


Management should focus on specific items to be improved, Customer care in particular which is on empathy and assurance dimensions of service quality. The managerial implication includes the need for the company to develop human resource management strategies to train employees to become more skilled in their job, have excellent communication skills, being courteous, friendly, and competent to meet customers' needs.


Much assurance should be installed to customers to instill confidence in transit. The ticketing system should be more accessible in terms of location as well as operating hours. To this end, geographic information regarding ticketing offices should be placed at strategic points.
The reliability of the bus service should be improved in three ways: Firstly, a consistently aligned set of factors, processes, and standards that can define timely routing should be developed. 
Secondly, there should be regular maintenance of the fleet as well as readily available spare equipment and parts. Thirdly, new technologies such as Global Positioning/tracking system should be introduced to control routes and timings. Reliability in terms of timekeeping changes in time and prices should be communicated quickly to customers. To this end, rapid electronic media should be used.
There should be greater interaction with the present as well as potential customers to understand their needs more clearly. Regular surveys should be conducted and customer complaints, fully analyzed. Staff members need to be made aware of customer feedback as well as complaints so that the necessary actions can be taken.

Detailed policies and procedures should be developed so that the variability in customer treatment is reduced. There should be formalized training in the area of customer service. Recruitment and selection should take cognizance of the element of customer service. There should be closer co-operation between the bus companies (operators) so that there can be a more synchronized approach to operations e.g. sharing passenger loads during conditions of under-capacity as well as excess capacity.
5.3 Areas for Further Research

Although the findings of this research have some generality, they do have limitations. The choice of the population was limited to Mbeya city in selected buses that travel in three main routes only which might tend to limit the generalizability of the findings. Therefore, other studies should be conducted for buses that travel in districts and neighboring regions such as Iringa, Songwe, and Njombe.
Also, the study was conducted on only one transport mode i.e. road transport. Therefore, further research could be conducted on other modes as well. Since this study was conducted solely in the southern highland region, future research may also look at whether the findings of this research differ from other parts of the country. Moreover, other studies should be conducted in other modes of transport such as railway transport, marine transport, and airway transport in southern highland regions including Mbeya in particular. 
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APPENDICES

APPENDIX I: QUESTIONNAIRE

Part A: EXPECTATIONS


Please complete the following questionnaire about service quality. If you feel the features mentioned in each statement are essential in your judgment of the Railway transport service quality, please circle 7. However, if you feel the features mentioned are of little importance, please circle 1.
	No.
	STATEMENT
	1
	2
	3
	4
	5
	6
	7

	
	TANGIBLES
	
	
	
	
	
	
	

	1.
	Excellent public transport will have modern-looking equipment

	
	
	
	
	
	
	

	2.
	The physical facilities, e.g. seats will be visually appealing
	
	
	
	
	
	
	

	3.
	Staff at an excellent public transport will appear neat, e.g. uniform, grooming, etc.
	
	
	
	
	
	
	

	4.
	Materials associated with the service e.g. seat covers will be visually appealing in an excellent public transport


	
	
	
	
	
	
	

	
	RELIABILITY
	1
	2
	3
	4
	5
	6
	7

	5.
	When excellent public transport promises to do something by a certain time, they will do so 








	
	
	
	
	
	
	

	6.
	When passengers have a problem, excellent public transport will show genuine interest in solving it, e.g. an error in a ticket 


	
	
	
	
	
	
	

	7.
	An excellent public transport will perform service right the first time
	
	
	
	
	
	
	

	8.
	An excellent public transport will provide its service at the time it promises to do so 

	
	
	
	
	
	
	

	9.
	An excellent public transport will insist on error-free service 


	
	
	
	
	
	
	

	
	RESPONSIVENESS
	1
	2
	3
	4
	5
	6
	7

	10.
	Staff at an excellent public transport will tell passengers exactly when services will be performed 

	
	
	
	
	
	
	

	11.
	Staff at an excellent public transport will give prompt service to passengers 

	
	
	
	
	
	
	

	12.
	Staff at an excellent public transport will always be willing to help passengers
	
	
	
	
	
	
	

	13.
	Staff at an excellent public transport will never be too busy to respond
	
	
	
	
	
	
	

	
	ASSURANCE
	1
	2
	3
	4
	5
	6
	7

	14.
	The behavior of staff at an excellent public transport will instill confidence in passengers       
	
	
	
