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Integrative Summary

The aim of this research is to evaluate the le¥eleovice quality provided by Eskom to its
Large Power User (LPU) customer segment in theeBasCape. The research uses the
SERVQUAL model in order to assess the customerpeetations and perceptions of the

service provided by Eskom.

This evaluation report comprises three sectionsti@e one consists of (a) a review of
service quality literature that exists and is aggblio Eskom where relevant, (b) a summary of
the method used to conduct the research, (c) geareh findings, and (d) a discussion of the
research findings and recommendations. Sectiorcbmsists of a review of the key concepts
identified for this study as follows: (a) definimgistomer service quality by looking at the
concepts of the customer, service, quality anddiheensions of quality, (b) the importance
of service quality, (c) the components of servicaldy in Eskom, (d) models of service
quality, and (e) the SERVQUAL model used in thisdst Section three consists of the detail
of the research methodology used to conduct thidyst

The Gap Model of Service Quality (Parasuraman et18185:44) is evaluated in order to

understand the gaps between expected and percaveide. The provider gap (Zeithaml et

al., 2006: 34) is also reviewed in order to idgntife gaps that occur within the organisation.
An extensive review of customer service quality eleds undertaken before a discussion of
the SERVQUAL model, which was used in this evalrastudy, is provided.

The researcher adopted the critical realism rebeperadigm and quantitative data was
collected from a sample of 120 Eskom customersiwithe LPU customer segment in the
Eastern Cape. These customers were randomly seél&om the Eskom Customer Care and
Billing database and comprised customers from Ebrabeth, Aliwal North, Mthatha and
East London Areas within the Eastern Cape. The d@ata collected online through a
guestionnaire which was based on SERVQUAL and neatlifor electricity services. The
quantitative data obtained from the study is pressem the form of tables and graphs created

from the data obtained from the 45 customers whpaeded to the questionnaire.

The gaps between LPU customer perceptions and &xjpes were calculated for the five
SERVQUAL dimensions. The research identifies thistang gaps in the service delivered by

Eskom; this is based on the perceptions and expmtsaof the LPU customers in the Eastern
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Cape, who participated in the study. The resulteakthat gaps exist between LPU customer
perceptions and their expectations of the serviogiged by Eskom in the Eastern Cape. The
key findings reveal that the largest gaps are withe reliability and empathy dimensions

and the smallest gap is in the tangibles dimension.

The recommendations were made on the basis ofahe which were identified and these
focus on the training of the front line staff respible for servicing customers. It is
recommended that this training should include agradew of the organisation’s policies and
procedures to enable employees to respond adegudi®l customer queries.
Recommendation is also made on training staff teract with customers effectively in order
to resolve customer queries satisfactorily. Finatljs recommended that regular assessments
of the existing customer service quality levels ewaducted in order for the organisation to

remain aware of the current customer perceptiodsapectations.
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1.0 SECTION 1: EVALUATION REPORT

1.1 ABSTRACT

Large Power Users (LPU) in the Eastern Cape aa vibt only because they generate more
revenue for Eskom than residential customers, laat laecause they often complain about
various aspects of service delivery. As such gtlean incessant necessity to understand the
nature of their expectations of service from Eskavhich this customer segment upholds.
This understanding is especially important for Eska South Africa so that it can focus its
customer service efforts in a cost-effective manriris quantitative study was conducted in
Eskom in the Eastern Cape Province with the airanaflysing the factors that contribute to
the customer service expectations and perceptibtiseedLPU customers in the province, to

ultimately provide recommendations for improvements

A sample of 120 LPU customers throughout the EasBape was randomly selected from
Eskom’s billing database and emails were sent ¢éodistomers containing a link to the

online guestionnaire which was based on the SERVRQWdel.

Data was analysed by calculating the mean scoresdoh of the items, the standard
deviation, a paired samples t-test, and the stdndeor mean to estimate how close the
sample is to the population. Cronbach’s Alpha wsed to determine internal consistency in

order to determine the reliability.

The key findings of the study indicate that a digant gap exists between the expectations
of LPU customers in the Eastern Cape and theirgptians of the service delivered to them

by Eskom. In particular, the largest gaps exishiwithe reliability and empathy dimensions

of the SERVQUAL model.

This study adds value to the Eskom customer sestafé responsible for the coaching and
mentoring of front line staff and formulating stafdining modules. The study does this by
providing the Eskom service ratings according @ tPU customers in the Eastern Cape,
based on the five SERVQUAL dimensions.
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Recommendations are made on how Eskom can clogapseidentified within all of the five

SERVQUAL dimensions, particularly in those dimemsiavere the gaps are highest.

1.2 INTRODUCTION

Eskom, the electricity provider in South Africa,feced with electricity generation supply
constraints. This is as a result of the combinatibthe growing demands for electricity in
South Africa, and Eskom’s aged generation infrastme (Khatri, 2010:113). The average
age of Eskom’s power stations is 30 years, andif¢span of a coal-fired power station is 40
years (Mantshantsha, 2012). Many South Africantnedall the rolling electricity blackouts
which occurred early in 2008 as a result of gemamatapacity constraints caused by coal
shortages, amongst other things (Joffe, 2013:38g [bad shedding by Eskom in 2008
brought mining and industry to a halt and affedtesl daily operations of businesses around
the country. Notably, most mines are big and ifelb the category of Large Power Users
(LPU) (Maoto, 2013).

Electricity supply service will remain constrainextil the completion of Medupi and Kusile,
Eskom’s large new power stations. The completibrthe first unit of Medupi has been
delayed until the second half of 2014 (Creamer,32D1 and the completion of Kusile has
now been scheduled for December 2014. Eskom cilyrgaherates approximately 43 000
megawatts of electricity per year in order to mibet demand for electricity supply, out of
this, 34 000 megawatts are used. The remaining09r@egawatts are taken up by power
outages and maintenance (Weavind, 2013). Once letadp the two power stations will
provide a total of 12 generating units and will a&d800 megawatts each into the electricity
grid. The projected cost for both power stationsR240 billion (Mantshantsha and
Manamela, 2013:1). In light of this situation, adi@estatement was issued on 10 September
2013 by Eskom’s Chief Executive, Mr Brian Damesnamcing that Eskom recently
adopted a five-year plan aimed at ensuring theaswgile generation of electricity supply
(Eskom Media Desk 2013:2). Whilst these constraontglectricity generation are a reality it
is fundamental that “the electricity system of th#ure needs to deliver high levels of
customer service through providing reliable, acbéssand flexible means to meet the

changing demands from our customers” (Khatri, 2018).
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It is noteworthy that Eskom in South Africa alsada the challenge of high levels of theft of
equipment and electricity by members of the publiteft of electricity can cause exposure
to life-threatening and dangerous situations foopbe and animals, and contributes to
frequent power outages (Operation Khanyisa, 20184bye importantly, theft increases the
cost of providing electricity to customers as replaent and maintenance costs are passed on
to end-users (Eskom Integrated Annual Report, 2011t is also highlighted that theft
contributes to interruptions of electricity supslgrvices to customers, causing interruptions
to customers’ business operations which translatesboth monetary and non-monetary loss
in the form of revenue from customers and proditgtias a result of “downtime”. The
government has estimated that electricity theftsc8®uth Africa approximately R4.4 billion
per year and consequently affects the servicectistbmers expect from Eskom. Generally,
theft of electricity occurs through illegal conneat, tampering and/or bypassing of meters
and the selling of illegal prepaid electricity tolse(Operation Khanyisa, 2013:1).

In addition to the problem of theft, Eskom is alaoed with the effects of a rejection in 2012
by the National Energy Regulator of South AfriccEREA) for a 16% price increase as part
of the third Multi Year Price Determination (MYPD3yhich was to be implemented from 1
April 2013. This price increase was declined byR#A and instead an increase of an
average of 8% was approved (Eskom, 2013a:4). @erisg that the initial application to
NERSA included the recovery of input costs sucha, maintenance and human resources,
together with the cost of servicing Eskom’s debtionhwas raised to finance the new
infrastructure (Eskom Media Statement, 2013); ib ¢ argued that this, among other
factors, has the potential to affect the provisainquality customer service provided by

Eskom in South Africa.

Parasuraman, Berry and Ziethaml (1991:39) argueuthderstanding customer expectations
is a prerequisite for delivering superior custorservice because customers compare their
perceptions with expectations when judging a firngsrvice. Thus the gap between
customers’ expectations and perceptions of elégtistipply service is important in order to
understand service quality, not from the provideparspective, but rather that of the

customer.

The areas within the Eastern Cape included in ting¢yscomprise the four Eskom customer

service areas in the province: Mthatha, Aliwal NoiEast London and Port Elizabeth. LPUs
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are focused on in this quantitative study becahsy taiccount for over 72% of the total
revenue in the Eastern Cape, despite comprisirggyasmall percentage of the customer base

(less than 10%) within the province.

It is instructive to note that previous service lgyastudies conducted on Eskom in South
Africa focused on the prepaid customer segment onlgn the entire customer base. For
example a quantitative study conducted by MyoR@96 focused on the quality of customer
service within the prepaid residential segmenthm Eastern Cape (Myoli, 2006). Another
quantitative study was conducted by MacColl in 20@4ich focused on the performance
analysis of service quality, as a strategic tool Eskom management in the Eastern Cape
(MacColl, 2004). Notably, both of these quantitatstudies made use of the SERVQUAL

model which was adapted for the electricity indystr

While it is noteworthy that past studies on EskamSouth Africa have also used the
SERVQUAL instrument, the current study is distimeti Firstly, this study differs from
previous studies conducted on Eskom as it focusesumique segment of customers who are
termed Large Power Users (LPUs) within Eskom intBdfrica, whereas previous studies
on Eskom have mainly focused on the residentiaboosr segment. Thus this study seeks to
fill the void of missing perspectives of LPUs withieskom, regarding their understanding of
service expectation and perception. This is VitalEskom to use in prioritising, targeting
and focusing their customer service quality pransin order to satisfy these customers by

focusing on what matters most to them.

Cognisant that the SERVQUAL model has been veryulaodor studies on service quality
on Eskom in South Africa, it is necessary to pomi that this is not the only model available
for studying service quality: there are many modetesearcher may use to conduct customer
service quality research. For example, &no Model is a useful tool for classifying
product attributes based on how they are percdiyecustomers and what their effect is on
customer satisfaction (Xu et al., 2007 cited ini€beal., 2010:1191).

In this model, Kano distinguishes between five byalttributes as follows:

1. Attractive quality attributes, which relate to those attributes which give the
customer satisfaction if they are present, but wit lead to dissatisfaction if the

attribute is not present.
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2. One dimensional quality attributesare those attributes which are positively related
to customer satisfaction, i.e. the better the iowi of this attribute in the service, the
greater the degree of satisfaction for the customer

3. Must be quality attributes relates to those attributes which will lead to
dissatisfaction for the customer if they are natsgnt in the service, although the
presence of this attribute does not have a sigmficcontribution to customer
satisfaction.

4. Indifferent quality attributes are those attributes whose presence does not nesul
any satisfaction or dissatisfaction to customers

5. Reverse quality attributesare those which result in customer dissatisfadfidhey
are present in the service. The absence of thibw# in the service will result in

customer satisfaction (Sauerwein et al., 1996:314).

Critics of the Kano model assert that in practlee model may not necessarily yield accurate
results as one might be faced with a situation ehaw quality attribute is found to be

attractive or characterised meaningfully by oneatision (Chen et al., 2010:1190). Chen et
al. (2010:1190) assert that a situation like thigynarise due to an improperly designed
guestionnaire where questionnaire items may be guobs and unclear, or as a result of

poorly designed product attributes.

