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Abstract 

Information Technology (IT) services are important support systems for all processes in different kinds of 

businesses; therefore, the quality of IT service is of great concern in different organizations to ensure end-

user satisfaction and achieve pre-set performance goals. Several methods are currently available for 

measuring service quality. However, some methods have shown serious limitations. In this study, we sought 

to define the relationship between service quality of the IT department and user satisfaction in the service 

industry in Jeddah, Saudi Arabia, as perceived by the end users, by using SERVQUAL as the instrument for 

assessment. The results of the study indicate that the factors included in the measurement correlated 

positively with user satisfaction, which confirmed that IT support services provide end-user satisfaction was 

achieved in these industries. 

 

Keywords: user satisfaction, IT service quality, IT success, Delone and McLean model, Saudi Arabia, 

SERVQUAL 
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1. Introduction: 

In recent times, service quality has gained considerable importance with business organizations attaching 

considerable importance to market competition, profit, meeting customer needs and achieving customer 

satisfaction. In general, quality is defined as the extent of success that a product or service achieves in 

meeting the requirements of consumers and catering to their satisfaction (Beverly et al., 2002). 

Over time, the term satisfaction has been defined in various terms in business science literature 

(Giese and Cote, 2002). According to Jahanshahiet al. (2011), satisfaction is a response, emotional or 

cognitive, toward a service or a product, which is elicited by a particular focus, such as expectations and 

product or consumption experience, after the consumption or choice of the product or based on an 

accumulated experience. 

Several publications have highlighted the importance of linking service behaviour with service 

quality, especially in the marketing and management fields (Zeithamlet al., 1996; Hutchinson et al., 2009; 

Heskett and Sasser, 2010; Heskettet al., 2010). Marketing researchers have shown that customer satisfaction 

and service quality are indicators of the competitive advantage for any organization (Ruyter, 1997), which 

highlights the importance of service/product quality; this emphasis on service quality has led to the naming 

of the current business era as the ‘Quality Era’ (Peeler, 1996). 

Several investigators have sought to identify the dimensions of the quality process and quality 

outputs by focussing their studies on service quality (Gronroos, 2000; Harrison, 2000). Zeithamlet al. (1996) 

have listed 10 dimensions of service quality, some of which had strong correlations; consequently, they 

defined the five dimensions of reliability, responsiveness, assurance, empathy and tangibles as the basis for 

developing SERVQUAL, a tool for measuring service quality, which is now considered both lasting and 

reliable (Mosahabet al., 2010; Siddiqi, 2011). 

 The widespread growth of IT departments and services both within and outside organizations and the 

large investments and expenditures made for IT service have led to the increased recognition of the need to 

measure IT service performance (Axson, 1996). 

 Traditional performance measures are mostly financial measures, which have some important 

limitations (McKeen and Smith, 1993). This gave rise to the requirement of alternative measures, which was 

met to some extent by ‘service quality’. Assessing service quality allows for the evaluation of service 

performance in terms of the end-users’ (customers’) perception of IT services within a given organization, 

thereby becoming important for the management control of IT departments. 

In this study, we sought to assess the correlations between service quality provided by the technical 

support staff and user satisfaction in the service industry sector of Jeddah, Saudi Arabia. 

 

2. Research Problem: 

With the rapid globalization and intensely competitive environment, quality is an important concern 

for all services and products provided by organizations and the need for assessing quality from the 

perspective of the consumers is being increasingly recognized. For services provided within an organization, 

such as IT services, the end users within the organization would themselves be the consumers. This study 

aims to assess the quality of IT services as perceived by the users of the services in the service industry 

sector in Saudi Arabia.  

Therefore, this study seeks to answer the question: Does the quality of service provided by the IT 

department meet the satisfaction of the users, as rated by the users themselves and to what extent? 

Research objectives: 
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• To determine the factors influencing the quality of service provided by technical support staff in the 

service industry at Jeddah. 

• To examine the correlation between service quality of technical support team and user satisfaction, 

as perceived by the users, in the service industry sector in Jeddah and to evaluate the benefits of this 

relationship. 

• To assess the effectiveness of the SERVQUAL instrument, as a measure of users’ satisfaction, in 

assessing the quality of service provided by the technical staff at a representative sample of 

organizations of the service industry in Jeddah. 