	
	
	
	

	15.
	Passengers of excellent public transport will feel safe in their transactions

	
	
	
	
	
	
	

	16.
	Staff at an excellent public transport will be consistently courteous with passengers                 
	
	
	
	
	
	
	

	17.
	Staff at an excellent public transport will know to answer passengers' requests        

	
	
	
	
	
	
	

	
	EMPATHY
	1
	2
	3
	4
	5
	6
	7

	18.
	An excellent public transport will give passengers individualized attention
	
	
	
	
	
	
	

	19.
	An excellent public transport will have a travel schedule convenient to all of its passengers         
	
	
	
	
	
	
	

	20.
	An excellent public transport will have staffs who give its passengers personal attention
	
	
	
	
	
	
	

	21.
	An excellent public transport will have the passengers’ best interests at heart
	
	
	
	
	
	
	

	 22.
	The staff of excellent public transport will understand the specific needs of their passengers    
	
	
	
	
	
	
	

	
	CUSTOMER SATISFACTION
	
	
	
	
	
	
	

	23
	I will be satisfied with Public transport services to the extent of recommending to friends and family
	
	
	
	
	
	
	


 Part B: PERCEPTIONS

Please complete the following questionnaire about service quality. If you feel the features mentioned in each statement are essential in your judgment of the Railway transport service quality, please circle 7. However, if you feel the features mentioned are of little importance, please circle 1.
	No.
	STATEMENT
	1
	2
	3
	4
	5
	6
	7

	
	TANGIBLES
	
	
	
	
	
	
	

	1.
	Excellent public transport have modern-looking equipment

	
	
	
	
	
	
	

	2.
	The physical facilities, e.g. offices, seats are visually appealing
	
	
	
	
	
	
	

	3.
	Staff at an excellent public transport appear neat, e.g. uniform, grooming, etc.
	
	
	
	
	
	
	

	4.
	Materials associated with the service, e.g. seat covers are visually appealing in an excellent public transport
	
	
	
	
	
	
	

	
	RELIABILITY
	1
	2
	3
	4
	5
	6
	7

	5.
	When excellent public transport promises to do something by a certain time, they do so 








	
	
	
	
	
	
	

	6.
	When passengers have a problem, an excellent public transport show genuine interest in solving it, e.g. an error in a ticket 

	
	
	
	
	
	
	

	7.
	An excellent public transport perform service right the first time
	
	
	
	
	
	
	

	8.
	An excellent public transport provides its service at the time it promises to do so 

	
	
	
	
	
	
	

	9.
	An excellent public transport insist on error-free service 


	
	
	
	
	
	
	

	.
	RESPONSIVENESS
	1
	2
	3
	4
	5
	6
	7

	10.
	Staff at an excellent public transport tell passengers exactly when services will be performed 

	
	
	
	
	
	
	

	11.
	Staff at an excellent public transport give prompt service to passengers 

	
	
	
	
	
	
	

	12.
	Staff at an excellent public transport always are willing to help passengers
	
	
	
	
	
	
	

	13.
	Staff at an excellent public transport are never too busy to respond

	
	
	
	
	
	
	

	
	ASSURANCE
	1
	2
	3
	4
	5
	6
	7

	14.
	The behavior of staff at an excellent public transport instill confidence in passengers       

	
	
	
	
	
	
	

	15.
	Passengers of excellent public transport feel safe in their transactions

	
	
	
	
	
	
	

	16.
	Staff at an excellent public transport are consistently courteous with passengers                 
	
	
	
	
	
	
	

	17.
	Staff at an excellent public transport know to answer passengers' requests        

	
	
	
	
	
	
	

	
	EMPATHY
	1
	2
	3
	4
	5
	6
	7

	18.
	An excellent public transport gives passengers individualized attention

	
	
	
	
	
	
	

	19.
	An excellent public transport have travel schedule convenient to all of its passengers         
	
	
	
	
	
	
	

	20.
	An excellent public transport have staffs who give its passengers personal attention
	
	
	
	
	
	
	

	21.
	An excellent public transport have the passengers’ best interests at heart
	
	
	
	
	
	
	

	 22.
	The staff of excellent public transport understands the specific needs of their passengers    

	
	
	
	
	
	
	

	
	CUSTOMER SATISFACTION
	
	
	
	
	
	
	

	23
	I am satisfied with public transport services to the extent of recommending to friends and family
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