Another model that may be used to understand gualitvhat Gronroos (1984:151) termed
the Technical-Functional Quality Model.  This model assists firms to understand
customers’ perceptions of quality and the way senquality is influenced. According to
this model, managing perceived service quality iegpkhat the organisation has to match
expected service and perceived service in ordeensure that customers are satisfied.
Gronroos (1984:151) identified three componentsseifvice quality, viz. (1) Technical
quality, (2) Functional quality and (3) Image (Sethal., 2005:916). Using the Technical
Functional Quality model in comparison to the SERYAR model, Lassar et al. (2000:263)
conducted a study on international private bankingtomers from the United States of
America and South America. The study concluded tha private banking industry
represents both a high contact and a high levelicgersituation and that the Technical
Functional Quality model is better suited to prédigstomer satisfaction when customers are

actively or very interested in service delivery gkar et al., 2000:263).
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Another model for assessing service qualitySERVPERF (Cronin and Taylor, 1992),
which was developed as a performance-based alteznat response to the criticisms of
SERVQUAL. These criticisms are discussed undelStERVQUAL model in the subsequent
paragraphs. One of the objectives for developirg rttodel was to study the relationship
between service quality, customer satisfaction umethase intentions (Cronin and Taylor,
1992:56). The model uses the same five broad dimensof the SERVQUAL model,
namely (1) Tangibles, (2) Reliability, (3) Respamsiess, (4) Assurance, and (5) Empathy;
and adds a sixth dimension of (6) Recoverabilitys hoteworthy that according to the meta-
analysis approach, the SERVPERF scale yields atlequrad valid predictors of service
quality (Carrillat et al.,, 2007:485). On the otheand the predictive validity of the
SERVPERF may vary when used in different countvidrere the language and culture is
different to that of the United States where thizdel was originally developed (Carrillat et
al., 2007:485).

Alternatively, a researcher may also useSERVQUAL model which was developed in the

1980s by Ziethaml, Parasuraman and Berry as a nidangasuring the scale of quality in

the service sectors. Fundamentally, the SERVQUALrinment comprises items (statements)
which are used to assess service quality across dimnensions (Tangibles, Reliability,

Responsiveness, Assurance and Empathy) where ¢atgment is used twice, once to
measure the customers’ expectations and once tsumedhe perceptions (Wisniewski,

2001:382).

According to Buttle (1996) SERVQUAL is founded ohetview that the customers’
assessment of service quality is paramount. Thgessment is conceptualized as a gap
between what the customer expects by way of sergicadity from a class of service
providers, and their evaluations of the performaoica particular service provider (Buttle,
1996:9). This resonated with this quantitative gtudhich seeks to analyse the gap between
LPU’s perceived service and expectations of serdekvered to them by Eskom in the
Eastern Cape. As this study adopts SERVQUAL, itsé&nsible to highlight that the
SERVQUAL model and not the others, will be discasagain in more detail later.

The SERVQUAL model has been used extensively inralrer of different sectors to assess
service quality. For example, Babakus and Mand®892:767) used SERVQUAL in the
health care sector in the United States, while Basd Gupta (2013:53) used the
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SERVQUAL instrument to measure the difference ia #ervice quality of banks in the
public sector and those in the private sector idianSondhi and Day (2012:174) used
SERVQUAL to measure service quality in English matesons. It is also significant to
highlight that the SERVQUAL model (Parasuramanlgtl®85, 1988) is one of the oldest
and most frequently used tools, across disciplarabsin various studies, to measure service

guality perceptions and expectations from the custts perspective.

More importantly, the SERVQUAL model has the adeaset of being used on a regular basis
to track the perceptions of customers with resfeservice quality. Additionally, the model
provides an organisation with the opportunity teess its service quality performance on the
basis of each dimension individually, or accordioghe overall dimensions. However, the
SERVQUAL model has a number of weaknesses. B(1®96) identified a number of
theoretical and operational criticisms of the mooeéed on the argument that theoretically
SERVQUAL is founded on the basis of an “expectatisstonfirmation” model instead of an
“attitudinal” model (Buttle, 1996:32). Another ddism relates to the theoretical and
empirical aspects of the model and in particulathi> use of gap scores, where it is argued
that the use of gap scores is an incorrect methedalthe lack of support in literature, where
customers evaluate service quality based on “p@oreminus-expectation” (Ladhari,
2008:68).

Using a gap analysis, this evaluation study focosethe LPU segment of Eskom customers
within the Eastern Cape, South Africa with the g aim of analysing factors that
contribute to the customer service expectationspandeptions upheld by LPU customers in

the province; with the view to making recommendagifor improvement.

It is envisaged that this study will identify gapstween expectations and perceptions and
will point to areas where customer perceptionseofise are lower, higher or even equal to
the expectations of the service provided by Eskanthe Eastern Cape. In this way, the
challenge for Eskom management and staff will bpubinterventions in place that will be
aimed at bringing the identified gaps between etgtmns and perceptions closer together,

thus improving customer satisfaction which is ohthe organisation’s values.

This research adds value by providing insights ko customer service staff, in particular
those who are responsible for the coaching, memgoaind training of front line staff, to

prioritise their efforts to help improve service atjty. Included here will be those
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responsible for designing the training modules Whace used to train front line staff. It is
hoped that the practical implementation of theifigd of this research will assist in focusing

improvement efforts on the aspects of servicedhamost important to customers.

In pursuit of the research goals, this evaluatieport begins by reviewing the existing
literature in the field of customer service qualityhis is followed by a description of the
method which was followed in conducting the studthwespect to the research paradigm,
the participants involved and the collection andlgsis of data. The next part of the report
represents the results obtained from the studyclwlare then discussed. Thereafter

recommendations are made and conclusions drawn.

1.3 LITERATURE REVIEW

Literature shows that customer service qualitynsreasingly becoming more and more
important to organisations in order to identify antprove levels of customer satisfaction
(Berry et al., 1985:44). This study examines tloacepts of service quality within the

context of the electricity industry.
1.3.1 Customer Service Quality

As illustrated in Figure 1 below, based on wordrafuth communication, the personal needs
of customers, and their personal experiences, mastoform a level of expected service from
a particular service provider. Notably, externainenunication by the service provider also
impacts on the service expected by customers. @iy, the customers’ expectations
sometimes do not match their perceptions of sendae this is known as the consumer or

customer gap. Another gap exists when customesisvof expected and perceived services
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differ with those of the marketer and service pdevi (Parasuraman et al., 1985:44).

Word—-of-mouth Personal needs Past experience
Customer i
..................................... P Expected service [¢————

\
Gap 5 f
Y
Perceived service [«

Service Supplier
Service delivery | Gap 4 External
» »| communications
to consumers
Gapl i
Gap 3 T
v

Translation of
perceptions into
Service quality

specifications

Gap 2 T
y

i Management’s
................................. .> perceptions ()f
customer’s expectations

Figure 1: Gap Model of Service Quality [Source:daraman et al. (1985:44)]

A study conducted by Parasuraman et al. (1985hénUnited States of America, where
executives from four national service firms wereeimiewed, revealed the following main
insight regarding common perceptions about sergigcaity: “A set of key discrepancies or
gaps exist regarding executive perceptions of serguality and the tasks associated with
service delivery to consumers. These gaps candjerrhurdles in attempting to deliver a
service which consumers would perceive as beindpighh quality” (Parasuraman et al.,
1985:44). The model depicted above provides ar @dad structured way to identify gaps

which exist in the provision of service; althoughmay be unable to identify customers’
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service problems in great detail. Mindful that tkisdy focuses on the customer domain, it is

sensible to delve more into the concepts of cust@nd customer gap.
1.3.1.1 Customer Focus
Customer Concept

In any study, it is vital to grapple with the vayieof meanings of the key concepts. For
instance, a customer can be defined as any interredternal stakeholder of the organisation
(Wicks and Roethlein, 2009:83). Customers can bhksoviewed as “the lifeblood of any

organisation; without customers, a firm has no meeg no profit, and no market value”

(Yang, 2011:83).

In the case of a public service, beneficiaries ust@mers of such services comprise many
stakeholders (e.g. employees, taxpayers, commsndie.) which need to be taken into
consideration (Rhee and Rha, 2009:1491). Rhe®kdad2009:1491) assert that it is for this
reason that attention is paid to the multiplicitpdacomplexity of issues involved in

identifying the customers of public services.

The National Institute for Standard and Technol@giST) explain that the customer refers
to the actual and the potential users of orgamisatiproducts and services (NIST, 2008:55
cited in Klefsjo et al., 2008:124).

Within the electricity industry, a customer can described according to their individual
energy behaviour, by their dwellings (i.e. buildsihg their appliances, their energy
consumption patterns (e.g. small power user orelgsggwer user) and their production

processes (e.g. industrial or agricultural) (Tseks et al., 2011:1221).

Eskom in South Africa defines its customers acecwydio the different market segments
based on the customers’ individual electricity eonption or the contracted Notified
Maximum Demand (NMD) of the customer (Eskom, 2013h) the parlance of Eskom in

South Africa, customers are classified as:

e Large Power Users (LPU)
* Small Power Users (SPU)
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* Prepaid Power Users (PPU)

Customer Gap

(a) Perceptions Expectations Gap

As alluded to earlier, the customer gap refersh difference between what customers
expect and what they perceive from the service igeal (Zeithaml et al., 2006:34). The
customer expectations are points of reference wthiehcustomer brings into the service
experience, while perceptions are assessments vithehcustomer makes of the actual
service experience (Zeithaml et al., 2006:34). Thstomer expectations are formulated in
the customer’s mind before consumption of the ser@nd can be based on various factors
such as previous experiences and price of the cger{@eithaml et al.,, 2006:34). The

customer gap is depicted in Figure 2 below.

The Customer gap

Expected
service

t Customer
v 9ap

Perceived
service

Figure 2: Customer Gap [Source: Zeithaml et al06284)]
(b) Levels of customer expectation

The levels of expectation of the service held bguatomer may differ depending on the
reference point that the customer has (Ziethanal.et2006:82). Figure 3 below illustrates
this point by using the example of a visit to ataesant where the customers’ levels of
expectations can either be high or low, based @mnge of different expectations. This range
of expectations is indicated on the left of thegdgan and may lead to the service expectation

being either high or low. It is noteworthy thaetimitial expectation that the customer holds
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is important in the final assessment of the pertoroe of the service (Ziethaml et al.,

2006:82).
High (" “Everyone says this restaurant is as R
Ide_al good as one in France and | want to go
expectatlons or somewhere very special for my
desires anniversary”
U J
Normative ‘As expensive as this restaurant is, it
“should” ought to have excellent food and
expectations service”
& J
) “Most times this restaurant is very good,
Experlence- but when it gets busy the service is
based norms Slow’
& J
a4 N\
“I expect this restaurant to serve me in
Accepta_‘ble an adequate manner”
expectatlons
& J
Minimum “I expect terrible service from this
tolerable restaurant but come because the price
; is low”
expectations s
Low \ y

Figure 3: Possible levels of customer expectat@oufce: Zeithaml et al. (2006:82)]
(c) Dual customer expectation levels

As indicated in the previous section, customersehdifferent types of expectations of

services. As depicted in Figure 4 below, the highevel of expectation is referred to as
desired service and refers to the level of sertheg the customer is hoping to receive from
the service and can be termed as the “wished foréll of performance (Ziethaml et al.,

2006:83). Desired service is a combination of vihatcustomer believes “can be” and what
“should be” (Ziethaml et al., 2006:83).

Customers often realise that at times it is nosjids to obtain desired service levels and they
may have to accept service which is at a lowerljehis level is called adequate service. On
the other hand, adequate service indicates theiffmim tolerable expectation” that the

customer has (Zeithaml et al., 2006:83).
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The area between the desired and adequate ses\oewn as the Zone of Tolerance (ZOT)
(Yap and Sweeney, 2007:137). Yap and Sweeney (280ydescribe the Zone of Tolerance
as “a range of service performance associatedavitbnse of inertia, such that customers are

indifferent to small increases or decreases ofieeiyuality within the zone.”

Desired Service

Zone of

Tolerance

Adequate Service

Figure 4: Dual Customer Expectation Levels [Sourmathaml et al. (2006:83)]
(d) Factors that influence desired and predicted servic

Ziethaml et al. (2006) posit that there are differfactors which determine adequate service
levels for customers. These factors are geneshltyt term and they tend to fluctuate more
than the factors that determine desired servicgurEi 5 depicts factors which determine
desired service (on the left of the diagram) armb ahose which affect predicted service,

which may either be adequate or desired.