 

3. Background of the Study: 

Kang and James (2004) point out that service quality is one of the most common topics studied in the field 

of service marketing. In particular, the measurement of service quality has attracted a lot of attention in the 

research of service marketing. The SERVQUAL instrument has been frequently investigated in attempts to 

expand on its structure and conceptualization and is being widely used in the service industry. However, 

service quality is considered to be a multi-faceted concept that is influenced by a several factors. Since the 

SERVQUAL instrument focuses primarily in the delivery of the service, it is sometimes criticised for its 

compartmentalized approach. Assessment of service quality for allows the planning of business strategies to 

ensure customer satisfaction, which in turn helps an organization meet the requirements of a competitive 

environment. This is especially true in the case of the service industry, where quality is particularly 

important for the growth and development of the organization. The increasing contributions of the service 

industries to a country’s economy has further underlined the importance of ensuring high service quality 

(Rahamanet al., 2011). Technological advances in the communications and IT industries have transformed 

the user interface, thereby drastically transforming the delivery of services and information. 

 

3.1 Service quality concept 

Service quality is primarily a reflection of the users’ (customers’) satisfaction, whereby it is associated with 

the expectations and perceptions of customers. Service quality is adjudged by the comparisons between the 

expectations of customers about the services to be provided and their perceptions about the services actually 

provided by an enterprise. Thus, if the expectations exceed the perceptions about the services, then the 

quality of services will be considered poor; if the perceived service behaviour exceeds the expectation, then 

the quality of service would be considered exceptional and if the perceptions meet the expectations, then the 

services will be considered good (Kabir and Carlsson, 2010). 

The current era in business is called the ‘Quality Era’ because the high importance attached to the 

perceived quality of products. Service quality in terms of output dimensions is defined by the mental picture 

of the organization, the quality of service provided and technical quality (Mosahabet al., 2010). Service 

quality is primarily assessed from the point of view of customers because it mostly depends on their 

perceptions; in fact, it is possible to alter service quality depending on whether the customer’s expectations 

are met, not met or exceeded. Therefore, service quality is an important aspect to be taken into consideration 

while designing a service product, since the perceived quality influences the demand for the product and the 

customer profile. Assessment of service quality provides important guidelines for planning future 

endeavours to strengthen the market position of an organization. Although a given level of service quality is 

attained and defined by the service providers themselves, the quality of a product is perceived by the 

customer via the process of service delivery (Gruboret al., 2009: p. 274). A high service quality is 

considered to reflect superiority of an organization over its competitors.  
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Service quality encompasses five functional dimensions: empathy, assurance, responsiveness, 

reliability and tangibility. Accordingly, the SERVQUAL scale evaluates service quality on the basis of these 

domains. 

 

3.2 The importance of service quality 

Services quality has shown the clear relationship between customer satisfaction, profitability, cost, 

behavioural intention, positive word-of-mouth and customer retention (Cronin, 2000). However, service 

quality is a concept that is difficult to quantify or measure, which makes it difficult for consumers to clearly 

defining the requirements for a satisfactory interaction (Verma, 2004). Loyalty of customers to a service is 

known to be influenced by service quality and customer satisfaction is reported to play a mediating role in 

this relationship (Caruana, 2002). Service quality and customer satisfaction have been shown to be Service 

quality and customer satisfaction have been shown to be independent but closely linked factors, with an 

increase in one of them causing an increase in the other (Sureshchandaret al, 2002).  

Service quality is now a major concern for organization because it markedly influences international 

competition and contributes considerably to the strengthening of the relationship between organizations and 

customers. In-depth understanding of the advantages and the characteristics of service quality in institutions 

predicts their presence and success in the competitive environment. Thus, service quality is an integrated 

evaluation of the services provided to the customers who have a range of different demands regarding the 

quality of service. This high importance of service quality makes it necessary for institutions to choose 

creative employees with distinct abilities and qualifications (Mohammad and Alhamadani, 2011). 

 

3.3 IT success and service quality 

Formerly, IT departments were considered only a minor support system for other departments, such as the 

customer service department and finance and sales department. However, with the greater incorporation of 

IT in the functioning of an organization, the value of the services provided by this department has grown 

exponentially. Accordingly, the need to justify the expenditure on IT services and the importance of the 

services provided by IT departments have been widely recognized. Previously, only conventional measures, 

typically financial, were considered for the performance assessment of the IT departments; these measures 

are limited in providing a proper assessment of IT services (McKeenetal., 1993). 