Explicit Service

Lasting Service

Temporary Service

Factors

Promises

Intensifiers
Implicit Service
Personal Needs . . .
Desired Service Hi Promises
Word-of-Mouth

Intensifiers Zone Of
Perceived Service Past Experience
Intensifiers TOIerance
Self- Perceived
Service Role Adquate ‘% Predicted Service
Service
Situational :

Figure 5: Factors influencing desired and adegseteice levels [Source: Zeithaml eb3 of 109
al. (2006:93)]




These factors include (1) Lasting service inteassfi (2) Personal Needs, (3) Temporary
Service Intensifiers, (4) Perceived Service Alténues, (5) Self-Perceived Service Role and
(5) Situational Factors (Ziethaml et al., 2006:9These factors will influence the customers’
level of tolerance of the service that is providédin the other hand, predicted service refers
to the level of service which customers believeythéll receive and is influenced by a

number of factors, namely (1) Explicit Service Praes, (2) Implicit Service Promises, (3)

Word-of-Mouth and (4) Past Experience. These facaoe illustrated on the right hand side

of Figure 5 and relate to individual service expece (Ziethaml et al., 2006:93).

Besides the customer gap, it is also noteworthy there is a gap which relates to the

provider of a service, known as the provider gagiardiscussed in the next section.
iii Provider Gap

In order to close the customer gaps referred tovgbib is suggested that four other gaps,
known as the provider gaps, need to be closed.selgaps happen within the organisation

that is providing the service and include the feilny:

* Gap 1: Not knowing what customers expect
* Gap 2: Not selecting the correct service desigdsstemdards
» Gap 3: Not delivering to service designs and staixda

* Gap 4: Not matching performance to promises
(Ziethaml et al., 2006:34).
1.3.1.2 Understanding the nature of service

Three perspectives of understanding the naturemice have been briefly explored in this
study. Firstly, it is vital to understand the natwf service through dimensions that make up
what is termed as service and is differentiatechfproduct. Kotler and Keller (2007:200)
assert that service “is any act or performance timet party can offer to another that is

essentially tangible and does not result in ownprshanything”.

Page 24 of 109



Focusing on lack of ownership and tangibility, veeg can be exemplified by military
services, banking services or insurance servieed, tp mention a few. Zeithmal et al.
(2006:4) and Morgan and Murgatroyd (1994:10-11)cewrthat the nature of services reveals
that they are intangible and inseparable and thstbmers have heterogeneous needs. Lamb
et al. (2006:206) identified three unique charasties which distinguish services from

products:

1. Intangibility — services are performed and canreséen, felt tasted or touched in the
same way as products.

2. Heterogeneity — relates to the variability in therfprmance of services, from
producer to producer, customer to customer, andaldgy.

3. Inseparability — refers to the simultaneous prodacand consumption. Products are
first produced, then sold and used; services art fold, then produced and

consumed.

While Zeithaml et al. (1985) refer to the same ahtaristics; they add the notion of
perishability to the list of characteristics or éinsions of service. As cited in Ziethaml et al.
(1985:34), several authors have documented these dervice characteristics, including
Berry (1981), Donelly (1976, 1980), Gronroos (191978, 1979, 1983), Lovelock (1981),
Lovelock et al. (1981), Uhl and Upah (1980), Upald &hl (1981) and Zeithaml (1981).

Secondly, the nature of service has also been eglby focusing on the service process
matrix which is based on the two dimensions of @&l involvement and degree of labour
intensity (Verma and Boyer, 2010:104-105). With keac orientation on operations
management, this reflects that some services maye Haw customer contact or
customisation and low degree of labour intensigy\ige factory), while others may have low
labour intensity and high customer contact or austation (service shop). Further mass
services reflect low customer contact which is corat with high labour intensity. Notably,
professional services are characterised differemylyboth high customer contact and high

degree of labour intensityerma and Boyer, 2010:104-105) as shown below guiféi 6.
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Figure 6: Service Process Matrix [Source: VermaBaoger (2010:105)]

The notion of customer involvement resonates widithinal et al., (2006:4) who have
defined service as a “deed,” a “performance” or‘afifiort.” Arguably, this suggests the
importance of the customer having an active involeet in the production and completion
of the service process itself.

Thirdly, the nature of service can also be charesd by the degree of ease or difficulty
experienced by the customer in making pre or possemption evaluation of service. Kotler
and Keller (2007: 201-202) argue that the relagiase or difficulty experienced by customers
in evaluating service is also useful in any attemoptinderstand the nature of service. For
example, Kotler and Keller (2007: 201-202) asseat tustomers have difficulties to judge
the “technical quality” of some services even aftery have received them. These services
which are highly difficult to evaluate by customengen after consumption are characterised

by “credence qualities” Examples of these may idelmedical services. Conversely, most
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products are easy for customers to evaluate befarsumption such that they are considered

to have high search qualities (e.g. clothing, jésvgletc.).

Furthermore, “experience” services or goods arkedihtiated to those which the consumer
can evaluate after consumption (e.g. haircut). s€higypes of services are categorised as
“high in search qualities, high in experience diediand high in credence qualities” (Kotler

and Keller, 2007:202) as depicted in Figure 7 below

Most services

Easy fo | t Ditflcukt
Evaluate T = & W o o to Evaluate
33 3= g g #32ZF ek gz 8

< 3 F g |
2 g |
o = |
| |
LS ———— N e -
High in Search High in Experience High in Credence
Oualities Qualities Dualities

Figure 7: Scale of evaluation for goods and sesvi&®urce: Kotler and Keller (2007:202)]

1.3.1.3 Defining the concept of quality

With this brief understanding of customer and thifetence between service and product in
the preceding part, it is vital to delve into thencept of quality which is also key in this
study. One of the first endeavours to measure aeiyiiality was based on Gronroos’ service
quality paradigm. This paradigm distinguished lestwtechnical quality, which refers to the
outcome of the service delivery, and functional liqpawhich refers to the subjective
perception of how the service is delivered (Grosrod984 cited in Garcia and Caro,
2010:94). Since then, service quality and custosatisfaction have been identified as
critical strategic imperatives in order to reinvéim¢ public sector since the 1990s (Rhee and
Rha, 2009:1491). Some academics define qualitydoasethe derivation of the word, from
the Latin wordqgualis which is defined as “the essential character dunea..an inherent or

Page 27 of 109



distinguishable attribute or property, a charattait” (Merriam Webster, 2000:905 cited in
Wicks and Roethlein, 2009:85).

It is important to note that quality in servicemgat be manufactured and then delivered
directly to the customer as is. With emphasishenrtotion of inseparability, Zeithaml et al.
(1988:35) assert that “in most services, qualityups during service delivery, usually in the

interaction between the customer and the contasbpeel of the service firm”.

According to Garcia and Caro (2010:93) measuringice quality has been one of the most
frequently studied subjects over the last threeades, this is attributed to the following

reasons:

- The need to develop reliable instruments for thetesyatic evaluation of an

organisation’s performance, from the point of viefthe customer; and

- The association between perceived service qualidyather important organisational

outcomes.

Generally, it is accepted that organisations nedzetmore customer-oriented if they want to
deliver better service quality to their customersl at the same time enhance customer
satisfaction (Hartline et al., 2000, cited in Chetral., 2004:415). In the words of Siddiqui
and Sharma (2010:222), service quality is oftennéelf as the customers’ impression of the
comparative inferiority or superiority of a servipeovider and its services. In this way,
service quality is often considered to be similarthe customers’ overall view of the
organisation, service, product or offering. Besidiee notion of “wholesome” or overall
impression, service quality is alternatively definas the difference between customer
expectations of service and the perceived senvitéhe customers’ expectations are greater
than performance, then perceived quality is lean Batisfactory and customer dissatisfaction
occurs (Parasuraman et al., 1985; Lewis and Mitch@90 cited in Wisniewski, 2001:381).

1.3.2 SERVQUAL Model

A number of models have been developed over thesyrarder to understand and measure
service quality. Some of the of the models moshroonly referred to in services quality
literature include Kano’s model of quality and amer satisfaction (Kano et al., 1984); the

Technical Functional Quality Model (Gronroos, 198#e Satisfaction-Service Quality
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Model (Spreng and Mackoy, 1996); the SERVPERF Md@ebnin and Taylor, 1992) and
the SERVQUAL model of service quality gaps (Paraswan et al., 1985, 1988).

The SERVQUAL tool, which was developed by Parasamaet al. (1985, 1986, 1988, 1991,
1993 and 1994), was used in this study. Parasuramtaal. (1988:6) state that “the
SERVQUAL instrument is designed for use in a breatof service businesses and provides
a skeleton through its expectations or perceptiomaat encompassing items for each of the
five service quality dimensions. The skeleton, wheecessary, can be adapted or
supplemented to fit the characteristics or spec#gearch needs of a particular organisation.”
The main aim of SERVQUAL is for it to be used ageneric instrument for measuring
service quality amongst different sectors. Paersan et al. (1991b) proposed that the
SERVQUAL instrument must be developed for use inumber of service settings as it
provides a skeleton which can be adapted to fitctieracteristics of the organisation under
study. The five SERVQUAL dimensions, together vathrief description of each dimension,

are listed in Table 1 below.

Table 1: Description of the SERVQUAL dimensid@ource: Buttle (1996:9)]

CRITERIA / DIMENSION | DESCRIPTION

1. Tangibles The appearance of physical facilitiesiggent, personnel

and communication materials

2. Reliability The ability to perform the promised gee dependably and
accurately

3. Responsiveness The willingness to help customersaaprovide prompt
service

4. Assurance The knowledge and courtesy of employe@sheir ability to

convey trust and confidence

5. Empathy The provision of caring, individualiseceation to customers

While it is argued that service quality can be daeposed into dimensions, it is the
composition of the various dimensions that actuatiptributes to customer satisfaction and

loyalty as shown in Figure 7.
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Figure 8: Customer perceptions of quality and austosatisfaction [Source: Zeithaml et al.
(2006:107)]

Contextualising service within the electricity iradty, one can state that when customers buy
electricity, they are buying a service with a numbkdifferent attributes, the main attribute
being that electricity supply is available on deohéor the customer whenever it is required.
There are also other attributes, including religbibf electricity supply, timely response to
requests and accurate billing. In this view, &lthe attributes together make up the level of

service quality that the customer receives (Meyanl Associates, 2002:2).

Parasuraman et al. (1988) identified a number ¢éng@l uses for the SERVQUAL model

including:

* The model can be used on a regular basis to treckerceptions of customers related to
the service quality of an organisation compareitstoompetitors.

« The model provides the organisation with a chanceassess its service quality
performance on the basis of each dimension indaliguas well as according to the

overall dimensions.
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different segments.

The firm can then use the SERVQUAL scores obtaittedlassify its customers into

The model also allows businesses with various @dfior branches to assess the level of

service quality offered by individual offices armldroup them according to their quality

images.

The SERVQUAL model defines customers’ evaluatiomadlity as a function of the gap or

difference between expected service and perceiegdcs.

identified five gaps that can lead to failed sesuvielivery, as shown in Table 2.

Table 2:

leading to the gapSources: Parasuraman et al. (1988) cited in TanPawdtra
(2001:419) and Zeithaml et al. (2006:35-42)]

Parasuraman et al. (1988)

Description of gaps between expectedpandeived service and possible factors

GAP

DESCRIPTION

POSSIBLE FACTORS
LEADING TO THE GAP

1. Gap between customer
expectation and manageme

perception

what customers expect from

particular service

This may happen as a result

nbf a lack of understanding of

expect, could be due to
ansufficient or inadequate

marketing research, lack of

with customers, focus on
transactions rather than
relationship with customers
and inadequate service

recovery strategy

Not knowing what customers

management communicatiof

D

2. Gap between
management’s perception a

service quality specifications

This happens when there is
ndiscrepancy between what
management perceives to b
the customers’ expectations
and the actual prescribed

service quality specifications

aPoor service design — could
be vague or undefined,

pabsence of customer-driven

physical evidence and
servicescape, i.e.

servicescape design does n

standards and inappropriate
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meet customer and employe

needs

3. Gap between service
guality specifications and

service delivery

When guidelines of
specifications exist for
performing excellent service
delivery may not be up to
standard due to poor

employee performance

Deficiencies in human
resource policies, could be as
a result of ineffective
recruitment etc., customers
who do not fulfil their roles,
problems with service
intermediaries and failure to

match supply and demand

4. Gap between service
delivery and external

communication

Customer expectations are
established by promises ma
through service providers
promotional messages. This
gap measures the consisten
between the quality image
portrayed in the promotional
activities and the actual

service offered.

denarketing communications,

5 customer expectations, over

cpromising in advertising or

Lack of integrated services

ineffective management of

personal selling and
inadequate horizontal
communications e.g.
insufficient communication
between sales and operations

departments or differences i

=)

policies and procedures

across branches or units

5. Gap between perceived

service and delivered servic

occur.