In fact, research in IT services has revealed that certain performance measures of IT, for instance, 

excessive systems usage, assistance in decision-making processes through the timeliness of information, 

increased revenue, cost saving, increased user satisfaction and superior user skills do not necessarily warrant 

merely IT investments. In the light of the long-term challenges faced by institutions for the performance 

assessment of the IT department, service quality is increasingly being recognised as an appropriate option 

(Kang and Bradley, 1999). Service quality provided by IT departments can be evaluated to assess the 

performance of IT department because the quality of their service can be assessed on the basis of the 

perceptions of the users from other departments within the organization. Therefore, it is necessary to 

develop parameters for evaluating intangible aspects of IT systems and service quality. 

With the growth in the IT sector, IT is now being used as a medium for customer service and 

satisfaction. User satisfaction is the level of satisfaction experienced by the individuals during operations. 

Several systems have been developed for the measurement of service quality. SERVQUAL instrument is 

frequently used tool to conduct surveys of customer satisfaction (Batista and Medeiros, 2014; Amjeriya and 

Malviya, 2012). SERVQUAL allowed for the substitution of the values of expectations with significant 

values. However, , it was later discovered that the values of expectations and significant values differ and 
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that they are not equivalent. Consequently, the values of expectations do not replace the significant values 

(Paiet al., 2014). 

Literature includes several definitions and measures for the evaluation of IT performance. As stated 

by DeLone and McLean (2003), there are nearly as many measures as there are studies; therefore, no 

ultimate definition of IT success has been yet defined. 

In 1992 DeLone and McLean, conducted a comprehensive review of IS success literature and 

proposed a model for the measurement of the success of information systems. This model defined six 

interrelated dimensions of IS success that have been proven to be robust indicators of the success of 

information systems: system quality, information quality, use, user satisfaction, individual impact and 

organizational impact. In 2003, the reconfirmed the robustness of their model and modified their own model 

with minor changes. They updated model dimension includes systems quality, information quality, service 

quality, use, user satisfaction and net benefits, as shown in Figure 1. 

  

   

 

Figure 1. The updated DeLone and McLean’s 2003 Model. 

 

Many empirical studies have been published in support of the updated DeLone and McLean model, 

indicating the important implications of employing this model in research and practice. Further, it has 

encouraged governmental and private authorities to include the measures of information quality, system 

quality, service quality, system use, user satisfaction and perceived net benefit in their evaluations of the 

success of information systems within the institution. 

 

3.4 Factors that affect customer satisfaction 

Customer satisfaction is defined as the achievement of the requirements for which a service or goods 

delivery was completed; it is manifested variably across the different industries. Thus, approaches to 

customer satisfaction differ for products and services. Several attempts have been made over time to 

understand service quality, product quality and customer satisfaction, both in terms of comfort and utility 

(i.e. meeting the requirements for which a product was bought or a service sought). However, the main 

source of satisfaction remains to be clearly defined (Center for the Study of Social Policy, 2007). 

Many factors influence the satisfaction of customers, which can be broadly classified into three 

areas. First, are the basic factors; these include the minimum requirements that are essential for a product or 

service. Meeting these requirements does not essentially guarantee the satisfaction of customers, whereas 

not meeting them leads to dissatisfaction. Such factors strongly contribute towards achieving the major 

demands for the product or service, and represent the fundamental attributes of the service or product. The 

second category includes performance factors, which ensure satisfaction if fulfilled, but do not lead to 

satisfaction if unfulfilled. These factors are friendliness and reliability. Third are the excitement factors; 
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these are requirements that further ensure customer satisfaction if they are fulfilled; however, they do not 

cause dissatisfaction if they are not met (Daniel and Berinyuy, 2010). 

 

3.5 The relationship between service quality and customer satisfaction 

Customer satisfaction is a construct with multiple dimensions, similar to the service quality, and therefore, 

both constructs should operate on similar grounds in order to ensure that customer satisfaction is achieved. 

Customer satisfaction is known to be achieved when the perceived quality of service is elevated. Thus, 

customer satisfaction depends on the level of quality of service provided (Mohammad and Alhamadani, 

2011). A study examining the relationship between the perceived service quality and the satisfaction of 

customers in the context of telecommunications (mobile services) revealed that the quality and reliability of 

network are the major factors in assessing the overall quality of services; however, the study also showed 

that assurance, empathy and tangibles also influence the perceived quality of services and customer 

satisfaction (Negi, 2009). 

Customer satisfaction is evaluated by the user on the basis of his/her experience during a specific 

service encounter. Service quality is the determinant of customer satisfaction because it is a reflection of the 

actions of service providers within an organization. Further, customer satisfaction is a specific parameter 

that is determined as the dissimilarity between the perceived services and the expected services; this is in 

contrast to attitudes, which are less situation-oriented and more enduring. Customer satisfaction would 

follow the trends of the quality of services, irrespective of whether the satisfaction was transaction-specific 

or cumulative (Ostrom and Grayson, 2001). Several researchers have shown particular interest in the 

definition and measurement of service quality and customer satisfaction (Agbor, 2011). Service quality and 

customer satisfaction have certain things in common. However, customer satisfaction is a wider concept, 

while the service quality concentrates particularly on the dimensions of the particular service. Although 

multiple factors, such as product quality and price, can influence customer satisfaction, the perceived quality 

of services is a major component of customer satisfaction. The following figure lists these factors: 

 

 
Figure 2. Customer perceptions of quality service and customer satisfaction (Agbor, 2011: p. 11). 
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3.6 The dimensions of quality 

Several studies have been conducted to identify the major attributes and dimensions applicable for the 

evaluation of the quality of services from the customer’s perspective. In fact, 10 dimensions of service 

quality have been recognized so far: tangibles, knowing or understanding the customer, security, credibility, 

communication, courtesy, access, competence, responsiveness and reliability. These dimensions are 

categorized into five generic dimensions of SERVQUAL: responsiveness, empathy, tangibles, assurance and 

reliability (Al Bassam, 2013: p. 31). Tangibility refers to the communication and availability of personnel, 

materials, equipment and appearance of physical facilities. Reliability pertains to the provision of the 

promised service accurately and dependably. Responsiveness is evaluated as the willingness of the staff to 

provide services and aid customers. The domain assurance assess the courtesy and knowledge of employees 

along with their ability to inspire confidence and trust. Empathy refers to the caring attitude and paying 

attention to the approaching customer (Kang, 1999). 

 

3.7 IT and service quality in Saudi Arabia 

IT services provide assistance that allows for the generation, management and optimal application of 

information technology in an organization towards technical and business purposes. IT systems have 

evolved through several phases. In the 1960s, the processing of data was a back room occupation, with 

minimal interaction with customers. The main aim at that time was to maintain and develop an extremely 

dependable transaction-based system. Subsequently, in the 1970s, the IT took upon the role of a decision-

support technology and for distributive computing. This phase demanded greater level of participation and 

interaction of the IT department with the end-users. Since the level of dependence on IT systems differ 

among organizations, it is essential to measure the quality of services in these institutions (Al-Hudhaif, 

2010). In Saudi Arabia, meeting the requirements of the customer is fairly recent concept in business 

strategy. Therefore, the requirements, behaviour and desires of the customers are being increasingly 

investigated. Customer behaviour models shown that the behaviour of customers governs the process of 

decision making among individuals. Consumer behaviour is an important measure for investigating their 

requirements in order to facilitate the application of these data towards the designing of desirable and high-

quality services and products (Al Bassam, 2013). 

 

4. Research Methodology: 

4.1 Research approach 

The research was designed as an analysis of the data collected from self-administered SERVQUAL and 

customer satisfaction survey questionnaire distributed to the non-IT staff members of various organizations 

of Jeddah, Saudi Arabia, in the service industries. The organizations included those belonging to banks and 

financial services, energy and water services and telecommunication and IT services. 

In this section, the research questions are defined, following by the stating of the hypotheses. The 

subsequent section discusses data collection. Finally, the validity and reliability of the data were tested. 

The study is essentially a descriptive analytical study, where a questionnaire was used as the data 

collection instrument; the questionnaire was first prepared and tested for reliability and credibility, before its 

distribution among the individuals of the aforementioned service companies in Jeddah. 

 

4.2 Research questions 

This study seeks to answer the following questions that were formulated on the basis of the literature review: 

• What are the attributes of service quality that influence user satisfaction in the service industry sector 

in Jeddah? 

• How does the tested model contribute to the service industry sector in Jeddah? 
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Service Quality 

Attributes: 

Tangibles 

Responsiveness 

Reliability 

Assurance 

Empathy 

User 

Satisfaction 

4.3 Research model and hypotheses 

The following diagram describes the research model and enlists the variables tested in this study. 