This gap will result when one Could be as a result of a

2or more of the previous gaps combination of the

abovementioned factors

This evaluation study focuses on electricity sumg@yice which is characterised as (1) high

in experience qualities, and (2) a mass serviceelhwis intangible and delivered to LPU

customers in South Africa.
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1.4 RESEARCH METHOD

This evaluation study adopted the critical realisearch paradigm. Critical realism is a
philosophical theory of reality and human knowled@etical realism posits that humans are
capable of learning objectively about the worldthwut interference from human psychology
or other subjective factors that colour perceptidawever, critical realists do not think this
is a simple thing to do. To see the world as itlye®, one must learn and then reflect

critically on what was learned and on how it waeuared by the limits of human perception.

According to Guba and Lincoln (1994:105 cited inalfss, 2005:759) a paradigm can be
defined as the “basic belief system or world viéattguides the investigation”. In a nutshell,
paradigm frames the world into a set of interrelatencepts and assumptions that guide
understanding about the world and how it works é@eeand Caracelli, 1997:6). The current
study adopted a deductive approach which moves ftira general to the particular,
applying a theory to a particular case” (Babbiel2@5). Notably, this is different from
inductive reasoning which “starts from the par@@subnd moves to general principles”
(Babbie, 2011:25).

It is vital to highlight that this study soughtittentify objective reality rather than subjective
and multiple perspectives of reality as perceivgdtie LPU customers of Eskom in the
Eastern Cape regarding the quality of customelicemwhich is provided to them by Eskom.
This entailed an effort to maintain distance andicvinteraction between the researcher and
the respondents in the study as a way of reduciggpatential for bias. It is therefore useful
to note that this epistemic stance resonates wi¢h quantitative study paradigm which
criticises qualitative research as subjective, edfiden and contextual which militates

against generalisation of its findings.

Concisely, this quantitative or deductive studyvipeged the views of the LPUs in the
Eastern Cape to evaluate service from the custgmeespective rather than from the
perspective of the provider of service. In pursidithe research goals, the study sought to
establish whether there is a difference betweenptreeived and the expected service of
Eskom from the perspective of LPU customers inBhstern Cape Province. In this light the

following hypotheses were formulated:
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Null Hypothesis: HO

There is no difference between the services of BskoSouth Africa as perceived by LPU
customers in the Eastern Cape, compared to th@eatations of service i.e. Eskom is
perceived as meeting the service expectationseoLBlJ customer segment in the Eastern

Cape.

Alternative Hypothesis: H1

Eskom in South Africa is perceived as exceeding shevice expectations of the LPU

customer segment in the Eastern Cape.

Alternative Hypothesis: H2

Eskom in South Africa is perceived as not meeting service expectations of the LPU

customer segment in the Eastern Cape
1.4.1 Sampling

The population comprised 1008 LPU customers thioug the Eastern Cape. These
customers were spread across the province, frorRdiieElizabeth area, Aliwal North area,
Mthatha area and East London area. The populatés separated according to groups of
homogeneous strata and a sample was chosen (B&tfié4;203). The groups were
homogenous in that they were all LPUs based inBhstern Cape, and Mthatha customers
were grouped together, Aliwal North customers wgreuped together, Port Elizabeth
customers were grouped together and the East Londstomers were grouped together.
These customers were randomly selected from theorks€ustomer Care and Billing
database which contains data pertaining to alElem customers in the Eastern Cape. This
was done to ensure that customers from each dbtines were selected as part of the sample

of customers included in this study.

A sample of 120 customers out of a population 60& customers were randomly selected,
using the limited contact data that is availablghenbilling system. The sample was selected

ensuring that customers from all four of the gepbr@aareas indicated above were included.
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1.4.2 Data Collection

A questionnaire comprising 22 items grouped acogrdd the five SERVQUAL dimensions
i.e. tangibles, reliability, responsiveness, assteaand empathy, was used to collect data.
The questionnaire was divided into two sectionscWwhiontained the same items. The first
section sought to measure the customers’ expeatatibthe service and the second section
measured the customers’ perceptions of the exisemgice. A copy of the questionnaire is

contained in Appendix B.

The wording of the questionnaire was modified teuga that the items (statements) related
specifically to the electricity industry to avoidrfusion for the respondents. Close-ended
questionnaires based on SERVQUAL were capturedchéydsearcher onto an online survey
tool called Survey Monkey. One hundred and twe@B0] emails containing the link to the

site with the questionnaire were sent to the LPBtamers included in the sample, this was

done from East London in October 2013.

These emails were sent to the registered Eskomuatimalder i.e. the individual who is

registered on the Eskom Customer Care and Billiagalthse as responsible for the
management of the Eskom account and, in most iostarthese individuals signed the
Electricity Supply contracts with Eskom and formpdrt of the selected sample. The
designations of these individuals differ from cusér to customer, in some organisations the
Operations Directors are listed as the contact lpeap others Regional Managers, in some
Clerks or Administrators are listed and in othdre Technical Services Managers. These
people were identified because they are the oneshakie a direct interface with Eskom for
all service requirements and would thus be the lpeopthe best position to respond to

guestions related to the service provided by Eskom.

The email stated that participation in the studys waluntary and that respondents could
withdraw from the study at any stage, should theylasire. It was also stated in the email
that each respondent would remain anonymous a% thes no field in the online

guestionnaire which requested the respondent talgiivany personal information (such as
name, Eskom account number or address). The facttia study was being undertaken for
academic purposes and the results were to be shkétkdSenior Management was also

included in the email.
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The responses were completed and uniquely storedinenfor each respondent i.e.
respondent 1, respondent 2 etc. The customers gigen two weeks to complete the
guestionnaire on line, thereafter it was closeldesponses were received from 45 LPU
customers who completed the questionnaire withensgiecified timeframe. This represented
a 38% response rate. Unfortunately, due to th@anous nature of the survey, it could not

be determined which areas the respondents were from

A Likert rating scale was used to record the custoavaluations of the different dimensions,

as recommended by the originators of the SERVQU#L, tas follows:

Strongly
Disagree Disagree Neutral Agree Strongly Agree
1 2 3 4 5

1.4.3 Data Analysis

Statistical Analysis Software (SAS) was used tolym®athe data. The mean scores were
calculated for each statement in order to obtainoserall mean score for all of the

respondents, per statement. The mean is a meafkatatistical dispersion representing the
average of the ratings received for each of the divnensions. This was done for each of the
items in the questionnaire, i.e. for both the exmuns and perceptions sections of the
guestionnaire. This enabled a clear view of the gt exists between expectations and

perceptions of the service, for each of the itemthé study.

The Standard Deviation was calculated for each d#oa per section i.e. expectations and
perceptions. The standard deviation was calculkmesthow how much variation exists from

the average.

A paired sample t-test was used to determine whdtiere was a significant difference
between the average values of a sample of matchiesl @f similar units, in this case, each
dimension was paired with the same dimension inother section i.e. the expectations for

the tangibles dimension were paired with the pdiarp in the tangibles dimension.
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The standard error mean was calculated and usedtitmate how close to the population
mean the sample was. The standard error shouleéake with larger sample sizes as the

estimate of the population mean improves.
1.4.4 Validity and Reliability

Cronbach’s Alpha was used to determine the intecoalsistency of items in the survey
instrument in order to determine its reliabilityhel' survey instrument which was used in this
study is the SERVQUAL instrument. Reliability comesthe fore when variables obtained
from summated scales are used. In view of thetfettsummated scales are an assembly of
interrelated items designed to measure underlyimgteucts, it is important to know that the
same set of items would give the same responst® ifame respondents were asked the
same questions again. The value of the alpha camffiranges from 0 to 1: the higher the
score, the more reliable the generated scale ignefally, 0.7 is considered to be an
acceptable reliability coefficient and scores geeahan 0.8 are considered to be very

acceptable.

Table 3: Chronbach’s Alpha per dimension — Expeémtatsection

Dimensions Number of | Cronbach’s
(Expectations section) [ Questions Alpha
Tangibles 4 0.746
Reliability 5 0.840
Responsiveness 4 0.785
Assurance 4 0.779
Empathy 5 0.709

Table 3 above reflects the Chronbach alpha scareséch dimension in the expectations
section. The scores for all five dimensions arevab0.7 which is considered to be an
acceptable reliability coefficient. The Cronbadpha score for the reliability dimension is

0.840 which is considered to be a very acceptaihility coefficient.
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Table 4: Chronbach’s Alpha per dimension — Peroeptsection

Dimensions Number of | Cronbach’s
(Perceptions section) | Questions Alpha
Tangibles 4 0.866
Reliability 5 0.862
Responsiveness 4 0.843
Assurance 4 0.843
Empathy 5 0.848

Table 4 above reflects the Chronbach alpha scaregdch dimension in the perceptions
section. The scores for all five dimensions arevab®.8 which is considered to be a very

acceptable reliability coefficient.

Considering the results of the Cronbach’s alphartftected in Tables 3 and 4, the study is
considered to be reliable, because the scoredl firthe items in the questionnaire are above

0.7 which is considered acceptable.

1.5 RESULTS

In presenting the results of the study, the goabéchv were identified will be used as a
guideline. In this regard, results of LPU customepectations and perceptions are presented
first, before presenting results relating more gmadly to the research hypothesis.

LPU customers expectations are presented focusititeaitem level before the aggregated
results at the dimensional level. Table 5 indic#étesresponses of LPU customers regarding
their level of expected service from Eskom on eaftlthe 22 items of the data collection
instrument. With reference to all of the 22 itenierpected service of electricity supply by
Eskom in South Africa, Table 5 generally refletttat the average scaref the 45 customers
who took part in the study were all above 4. Tihiicates that LPU customers have high
expectations of service regarding all of the 2ehgaused in the study.
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Table 5: Expectations mean scores per statemedAbin=

EXPECTATIONS
ITEM STATEMENT MEAN

TANGIBLES DIMENSION

1 Modern equipment and technology 4.6)

2 Attractive, neat and easily accessible officdlitaes 4.47

3 Professionally and neatly dressed staff .29

4 Visually appealing documentation and signage 4.36
RELIABILITY DIMENSION

5 Adhere to service delivery timeframes promised 564.

6 Have an interest in resolving customer queries 60 4.

7 Perform services correctly during the first entteu 4.58

8 Provide the same level of service to custométhaltime 4.43

9 Maintain accurate customer data / records 4.58

RESPONSIVENESS DIMENSION

10 Prescribe specific service delivery timeframes 734

11 Ensure prompt service is provided to customers 714

12 Always be willing to assist customers 4.64

13 Always be available to customers 4.71
ASSURANCE DIMENSION

14 Have accurate and consistent responses to guerie 4.71

15 Ensure confidentiality and security when tratisgovith customers 4.80

16 Have courteous employees 4.73

17 Have knowledgeable employees 4.78

EMPATHY DIMENSION

18 Give customers individualised attention 4.56

19 Have convenient operating hours 4.62

20 Be easily accessible 4.71

21 Have customers interests at the core of thesinbss 4.82

22 Understand customers’ specific needs 4.80
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In particular, LPUs indicated their highest expdions were on “Eskom having customers
interests at the core of their business” (4.82)lokang this item, LPU customers had the
second highest expectation of service on “Eskorderstanding [their] specific needs”
(4.80). Equally high in terms of LPU service exj¢ion was that “Eskom ensures

confidentiality and security when transacting witlstomers” (4.80).

On the other extreme, LPU customers the reflectee@st expectation of service from Eskom
on two items: “Eskom having professionally and hedtessed staff” (4.2), followed by low
expectation on visual appeal of documentation agdage. LPU customer expectations of
convenient opening hours (4.62) and willignessnesways assist customers (4.64) were in
between the highest and lowest expectations.

At a dimensional level, the LPUs indicated that th® highest expectations were in the
empathy dimension (“have customers interests atahe of their business”) followed by the

assurance dimension (“ensure confidentiality amtisy when transacting with customers”).

The second goal of the study was “to evaluate amdenstand directly from the LPU

customers, what they perceive to be quality cust@ervice”.

Similarly, LPU customers’ perceptions are preserfteising at the item level before the
aggregated results at the dimensional level. Talielicates the responses of LPU customers
regarding their level of perceived service from &skon each of the 22 items of the data
collection instrumentWith reference to all of the 22 items of perceigedvice of electricity
supply by Eskom in South Africa, Table 6 generadiffects that the average scores of the 45
customers who took part in the study were all beBowThis indicates that, generally, LPU

customers have low perceptions of service regaralingf the 22 items used in the study.
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Table 6: Perceptions mean scores per statemernb)n=4

PERCEPTIONS
ITEM STATEMENT MEAN

TANGIBLES DIMENSION

1 Modern equipment and technology 3.69

2 Attractive, neat and easily accessible officelifas 3.67

3 Professionally and neatly dressed staff 3.49

4 Visually appealing documentation and signage 3.6
RELIABILITY DIMENSION

5 Adhere to service delivery timeframes promised 422.

6 Have an interest in resolving customer queries 62 2.

7 Perform services correctly during the first endeu 2.38

8 Provide the same level of service to custométbaltime 2.00

9 Maintain accurate customer data / records 2.64

RESPONSIVENESS DIMENSION

10 Prescribe specific service delivery timeframes .163

11 Ensure prompt service is provided to customers A7 2

12 Always be willing to assist customers 2.38

13 Always be available to customers 2.40
ASSURANCE DIMENSION

14 Have accurate and consistent responses to guerie 2.31

15 Ensure confidentiality and security when tratisgowvith customers 2.96

16 Have courteous employees 2.96

17 Have knowledgeable employees 2.84

EMPATHY DIMENSION

18 Give customers individualised attention 2.78

19 Have convenient operating hours 2.98

20 Be easily accessible 2.71

21 Have customers’ interests at the core of thesiness 2.16

22 Understand customers’ specific needs 2.24
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In particular, LPUs indicated their lowest peréeps were on “Eskom providing the same
level of service consistently to customers” (2.d&)llowing this item, LPU customers had

the second lowest perception of service on “Eskaning customers’ interests at the core of
their business” (2.16). This was followed by LPUstmomers’ service perception that “Eskom

understands customers’ specific needs” (2.24).

On the other extreme, LPU customers reflected idjieelst perceptions of service for the item
which refers to “Eskom having visually appealingcdmentation and signage” (3.76). LPU
customers’ perceptions of “Eskom performing servicerrectly during the first encounter”

(2.38) were in between the highest and the lowestgptions.

At a dimensional level, the LPUs indicated thatrth@vest perception was in the reliability
dimension (“provide the same level of service tetomers all the time”). The next two
lowest perceptions of LPU customers were both éenagimpathy dimension (“have customers’

interests at the core of their business”) and (&sthnd customers’ specific needs”).

In order to be able to make recommendations to s areas which require focus, it is
necessary to see the gaps which exist between Lidtoroer perceptions and their

expectations.

Table 7 below presents the difference between tpecatations and perceptions which were
presented in Tables 5 and 6 respectively. A negatap implies that customers’ expectations
of the service attribute are more than their peioap. A positive gap indicates that the
customers’ perceptions exceed their expectatiortbeervice. With reference to all of the
22 items of expected service of electricity supply Eskom in South Africa, Table 7

generally reflects that the average gap scorelBeoft5 customers who took part in the study
were all negative. This implies that the LPU custo expectations, generally exceed their

perceptions of the service they receive from Eskom.
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Table 7: Service Quality Gap between perceptionseapectations (n=45)

EXPECTATIONS (E) AND PERCEPTIONS (P)

ITEM STATEMENT E P GAP
(MEAN) | (MEAN) | (P-E)
TANGIBLES DIMENSION

1 Modern equipment and technology 4.67 3.69 -0.98

2 Attractive, neat and easily accessible officélitees 4.47 3.67 -0.80

3 Professionally and neatly dressed staff 4.2¢ 3.49 -0.80

4 Visually appealing documentation and signage 4.36 3.76 -0.60

RELIABILITY DIMENSION

5 Adhere to service delivery timeframes promised 564. 2.42 -2.14

6 Have an interest in resolving customer queries 604] 2.62 -1.98

7 Perform services correctly during the first endeu 4.58 2.38 -2.20

8 Provide the same level of service to custométhaltime 4.43 2.00 -2.43

9 Maintain accurate customer data / records 4158 64 2 -1.94

RESPONSIVENESS DIMENSION

10 | Prescribe specific service delivery timeframes .734| 3.16 -1.57

11 | Ensure prompt service is provided to customers 714 247 -2.24

12 | Always be willing to assist customers 4.64 2.38-2.26

13 | Always be available to customers 4.71 2.40 -2

ASSURANCE DIMENSION
14 | Have accurate and consistent responses to guerie 4.71 2.31 -2.40
15 | Ensure confidentiality and security when tratisgavith 4.80 2.96 -1.84
customers
16 | Have courteous employees 4.13 2.96 -1
17 | Have knowledgeable employees 4.78 2.84 -1
EMPATHY DIMENSION

18 | Give customers individualised attention 456 82.F -1.78

19 | Have convenient operating hours 4.62 2.98 -1

20 | Be easily accessible 4.71 2.71 -2.00
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21 Have customers’ interests at the core of thesiness 4.82 2.16 -2.66

22 | Understand customers’ specific needs 4.80 2|242.56 -

The item with the largest gap between perceptionsexpectations relates to “Eskom having
customers’ interests at the core of their busings266). This is followed by “Eskom

understanding customers’ specific needs” (-2.56).

On the other extreme, the smallest gap between cilBtbmer perceptions and expectations
relates to “Eskom having visually appealing docutagon and signage” (-0.6), followed by
“Eskom having professionally and neatly dressedf’s(D.8) and equally “Eskom having
attractive, neat and easily accessible office itasl' (-0.8). This means that it is likely that
LPU customers are satisfied with the tangible atspet Eskom’s service and there is not

much focus required on these aspects in orderpoowve service.

At a dimensional level, the largest gaps betweed tBstomer perceptions and expectaions
of service are in the reliability dimension, folled by the empathy dimension. This implies
that it is likely that LPU customers are not saidgfwith the service aspects covered under

the reliability and empathy dimensions and suggastarea of focus for Eskom.

As already mentioned above, the smallest gaps leetwdU customer perceptions and

expectations of service are in the tangibles dinoens

Figure 9 below provides a summarised graphicalesgntation of the information presented
in Table 7. The summary is provided at a dimeraidavel. The top line indicates the

expectations and the bottom line indicates theqpians, per overall dimension.
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Figure 9: Graphical Representation of gaps betviiegrectations vs. Perceptions — summary

per dimension
1.5.1 Descriptive Statistics

Tables 8 and 9 below reflect the descriptive gteiof the data obtained from the 45 LPU
customers who participated in the study. The dafaresented for each of the dimensions
(Tangibles, Reliability, Responsiveness, Assuraarog Empathy) under the two sections of
expectations (Table 6) and perceptions (Table héenwith the goals of the study.

These statistics include the sample size, minimwalues, maximum values, mean and

standard deviation values per dimension.
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Table 8: Descriptive Statistics per dimension —dttations

Dimensions Std.
(Expectations) N Minimum Maximum Mean | Deviation
Tangibles 45 3.00 5.00 4.4444 49108
Reliability 45 3.00 5.00 4.5508 47917
Responsiveness 45 3.75 5.00 4.7000 37914
Assurance 45 3.75 5.00 4.7556 .3555[L
Empathy 45 4.00 5.00 4.7022 .30636

Table 9: Descriptive Statistics per dimension -€Bptions

Dimensions Std.
(Perceptions) N Minimum Maximum Mean | Deviation
Tangibles 45 1.50 5.00 3.6500 .7620p
Reliability 45 1.00 5.00 2.5167 .94958
Responsiveness 45 1.50 5.00 2.6000 9143
Assurance 45 1.25 5.00 2.7667 9207
Empathy 45 1.00 5.00 2.5733 .90313

1.5.2 T-Test Paired Samples

The results in this section are first presented thedeafter used to answer the following

research hypotheses:

Hypothesis 0: There is no difference between theices of Eskom in South Africa as
perceived by LPU customers in the Eastern Capepaoed to their expectations of service
i.e. Eskom is perceived as meeting the serviceatapens of the LPU customer segment in

the Eastern Cape.
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Hypothesis 1: Eskom in South Africa is perceiveceaseeding the service expectations of

the LPU customer segment in the Eastern Cape.

Hypothesis 2: Eskom in South Africa is perceivedhasmeeting the service expectations of

the LPU customer segment in the Eastern Cape

Table 10 below indicates the results of the pasathple t-test which was conducted to

determine whether there is a significant differebetwveen the average values of a sample of

matched pairs of similar units. Each overall exggons dimensions score was matched with

the corresponding overall perceptions score.

Table 10: Paired samples statistics

Std. Std. Error Gap
Mean N Deviation Mean
Pair Expectations — Tangibleq 4.4444 45 4910 07321 7943
1
Perceptions — Tangibles 3.6500 45 .7620 11360
Pair Expectations — Reliability  4.5508 45 AT7917 .0714B -2.1341
2
Perceptions — Reliability 2.4167 45 .94958 .1415p
Pair Expectations — -2.1000
) 4.7000 45 37914 .05652
3 Responsiveness
Perceptions —
_ 2.6000 45 .91453 13633
Responsiveness
Pair Expectations — Assuranc| 4.7556 45 .3555 .053p0 .988¢9
4
Perceptions — Assurancs 2.7667 45 .9207 137p5
Pair Expectations — Empathy 4.7022 45 .3063 .0457 2821
5
Perceptions — Empathy 2.5733 45 .9031 13463
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It can be seen from Table 10 that the differendevéen the paired dimensions is calculated
to establish the gap which exists, e.g. for Painel gap is -0.7944 (perceptions tangibles —
expectations tangibles). This information is themried over to the next table for further

analysis.

A paired samples test is shown in Table 11 belbe;statement of most value in the table is
contained in the last column. This is the Sigtgikd) value, which indicates if the two
means are statistically different. In other wottle value tells us if there is a statistical
difference between pair 1 i.e. expectations taegilaind perceptions tangibles. This value is
sometimes referred to as the p-value. In the tabteve, the Sig. (2-tailed) value for all the
pairs is 0.000.

If the Sig. (2-tailed) value is greater than 0.08an be concluded that there is no statistically
significant difference between the two conditioréthe Sig. (2-tailed) value is less than or
equal to 0.05 it can be concluded that there tatsstcally significant difference between the

two conditions.