 

 

 

  

 

  
 

 

 

 

Figure 3: Research Model. 

 

Hypotheses of the research 

Service quality and user satisfaction are considered distinct, but closely related, concepts that show a 

positive relationship (Suh and Pedersen, 2010; Berndt et al., 2010; Saha and Theingi, 2009; Rod et al., 

2009; Al-Hawari, 2008; Hsu, 2008; Eakuru and Mat, 2008; Beerli et al., 2004).  

Accordingly, this study seeks to test the following hypotheses: 

Ha0 – Tangibles and user satisfaction in the service industry sector in Jeddah are positively correlated. 

Ha1 –Tangibles and user satisfaction in the service industry sector in Jeddah are not correlated. 

Hb0 – Reliability shows a positive correlation with user satisfaction in the service industry sector in Jeddah. 

Hb1 – Reliability is not correlated with user satisfaction in the service industry sector in Jeddah. 

Hc0 – Responsiveness correlates positively with user satisfaction in the service industry sector in Jeddah. 

Hc1 – Responsiveness shows no correlation with user satisfaction in the service industry sector in Jeddah. 

Hd0 – Assurance and user satisfaction in the service industry sector in Jeddah are correlated positively. 

Hd1 – Assurance and user satisfaction in the service industry sector in Jeddah are not correlated. 

He0 – There is a positive correlation between empathy and user satisfaction in the service industry sector in 

Jeddah. 

He1 – There is no correlation between empathy and user satisfaction in the service industry sector in Jeddah. 

H0 – There exists a positive correlation between service quality of technical support employees and user 

satisfaction, as perceived by the users, in the service industry sector in Jeddah. 

H1 – There is no correlation between service quality of technical support employees and user satisfaction, as 

perceived by the users, in the service industry sector in Jeddah. 

 

4.4 Operationalization of variables 

Operationalization of variables was performed as follows: 

Customer satisfaction was assessed using a multi-item scale that has been adapted from Al Bassam (2013). 

The attributes of service quality assessed in the SERVQUAL model are tangibility, reliability, 

responsiveness, assurance and empathy (Parasuramanet al., 1988). The scale includes 22 pairs of Likert-

type items, with each item remodelled into two statements. While 11 pairs were intended to measure 

expectations of the customers about their organization within the service categories being investigated, the 

remaining sought to assess the perceptions of customers about the organization whose service quality is 

being assessed. These items are presented in a 5-point response format ranging from ‘strongly agree’ to 

‘strongly disagree’. 
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Thereafter, service quality is measured by calculating the difference between customers’ perception 

and expectation of service along the five dimensions of service, with the assumption that customers expect 

excellent quality of services. Following are the five distinct but correlated dimensions of service: 

‘Tangibility – appearance of physical facilities, equipment, personnel and communication materials; 

Reliability – ability to perform the promised service dependably and accurately; 

Responsiveness – willingness to assist the users and provide prompt service; 

Assurance – knowledge and courtesy of the interacting employees and their ability to inspire trust and 

confidence; and 

Empathy – caring attitude of the service providers towards the end-users. 

(Kang and Bradley, 1999: p. 464). 

 

4.5 Study sample and population 

In this study, the target population was the non-IT staff members of various organizations in the service 

section at Jeddah. These organizations could be broadly classified as banks and financial services, energy 

services, water services and telecommunication and IT services. 

In all, 10 companies were chosen from different service categories on the basis of random sampling; 

however, only four companies participated in this research. Seventy-five employees not belonging to the IT 

Department were randomly chosen from each of these companies. 

 

5. Data Collection 

At each company we approached, we contacted the public relations manager or the human resource 

manager, who was explained the nature of the survey. The company’s approval to participate in this survey 

was obtained via an email with a covering letter from the manager of the department requesting cooperation 

in providing the required information and a link to the electronic questionnaire (Arabic and English). The 

average time required for the completion of the questionnaire was 10–15 min. In all, 300 questionnaires 

were distributed, and responses were obtained for 178 of them, yielding a response rate of 59%. 

 

5.1 General demographic information 

The questions in the general demographic information component pertained to the age, education level and 

work experience of the respondent. 