Table 11: Summary of Paired Samples Test (Pairedipension)

DIMENSION GAP (P-E) | T-VALUE Sig. (2-tailed)
Tangibles -0.79 6.603 .000
Reliability -2.13 13.823 .000
Responsiveness -2.10 15.404 .000
Assurance -1.99 12.997 .000
Empathy -2.13 14.567 .000

*significant at 95% (P=0.05)

The following information can be deduced from Tableabove:
Pair 1 — Tangibles Dimension
|t| >2 or p-value <0.05

This means that a significant difference existsween the dimension means for LPU
customer expectations and perceptions for the Iéesgyidimension at a 95% confidence

interval.
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Overall, LPU customers rate their expectationsigamtly higher than their perceptions in
the tangibles dimension. Considering this, théofaing is true of the research hypotheses

for the tangibles dimension at a 95% confidencellev

- Reject HO
- Reject H1
- Accept H2

Pair 2 — Reliability Dimension
|t| >2 or p-value <0.05

This means that a significant difference existsmeen the dimension means for LPU
customer expectations and perceptions for thehiétia dimension at a 95% confidence
interval. Overall, LPU customers rate their exp@ohs significantly higher than their
perceptions in the reliability dimension. Considgrthis, the following is true of the research
hypotheses for the reliability dimension at a 958felence level:

- Reject HO
- Reject H1
- Accept H2

Pair 3 — Responsiveness Dimension
|t| >2 or p-value <0.05

This means that a significant difference existsveen the dimension means for LPU
customer expectations and perceptions for the nsspeness dimension at a 95% confidence
interval. Overall, LPU customers rate their expgohs significantly higher than their
perceptions in the responsiveness dimension. Censgl this, the following is true of the

research hypotheses for the responsiveness dimesisén95% confidence level:

- Reject HO
- Reject H1
- Accept H2
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Pair 4 — Assurance Dimension
| t| >2 or p-value <0.05

This means that a significant difference existsween the dimension means for LPU
customer expectations and perceptions for the assardimension at a 95% confidence
interval. Overall, LPU customers rate their expgohs significantly higher than their
perceptions in the assurance dimension. Consid#riagthe following is true of the research

hypotheses for the assurance dimension at a 95%6lenoe level:

- Reject HO
- Reject H1
- Accept H2

Pair 5 — Empathy Dimension
| t| >2 or p-value <0.05

This means that a significant difference existsween the dimension means for LPU
customer expectations and perceptions for the dmpdimension at a 95% confidence
interval. Overall, LPU customers rate their expgohs significantly higher than their
perceptions in the empathy dimension. Consideting the following is true of the research

hypotheses for the empathy dimension at a 95% dende level:

- Reject HO
- Reject H1
- Accept H2

1.6 DISCUSSION OF RESEARCH FINDINGS

The aim of this research was to evaluate the lef/¢he quality of customer service that is
provided to Eskom’s Large Power User (LPU) customarket segment in the Eastern Cape.
The purpose of this section is to discuss the figslifrom the data collected, as presented in

the preceding section under results. The findimidisbe discussed taking into consideration
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the existing literature on service quality. Thédwing objectives of the study will also be

taken into consideration:

1. To analyse the factors that contribute to the eustoservice which is expected by
LPU customers in the province — from the perspeatifithe customer.

2. To evaluate and understand directly from the Eskostomers, what they (the LPU
segment) perceive to be quality customer service.

3. To recommend areas where Eskom needs to focusier tw improve the quality of

customer service delivered to this customer segment

The five dimensions of SERVQUAL, namely: (1) Targd (2) Reliability,
(3) Responsiveness, (4) Assurance and (5) Empailhyoev used as the structure for this

discussion.
1.6.1 Tangibles dimension

According to the findings, the tangibles dimensisrthe only dimension where the overall
mean scores for the LPU customer perceptions areead for all of the service items within
the dimension. The tangibles dimension refers @ d&ppearance of physical facilities,
equipment, personnel and communication materialsttl 1996:9). The overall mean
perceptions score is 3.65 and that of expectati®k44; this gives a gap score of -0.79:
although the gap is negative, which means thatctlstomers’ expectations have not been
met, this is the smallest gap out of all five disiens. For the LPU customers, this implies
that they are almost satisfied with the tangiblevise aspects of Eskom service or possibly
they do not attribute much value to the aspectatedl to the “look and feel” of the
organisation and may be more concerned about tulaglectricity service itself. This was
the case in a study by Brysland and Curry in 20diere service was evaluated in a catering
company using SERVQUAL, a very small negative gapswound between customer
perceptions and expectations. The researchebwtid this to customers attaching more
importance to the delivery aspects of the serviatjer than to aesthetics (Brysland and
Curry, 2001:392). On the other hand, in a studydcoted by Rhee and Rha in Korea in
2009, where the service quality in public serviaswexplored using SERVQUAL, a number
of unsatisfactory incidents within the tangiblemdnsion were found. The survey obtained
feedback from the beneficiaries of public serviegso made very frequent use of social

welfare facilities and centres and the tangiblecatpwere important to these beneficiaries
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(Rhee and Rha, 2009:1499). These results for Eskean that the organisation does not
need to place much emphasis or focus on the tangdpects of service delivery in order to
satisfy LPU customers, considering the small siz¢he gap compared to the other gaps
identified in the study. The gap between LPU custoexpectations and their perceptions of

the tangible aspects of service can be closed kgrisvith minimal effort.
1.6.2 Reliability dimension

Lonial et al. (2010:817), in a study where the SER)AL instrument was used to measure
service quality, describe reliability as the akitib perform the promised services dependably
and accurately. This dimension is especially irtgrarin the context of electricity services,
particularly to the LPU customer market segmentabse they operate businesses in order to
make a profit and thus require a reliable eledtrisupply. The findings revealed that the
LPU customers in the study rated their expectatioitisin the reliability dimension at 4.55
and their perceptions at 2.42; this gives a gapesod -2.13 between the LPU customers’
expectations and their perceptions. This meartsliAbl customers have high expectations
of Eskom when it comes to the reliability of thevsee provided and these expectations are
not being met as expected by the customers. Ipastpf this, findings obtained in a study
conducted by Parasuraman et al. (1991a), the autbbiSERVQUAL, established that
customers have always chosen reliability as thetnmportant of the five dimensions

(Parasuraman et al., 1991a:41).

This gap between LPU customer expectations of #imhility aspects of the service
provided by Eskom and their perceptions is thedstrgap in this study. Similarly, in a study
conducted by Kumar et al. (2010), where the aim wasstablish differences in service
guality between two types of banks, the findinggesded that the SERVQUAL gap for the

reliability dimension was significantly higher islamic banks (Kumar et al., 2010:372).

According to Fenrick and Getachew (2012:44), icasnplicated to calculate the optimal
levels of reliability for electricity services bacse the benefits of reducing electricity outages
are felt by the customers, but the cost of thisicddn is borne by the electricity utility or
service provider. This means that the level ofakslity for electricity services is at an
optimum when the marginal cost of improving servezpials its marginal benefit (Fenrick
and Getachew, 2012:44). This implies that it ipamiant for an electricity service provider

to find a balance between providing customers wéiable electricity supply and having
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outages for planned maintenance work, which is atgmortant in ensuring that a reliable
electricity supply is provided. The fact that tdisnension has the biggest gap for those LPU
customers who participated in the study indicates Eskom needs to look into the number
of outages which affect customers in order to chahg existing perception. This perception
can also be a result of Eskom not notifying custenabout outages which are planned as
part of routine maintenance, which may leave custsmo assume that the outages are
unplanned, leading to a poor perception being ecedly the customer on the service
provided. This may be one of the aspects whichledltl to the customer rating the quality of
the overall service provided by Eskom in the Eas@ape as poor. This is as indicated in the
literature by Siddiqui and Sharma (2010:222) whizred to service quality often being
considered to be similar to the customers’ overiglv of the organisation, service, product

or offering.
1.6.3 Responsiveness dimension

The findings revealed that the LPU customers instindy rated their expectations within the
responsiveness dimension at 4.7 and their percepéiv2.6; the gap between the two scores
is 2.1. This implies that the LPU customers in Hasstern Cape have very high expectations
of Eskom for the items within the responsivenessetision i.e. prescription of service
delivery timeframes, ensuring the provision of pparservice, willingness to assist customers
and being available to customers. Considering ttmatdimension refers to an area which
could be viewed as a basic in the servicing ofarasts, it is concerning that such a wide gap
exists between what customers expect from Eskomwdnad they perceive they are getting.
If the customers’ assessments are based on Eshkwiltiisgness to assist customers and
provide a prompt service, it implies that this isaaea where Eskom can address the gap with
ease, just by focusing on the manner in which tietamner is served by the staff within the
organisation. According to Rhee and Rha, bureaystaongly affects the attitudes of public
servants. Bureaucracy can also have a negatieetedh the cooperation and coordination
required amongst stakeholders internal to the asgéion and can affect the responsiveness
and effectiveness of a public service (Rhee and, R089:1505). In order for LPU
customers in the Eastern Cape to perceive Eskomtivedg in this regard, it is imperative

that Eskom attends to each of the aspects witlisrdimension.
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1.6.4 Assurance dimension

For similar reasons to those quoted in the respensiss section, it is concerning to find that
such a large gap exists between LPU customer eagpmts (4.75) and their perceptions
(2.76) within the assurance dimension. The gagvé®t perceptions and expectations is
1.99. Assurance is associated with the efficiendth which a service is provided and
involves the functional interaction between empés/and customers (Sanchez-Hernandez et
al.,, 2009:1175). In order to improve service datwto the LPU customers it is important
that they are assisted by employees within Eskoro ete knowledgeable and have the
ability to ensure that service will be deliveredarmanner where customers will gain trust

and confidence in the organisation.

For Eskom, this gap possibly means a failure tovigeo basic service requirements to the
LPU customers in the Eastern Cape. The requirenwntsis dimension resonate with the
provisions of Eskom’s Customer Service Charter wistates that customers will be dealt
with promptly and efficiently (Eskom, 2012). Comeiing this, Eskom needs to look at the
provider gap, in particular, gap 4 which relatesntd matching performance to promises
(Zeithaml et al., 2006:34).

1.6.5 Empathy dimension

Empathy refers to “the caring, individualised atiem the firm provides its customers”
(Daniel and Berinyuy, 2010:41). The findings of #tedy revealed that these LPU customers
rated their expectations within the empathy dimemsit 4.70 and their perceptions at 2.57;
the gap between the perceptions and expectatior’s1B®  Within Eskom, many LPU
customers, depending on the size of supply, haee treeds looked after by a dedicated
human resource, known as a Customer Executives iltionsistent with research conducted
by Parasuraman et al. (1991a:41) which revealedathést reliability is viewed as the most
important dimension in meeting customer expectatidhe process dimensions (especially
assurance, responsiveness and empathy) are mogirtamip in exceeding customer

expectations.
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This large gap in service delivery implies that kit customers’ needs are not being met in
the manner which they expect and this implies thatomers are dissatisfied with the service

provided by Eskom.

The intention of having Customer Executives is tftgm to assist customers with services
ranging from resolving complex account queries $gistance with upgrades of existing
accounts. The gap that has been highlighted instinidy may be as a result of those areas
within the Province where there are no Customerchbees due to resource constraints.
Contrary to the LPU customer evaluations in thiglgf a study conducted by Pansiri and
Mmereki in Botswana, where SERVQUAL was used tduwata the impact of public service
reforms in the primary health care sector in Botsavan 2010, the empathy dimension was
perceived as the least important dimension by #@spondents who took part in the study
(Pansiri and Mmereki, 2010:230). It is possibletfte expectations of customers within the
public services sector to be met and Eskom carhidoby placing focus on the elements in

this study where the gaps are high.
1.6.6 Recommendations

It can be deduced very clearly from the resultsaiolied in the study that the overall LPU
customer expectations of the service provided yofsin the Eastern Cape have not been
met, for the dimensions measured under SERVQUAL. islalso clear that customer
perceptions of the service that Eskom is curreptiyviding are low as large gaps exist
between customer expectations and perceptions, egdent from the average mean scores
calculated per dimension. The fact that all of réspondents have such high expectations of
the service provided by Eskom may be linked to @ustrs increasingly wanting to realise
better value for their money. This may be partdyl relevant considering the increases in

the cost of electricity in recent years.

The only dimension with an overall mean score ab®ver perceptions was the tangibles
dimension, despite this a small gap still existd aauld be closed with little effort through
interventions that focus on physical features, gap@nt, personnel and communication

materials of Eskom.