5.1.1 Age (see Table 1 in appendices) 

5.1.2 Education level(see Table 2 in appendices) 

 5.1.3    Work Experience (see Table 3 in appendices) 

 

6. Results and Discussion 

The data were analyzed using various statistical tests, as appropriate, by using the software SPSS version 

16.0. 

Once the data were collected, they were coded for different levels of measurement. The coded data 

were then entered into the computer system as a data matrix, where each column characterized an item and 

each row characterized a case. Tests of reliability and validity of the main survey data were then performed. 

 

6.1 Measurement of reliability (see Table 4 in appendices) 

6.1.1 Cronbach’s alpha reliability coefficient 

Cronbach’s alpha (α) coefficient was used as an indicator of the reliability of the measurement scale. Table 

4 shows the reliability scale for the dimensions considered and the values of the reliability coefficient for the 
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various dimensions. The values for all dimensions were high (more than 0.70), indicating high reliability of 

the scale. 

 

6.1.2 Internal consistency 

SPSS program was used to test the null hypothesis by calculating Pearson’s correlation coefficient. (see 

Table 5 in appendices) 

First, the level of service quality was evaluated by the SERVPERF scale, which has 22 items divided 

into five dimensions of tangible (4 items), reliability (5 items), responsiveness (4 items), assurance (4 items) 

and empathy (5 items) graded from one to five, with one meaning ‘worst’ and 5 meaning ‘best’. The mean 

scores for overall service quality level, as determined by this scale was 3.26 out of 5 (see appendices Table 

6). 

 

• What are the specific service quality attributes that influence user satisfaction in the service industry 

sector in Jeddah? 

Arguing that most IT services are provided at the customer’s own setting and that it would be unusual for 

customers to actually visit the IT department with their concerns or for customers to pay any attention to the 

visual appeal of the department, Kettingeret al. (1997) eliminated the tangibility dimension and developed a 

modified version of SEVQUAL with 13, instead of the original 22 questions. (see tables 7.8.9.10 and 11 in 

Appendices) 

We accept Ha0 – There is a positive correlation between tangibles and user satisfaction in the service 

industry in Jeddah. 

We accept Hb0 – Reliability and user satisfaction show a positive correlation in the service industry in 

Jeddah. 

We accept Hc0 – Responsiveness is positively correlated with user satisfaction in the service industry in 

Jeddah. 

We accept Hd0 – There exists a positive correlation between assurance and user satisfaction in the service 

industry in Jeddah. 

We accept He0 – Empathy and user satisfaction are positively correlated in the service industry in Jeddah. 

We accept H0 – Service quality of technical support staff shows a positive correlation with user satisfaction 

as perceived by the users in the service industry sector in Jeddah. 

Thus, from this study and literature review, we conclude that user satisfaction, as perceived by the end-user 

of IT support services, is correlated with reliability, responsiveness, empathy and assurance provided by the 

technical staff, indicating that user satisfaction is clearly linked with service quality in the IT service 

industry of Jeddah, Saudi Arabia.  
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Appendices: 

 

Table 1: Age of the Respondents 

Age group (years) 

Under 25 

25 – 34 

35 – 44 

45 – 54 

Above 54 

Total  

  

Table 2: Educational Level of the Resp  

Education level 

High School 

Diploma 

Bachelor 

Master 

  

0

10

20

30

40

50

60

Under 25 25 – 34 years 35 –

0

10

20

30

40

50

60

High School Diploma

and Social Science                      Vol. 4 No. 1         

Percent  Frequency 

1.1 2 

57.3 102 

29.2 52 

10.1 18 

2.2 4 

100  178 

espondents

Percent  Frequency 

9.0 16 

10.1 18 

56.2 100 

24.7 44 

100  178 Total  

– 44 years 45 – 54 years Above 54 years

Bachelor Master

              January, 2016
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Table 3: Work Experience of the Resp  

Work Experience (years) 

Less than 5 

5 – 9 

10 – 14 

15 – 19 

20 – 24 

More than 24 

Total  

  
 

 

Table 4: Measures of Reliability. 

 

 

 

 

0

5

10

15

20

25

30

35

Less than  5 

years

5 – 9  years 10 – 14 

years

Dimension  

Tangibles  

Reliability  

Responsiveness  

Assurance  

Empathy  

Service Quality 

Customer Satisfaction 

and Social Science                 ISSN: 2307-924X     

spondents.