The perceptions score for the reliability dimensiaas the lowest of all the dimensions, and

it is recommended that Eskom management and sew@nagement within the Eastern Cape
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look at the elements of this dimension closely whith aim of establishing improvement plans

to improve customer perceptions.

It is recommended that in order to improve LPU cosr perception for the elements within
the responsiveness and empathy dimensions, Eskews e focus on ensuring that all
frontline staff are adequately trained to undeitand respond to customer requests. This
understanding will ensure that each employee isrevwed where the request should be
channelled, in the event that they are unable tendtto the customer immediately.
Employees also need to be trained on the orgaomsatpolicies and procedures and be given
the required authorisations to perform basic taskse staff training must include guidelines
on how to talk and interact effectively with cusens and convey empathy during service

encounters.

Finally, it is further recommended that Eskom catduregular assessments of customer
service quality, for all the customer market segisieto ensure that management has an
ongoing understanding of customer views and neg&tiese assessments can be done through
research surveys at the different points of contdtit customers on a daily basis. In this

way, gaps that exist can be addressed and closadtely.

1.7 CONCLUSION

The main reason for conducting this study was tduate the levels of customer service that
Eskom provides to customers in the LPU customeketaegment. This was assessed using
the SERVQUAL tool and it was established that gexist between customer expectations
and perceptions of the service provided to the icB&tomer segment in the Eastern Cape.

Further study on Eskom can be initiated with LPdtomers to look at the areas where the
gaps are highest in this study, with the aim of rionphg the service provided to LPU
customers. A study similar to this one can alsedreducted in all of the other provinces to
establish of the results are similar across theipee. This will assist in providing solutions

from a national perspective, should similar resbébtained in the other provinces.

An opportunity for future research also existsdogimilar evaluation study to be conducted

within the residential customer segment.
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SECTION 2: LITERATURE REVIEW

2.0 INTRODUCTION

This section presents the theoretical perspectiveustomer service quality. In most
organisations, delivering superior service quadippears to be a prerequisite for success, if

not for the survival of the organisation.

In order to improve service delivery and satisfgtomers, there is a need for an appropriate
approach for evaluating the quality of the senpoevided to customers. In this regard, this
section presents different perspectives on cust@@etice quality, and the different models
of service quality. Initially, the section focuseis defining the concept of customer service
guality, its importance as well as the componeffitseovice quality within Eskom in South
Africa. Thereafter, the section discusses varioosgels of service quality before concluding
with a review of the SERVQUAL model that is adopiedhis study.

2.1 DEFINING CUSTOMER SERVICE QUALITY

One of the first endeavours to measure servicatywehs based on Gronroos’ (1984) service
guality paradigm, where he distinguished betweearrteal quality, which refers to the
outcome of the service delivery, and functional ldqgawhich relates to the subjective
perception of how the service is delivered (Grosroh984, cited in Garcia and Caro,
2010:94).

According to Rhee and Rha (2009), the view sinee1tB90s has been that Service quality
and customer satisfaction were identified as &cafistrategic imperative in order to reinvent
the public sector (Rhee and Rha, 2009:1491). Gaaoid Caro (2010:93) suggest that
measuring service quality has been one of the fnegtiently studied subjects over the last
three decades for two reasons: (1) the need tdafeveliable instruments for the systematic
evaluation of the performance of organisations fitbe customer point of view; and (2) the

association between perceived service quality dmelramportant organisational outcomes.

In recent years the scope of service quality mamage has evolved from focusing purely on

customer satisfaction into something broader. Ty be as a result of an increasing focus
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on the multiple bottom lines of organisations. \Whas become more important now is how
organisations define their customers, other stakien® and interested parties (Klefsjo et al.,
2008:124).

In general, it is accepted that organisations shbalmore customer-oriented if they want to
deliver better service quality to their customersl at the same time enhance customer
satisfaction (Hartline et al., 2000, cited in Cletral., 2004:415).

A worldwide study conducted by Gupta and Lehmar0§20cited in Yang (2011a:83) with

148 financial institutions in 2000, establishedtt@2% of the companies indicated that
customer-related performance was a very importameidof long-term success. In the same
study, only 31% of the companies selected shonmt-tBnancial performance as the most

important driver of long-term success (Gupta ankdnann, 2005, cited in Yang, 2011a:83).

According to Siddiqui and Sharma (2010) serviceliguas commonly defined as the
customers’ impression of the comparative inferyodt superiority of a service provider and
its services. It is often considered to be similarthe customers’ overall view of the
organisation (Siddiqui and Sharma, 2010: 222).sé&h it is instructive to firstly understand

what the term customer actually means.
2.1.1 Customer

In the words of Yang (2011a:83) “customers arelifiedlood of any organisation. Without
customers, a firm has no revenue, no profit, andnaoket value”. Some definitions of a
customer, such as the one above, focus on therngestas a source of revenue where the
definition of a customer includes mostly the regment of a monetary exchange; in other

words the customer would only be the buyer of alpct (Kleftsjo et al., 2008:124).

Some scholars define a customer as any internakternal stakeholder of the organisation
(Wicks and Roethlein, 2009:83).

Besides being beneficiaries, the customers of put#irvices comprise many stakeholders
(e.g. employees, taxpayers, communities etc.) wiiebd to be taken into consideration
(Rhee and Rha, 2009:1491). Rhee and Rha (2009:B43#)t that it is for this reason that
attention is paid to the multiplicity and complegxiof issues involved in identifying the

customers of public services.
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The National Institute for Standard and Technol@iST) explain that the customer refers
to the actual and the potential users of orgamisatiproducts and services (NIST, 2008:55 in
Klefsjo et al., 2008:124). A similar view of the stamer is provided by the International
Organization for Standardization, in 1SO9001:20@efl in South African Bureau of
Standards, 2013); where the customer, whetherniatear external to the organisation, is
described as being an organisation that or a pavbonreceives a product. According to this
definition a buyer is sometimes not a customerjnasome instances the buyer and the
receiver may be different people. 1S09001 is basedight principles and one of these
principles is customer focus, which states thagdoisations depend on their customers and
therefore should understand current and futureooust needs; should meet customer
requirements and strive to exceed customer expausat (South African Bureau of
Standards, 2013).

Within the electricity sector, a customer can bgcdéed according to their individual energy
behaviour, by their dwellings (i.e. buildings), ith@ppliances, their energy consumption
patterns and their production processes (Tsekairals, 2011:1221).

Eskom in South Africa defines its customers acecwydio the different market segments,
which are based on the individual electricity canption or the contracted Notified
Maximum Demand (NMD) of the customer as followsk&®, 2012):

» Large Power Users (LPU)
* Small Power Users (SPU)
* Prepaid Power Users (PPU)

This study focuses only on the customers who fathiw the Large Power User (LPU)

segment due to the fact that this segment geneB@B4sof the revenue for Eskom despite
accounting for a small number (less than 10%) efdirsstomer base. As such, it is important
to ensure that customers’ expectations with resfgeservice quality are understood by the
organisation. The types of customers who fall imitthis category are mostly businesses
which fall into the industrial and agricultural $es of the economy. Thus, Eskom provides a

service in the form of energy to this customer grou
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2.1.2 Service

The literature reviewed on services marketing aiastly cites several characteristics of
services, which are distinctive and differ from ghoof products. Lamb et al. (2006:206)
identify three unique characteristics of servicestangibility, heterogeneity and
inseparability. While Zeithaml et al. (1985) referthe same characteristics. It is notable that
they add the notion of perishability to the listabfaracteristics. As cited in Zeithaml et al.
(1985:34) several authors have documented thesEseaharacteristics, for example, Berry
(1981), Donnelly (1976, 1980), Gronroos (1977, 191879, 1983), Lovelock (1981),
Lovelock et al. (1981), Uhl and Upah (1980), Upd®80), Upah and Uhl (1981) and
Zeithaml (1981). Table 12 below illustrates thevsmr characteristics in further detail.

Table 12: Summary of service characteristics [SmuZeithaml et al., 1985:33-34]

CHARACTERISTIC SUMMARY

Intangible Services are performed and are not tbj@bich can be seen, felt,

tasted or touched in the same way as other goods.

Inseparable Refers to the simultaneous productiod eonsumption which
typifies most services. Whereas goods are firstipeced and thep
sold and used, services are first sold, then predland consumed at
the same time. The customer must be present dtivexgroduction

process of most services.

Heterogeneous This relates to the potential fgin kariability in the performance of
services. The quality and essence of a service waay from
producer to producer, from customer to customer famah day to
day. This can also apply when different employaesin contact
with the same customer, thereby raising a probléoopsistency of
behaviour. The performance of people also fluctaie and down

on a daily basis.

Perishable Services cannot be stored, for exampiel hooms which are not

occupied, aeroplane seats which are not boughttelaghone ling
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capacity which is not used, cannot be reclaimest lat

Due to the nature of services being intangible amskparable and customers having
heterogeneous needs, some scholars have definecesas a “deed”, a “performance” or an
“effort” which indicates the importance of the ausier having an active involvement in the

production or completion of the service procesdfitdviorgan and Murgatroyd, 1994:10-11).

Parasuraman et al. (1991a) assert that the sepvamess is key to exceeding customer
expectations and categorised customer service &@tmets into five overall dimensions as
follows: reliability, tangibles, responsivenessswaance and empathy (Parasuraman et al.,
1991:41).

Contextualising service within the electricity irgtity, one can state that when customers buy
electricity, they are buying a service with a numbkdifferent attributes, the main attribute
being that electricity supply is available on deoh&or the customer, whenever it is required.
There are also other dimensions, including religbibf the supply, timely response to
requests, and accurate billing. In this view, dltebutes of the product together make up the

level of service quality that the customer receiiMsyrick & Associates, 2002:2).
2.1.3 Quality

Different people define quality in different way<onsequently, definitions vary not only
between sectors (e.g. services and manufacturing) also between practitioners and
academics. For example, as cited in Wicks and ket (2009:85) some practitioners
define quality in terms of value and degree of #&oee in relation to price (Feigenbaum,
1991), or focus more on conformance to specificastiand defect avoidance (Crosby, 1979
and 1984). While some academics define qualitgdhas the derivation of the word, from
the Latin wordqualis which is defined as “essential character or natiae inherent or
distinguishable attribute or property, a charattst” (Merriam-Webster’'s, 2000:905 cited in
Wicks and Roethlein, 2009:85). These differencey martly be due to the intangible but
also multi-dimensional nature of what quality isi(k6 and Roethlein, 2009:82).

Mastenbroek (1991) is of the view that the final éxternal) customer plays a key role in

defining quality. Thus, when determining the giyaditandard of a service; the supplier must
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ensure that the service meets the customers’ meatisctly. The customer makes the final

decision about the quality of a service (Mastenkr@891:51).

In particular, it is vital to underscore that qtiain services cannot be manufactured and then
delivered directly to the customer as is. “In mestvices, quality occurs during service

delivery, usually in an interaction between theteoeer and contact personnel of the service
firm. For this reason, service quality is highlgpegndent on the performance of employees,
an organizational resource that cannot be conttétiehe degree that components of tangible

goods can be engineered” (Zeithaml et al., 1988:35)

Parasuraman, Ziethaml and Berry in Yang (2011bpgsed a model of service quality that
has become known as the “Gap Model”. This modskidees five potential gaps in the
provision of a service: Understanding Gap, Desigap,G Service Delivery Gap,

Communication Gap and the Expectation Gap. In sumpnthis model stated that the
existence of these gaps will lead to a negativéuatian by customers of the service quality
provided by the organization. This means thatgajps identified through this model, and

improved, should improve service quality (Yang, 20:5629).

It can be noted that the notion of quality is nairaple concept to define as different views
and ambiguities have evolved and emerged overdbe3® years. Furthermore, others argue
that objective quality may not be in existence aality is perceived by people differently
(e.g. price, perceived quality, customer expeatattustomer satisfaction) (Parasuraman et
al., 1991, Zultner, 2006).

For instance, Pycraft et al. (2010), with a focus aperations, assert that “quality is
consistent conformance to customers’ expectatiokgith this focus on the customer’s view,

expectations may reflect what the customer belie/ékely.