Percent  Frequency 

16.9 30 

30.3 54 

20.2 36 

20.2 36 

3.4 6 

9.0 16 

100  178 

14 15 – 19 

years

20 – 24 

years

More than  

24  years

TypCronbach’s 

Alpha  

Number of 

Statements  

High 

Reliability 

0.902 4 

Hig

Reliabilit

0.873 5 

Hig

Reliabilit

0.907 4 

Hig

Reliabilit

0.921 4 

Hig

Reliabilit

0.888 5 

Hig

Reliabilit
0.966 22 

Hig

Reliabilit
0.891 3 
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Table 5: Internal consistency for service quality 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

** * **significant at 0.01 

 

6.1.2.2 Internal consistency for customer satisfaction 

Correlation  Item  Correlation  Item  Correlation Item  

0.775** 3 0.808** 2 0.955** 1 

**Significant at 0.01  

 

Table6: The Mean Score for Overall Quality. 

Dimension Mean  
Standard 

Deviation 
Ranking  

Assurance  3.54 0.889 1 

Empathy  3.38 0.866 2  

Reliability  3.18 0.907 3 

Responsiveness  3.14 0.874 4 

Tangibles  3.07 0.886 5  

Service Quality 3.26 0.805  

 

 

 

 

 

 

 

 

Responsiveness 

Dimension  
Reliability Dimension  Tangibles Dimension  

Correlation  Item  Correlation  Item Correlation  Item  

0.885** 1 0.869** 1 0.455** 1 

0.776** 2 0.866** 2 0.494**  2 

0.813** 3 0.842** 3 0.689** 3 

0.652** 4 0.871** 4 0.720** 4 

 0.794** 5  

  Empathy Dimension  Assurance Dimension  

Correlation  Item  Correlation  Item  

0.859** 1 0.839** 1 

0.843** 2 0.804** 2 

0.881** 3 0.756** 3 

0.867** 4 0.804** 4 

0.822** 5  
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Table 7: Tangibles 

  

Statement  Mean  
Standard 

Deviation 
Ranking  

The appearance of the physical facilities of 

technical support is in keeping with the 

kind of services provided 
3.12 1.082 1 

Technical support’s physical facilities are 

visually appealing 
3.08 1.086 2 

Technical support’s employees are well 

dressed and neat in appearance 3.07 1.123 3 

Technical support has up-to-date hardware 

and software 
3.01 1.150 4 

Tangibles Dimension 3.07 0.886  

 

 

Table 8: Reliability 

  

Statement  Mean  
Standard 

Deviation 
Ranking  

When users have a problem, technical 

support shows a sincere interest in solving it 3.30 1.139 1 

Technical support is dependable 3.28 1.052 2 

Technical support insists on error-free 

records 
3.28 .997 3 

When technical support promises to do 

something by a certain time, it does so 3.07 1.172 4 

Technical support provides its services at 

the times it promises to do so 2.94 1.088 5 

Reliability Dimension 3.18 0.907  
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Table 9:Responsiveness  

  

Statement  Mean  
Standard 

Deviation 
Ranking  

Technical support employees are always 

willing to help users 
3.52 1.021 1 

Technical support employees give prompt 

service to users 
3.12 1.072 2 

Technical support employees are never be 

too busy to respond to users’ requests 3.10 .986 3 

Technical support tell users exactly when 

services will be performed 
2.81 1.051 4 

Responsiveness Dimension 3.14 0.874  

 

Table 10: Assurance 

Statement  Mean  
Standard 

Deviation 
Ranking  

Technical support employees are 

consistently courteous with users 
3.82 1.004 1 

Users will feel safe in their transactions 

with technical support employees 3.52 .987 2 

The behaviour of technical support 

employees instills confidence in users 3.47 1.032 3 

Technical support employees have the 

knowledge to do their job well 
3.36 1.076 4 

Assurance Dimension 3.54 0.889  

 

Table 11: Empathy 

Statement  Mean  
Standard 

Deviation 
Ranking  

Technical support has operating hours 

convenient to all its users 
3.57 1.154 1 

Technical support gives users individual 

attention 
3.47 .987 2 

Technical support has employees who give 

users personal attention 
3.38 1.003 3 

Technical support has the users' best 

interests at heart 
3.31 1.037 4 

Employees of technical support understand 

the specific needs of its users 
3.16 1.093 5 

Empathy Dimension 3.38 0.866  
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Hypotheses of the research: 

 

 

 

 

 

 

**Significant at 0.01  
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