From the domain of marketing, Golder et al. (2012Z8sert that quality is “a set of three
distinct states of an offering’s attributes’ relatiperformance generated while producing,

experiencing and evaluating the offering.” The ¢hséages are:

a) Quality production process,
b) Quality experience process, and
c) Quality evaluation process

(Golder et al., 2012:2).
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With their expectations, customers experience amdlate quality of services during any of
these phases. This definition builds on Parasunagal.’s (1985) explanation of “quality
not simply being about performance but insteadssessment of its performance relative to
another reference standard” (Parasuraman et &5:9P For the purposes of this study the
most relevant definition is the one provided by d&ol et al. (2012:2). This definition is
considered as suitable because it is more of agnative definition of quality which relates
to the experience and evaluation of service byarosts. This view has been adopted to
understand and gain insights into the factors th#tience the quality of service that
customers perceive is delivered to them by Eskom,the process of meeting the

organisation’s mandate of providing electricitytiie country.

Theron (2002:2) posits that a number of factorsuerice quality. One of these is the
increased customer expectations of the serviceatgliprocess itself, where it is observed
that customers today expect much more in termewice delivery than was the case in the
past. According to Abdyrasulova et al. (2011:2nptaints and petitions from consumers are
received on a number of issues and problems irelénaricity sector. However, the major
issues are related to poor quality of electriciopvpr supply and poor quality of customer
service. The poor quality of customer service nagte to incorrect billing for consumption,
unexplained disconnection of electricity supply atker actions taken by the employees of
the electricity supply distributor.

It is noteworthy that in a study by Wicks and Rdéeitih (2009:83), the definition of quality as
“the summation of the affective evaluations by eaoBtomer of each attitude object that
creates customer satisfaction” was used to unaetsjaality. Previous research evaluating
service quality in Eskom, South Africa was condddty MacColl in 2004. The focus of the
research was on the importance of service qualijowever, this study did not look at
service quality from the customers’ perspectivehe Tesearch looked at the importance of
service quality when assessing performance astegic tool for management. The focus of
this research will be different in that it will det obtain and understand service quality from
the view of customers in the LPU segment.

It is clear from the all the definitions and litaree examined that the quality of service
provided can be measured by each recipient or mestoeceiving the service in a number of

different ways. Furthermore, the customer’s assess of the quality of service depends on
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which aspects of the service are most importatiigandividual customer. This is confirmed
by Lewis and Booms (1983) cited in Parasuramarl. §0885:42) who assert that “Service
qguality is a measure of how well the service debde matches customer expectations.
Delivering quality service means conforming to oastér expectations on a consistent basis”
(Lewis and Booms, 1983 cited in Parasuraman e1985:42).

It is also true that the concept of quality which donceptualised in services literature
involves perceived quality which is described a® tbustomer’s judgement of an
organisation’s overall excellence or superioritgi(daml, 1987, cited in Parasuraman et al.,
1988:15).

The difference between objective and perceivedicerguality has been emphasised by
several researchers (Garvin, 1983; Dodds and Mord@®4; Holbrook and Corfman, 1985;
Jacoby and Olson, 1985; Zeithaml, 1987: all citeBarasuraman et al., 1988:15).

2.1.4 Dimensions of Quality

Research conducted by Parasuraman et al. (199Teewiocus group interviews were

conducted with customers in six service sectorgeated that customers expect service
basics, in other words they expect to receive é&xaghat they pay for. “They expect

fundamentals, not fanciness; performance, not emptymises” (Parasuraman et al.,
1991a:40).

In order to meet and exceed customer expectatibissimportant for organisations to focus
on the quality of the service provided. In geneitad quality of services is different from the
quality of manufactured goods due to the speciafatdteristics of services which include

intangibility, inseparability, heterogeneity andipbability (Parasuraman et al., 1985:33).

This is also true for the electricity industry senelectricity cannot be seen, felt or touched.
Although the quality dimensions of a product magmsedifferent from those of a service,
however, they all echo the notion that quality damensions which are still appropriate in

providing an understanding towards servicing custanbetter.

Garvin (1988), cited in Owlia (2010:1219), proposaght dimensions for quality which he
thought could define both product and service guatiespite the fact that they seemed to be
more product oriented (Owlia, 2010:1219).
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Table 13: Garvin’s 8 dimensions of quali§olurce: Owlia (2010:1220)]

Dimensions

Definition

1. Performance

Performance of the primary funetiointhe organisation e.g. in Eskom

provision of energy services

2. Features Secondary or supplementary functibtieearganisation and could refer to the
more advanced technologies used within the sysieiine organisation
3. Reliability This is defined as the likelihootlitbe product working fault-free within a

specified time period. The accuracy of the datarimation and knowledge and
the use thereof is important. In the case of Eskbhexnumber of power

outages within a particular period could indicdie teliability.

4. Conformance

The degree to which the organisatieets the established industry standards

or specifications.

5. Durability

This is the measure of the lifecyofea product

6. Serviceability

This is concerned with faultding and field related services and in the case of

Eskom can related to how well the organisation lemndustomers' enquiries

7. Aesthetics

The attractiveness of the interfaeas for customers i.e. the consumers

perceptions of the general appearance of Eskomesffi

8. Perceived

Quality

The reputation of the organisation based on pagiipeance and interactions

In a similar vein, Watson (2012:39) argues that pahensive quality motivates an

organisation to compete effectively by taking adage of eight dimensions of attractive

guality with respect to its products and service®Watson (2012:39) proposes eight

dimensions, which are very similar to those indidaih Table 1&bove, as follows:

= Utility — refers to usefulness or suitability oktkesign functions for the user’s

application

= Capability — refers to the range of performancelalke for the design functions

= Aesthetics — refers to the style and form of mankgeteatures

» Innovation — refers to the practical or technia@gioality of the design

= Accessibility — refers to the ease of use of a pecodnd the human interface with the

organisation

= Portability — refers to the ability to make useaaiumber of applications

Page 71 of 109



= Esteem - refers to the worth of the organisatiomgdied by the recognition of the
brand

= Reliability — refers to the durability of perfornmam

These dimensions provide insight into the differaspects of quality and what is covered
when assessments of the quality of services arduobed by customers.

2.2 THE IMPORTANCE OF SERVICE QUALITY

There are numerous possible benefits which sereiganisations can realise when they
improve service quality. Lewis et al. (1994) hadentified some of these benefits. Most
service organisations are competing to obtain damable competitive advantage by
providing high quality service to customers in anvieonment which is extremely

competitive. This has resulted in a continued $oon service quality. Organisations have
realised that there are many potential benefitsciwitan be realised by implementing
programmes which focus on service quality improvetsie These benefits include customer
satisfaction, customer retention, customer loyaltsitive word of mouth, employee benefits

and improved corporate image and financial perfoicagLewis et al., 1994:4).

In addition to this, the ongoing delivery of highality service means that an organisation
must have a detailed strategy and also perfornmebeu of business activities which include
people, technology and processes. The end rekdibing this will be customers that are

satisfied with the services provided and improvedfits for the organisation (Steele,

2007:45).

George and Jones (2012) propose that differenbioess want different levels of service
from the same organisation and want to at leastt tier desires, if not exceed them.
For this reason, service quality is determinedh®ydifference between the levels of service
customers’ receive compared to the level of serwbich they desire (George and Jones,
2012: 223).

In order to continually improve service deliverydammprove the level of customer
satisfaction in Eskom, it is important to measune fperceptions of customers and to

understand what their expectations are of the semptovided by Eskom.
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Eskom’s Customer Service Charter, which was deeslaggs an internal measure or guide,
provides a guideline on how customers should be&icgst by providing a list of the

customers’ rights as indicated below.
Our customers have the right to:

Accurate measurement of consumption
Error-free bills
- Be treated with respect
Experience excellent treatment on Eskom's elettratipply contract
- Be dealt with promptly and efficiently
Be treated fairly
« Have their property treated with respect
- Confidentiality of their information
One Contact Resolution
« Quality of supply in terms of negotiated agreement

- Beinvolved in issues affecting them

(Eskom, 2012)

2.3 COMPONENTS OF SERVICE QUALITY IN ESKOM

The preparation of NRS047 on the quality of seriticthe Electricity Supply Industry (ESI)
was driven by the National Electricity Regulator5R)), now known as the National Energy
Regulator of South Africa (NERSA). This was donelB99 to facilitate liaison between
customers and the licensed suppliers of electrigitgnsees). The acronym NRS derives
from the initial descriptor for South African spkcations for the ESI
(National Energy Regulator of South Africa, 2013).

NRS047 summarises the services which are to badawyo customers by electricity supply

authorities as follows:

= Processing of requests for electricity supply —rni@nagement of which will include
the following:

- Applications for electricity supply
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- Feasibility studies

- Quotations and estimates

- Acceptance of quotation and payment

- Design

- Construction

- Commissioning and decommissioning

- The supply contract between the licensee and tsioier

- Meeting of agreed deadlines

Credit Metering — which includes the managementhef items which affect the

quality of service in dealing with credit meter tamers as follows:

- Frequency of meter reading

- Format of billing, including the information prowd on the bill and the method
utilised

- Resolution of account queries

- Acceptable payment methods

- Payment venues

- Special meter readings

- Check-meter readings

- Disconnections

- Reconnections

- Penalties for non-payment and theft

- Auditing of meters for accuracy

- Calibration of meters

Prepayment Metering — which includes the managemérihe following service

activities which have an influence on the qualityttee service provided to customers

using prepayment meters:

- Information that is to be provided to the customers

- Location of the vending stations where electricibkens can be purchased
including the business hours

- Auditing of meters for accuracy

- The frequency of meter inspections conducted
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- Disconnections and reconnections

= Planned and unplanned electricity network inteions — which includes the
management of the activities listed below whichéhan influence on the quality of
the service with respect to network interruptions:
- Availability and location of fault reporting cengre
- Hours during which interruptions may be reported
- Fault reporting procedures
- Telephone answering response times
- Response times to queries
- Time to restore supply
- Number and duration of interruptions

- Notification of planned interruptions

The service activities for measuring and reportifigelectricity network interruptions are
indicated in Table 14 below.

Table 14: Electricity service activities and standaeasures [Source: NRS047-1 (2005:14)]

Service Activity Measure of service standard

Fault-reporting centres Location and hours of bessnfor all the fault-reporting
centres

Fault-reporting process Prescribed procedures tofddewed and appropriate
information to be requested from the customer

Unplanned interruptions The time to restore thetelgty supply after an unplanned
interruption

Planned interruptions The number and duration afipéd interruptions

Notice of planned interruptionsThe notice of planned interruptions which is togbeen to

the customers who are affected at least 48howdvance

= Customer complaints, enquiries and requests — wtielers the following activities
which are deemed to influence the quality of senpecovided in the management of
customer complaints, enquiries and requests:
- Availability and location of service centres

- Telephone services

- Response times
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- The time taken to resolve problems raised by custem

Telephone services — the management of activitibehwhave an impact on the
quality of service in dealing with telephone seeg@s follows:

- The provision of telephone services

- Business hours during which telephone calls cataken

- The response time in answering telephones

- Measurement of the duration of the telephone calls

- Management of telephone answering centres

Service activities with respect to individual cusgr queries regarding the levels of
the quality of the electricity supply levels. Téervice activities listed below, which
are related to NRS048-2 power quality parametesdro be managed:

- The time taken to respond to a complaint receivechfa customer

- The negotiation of the timeframes to resolve thabjam

- Adherence to the agreed timeframes in resolvingptbblem

The provision of customer education and customemfg — the customer education

programme must include the following:

- Safety issues related to the safe use of elegtriche dangers of illegal
connections and tampering, and the dangers of ipetent or unqualified persons
who do illegal connections and unsafe connectior$ @her unsafe conditions
with respect to electricity supply power lines.

- The reasons why electricity should be paid forludimg the payment culture.

- The quality of the electricity supply including threquired protection against
overvoltage (NRS047-1, 2005:14).

The relations between the electricity service ptewiand the customer who consumes

electricity in the area of quality of the servicedathe quality of the power supply are

regulated by the electricity supply contract whiefill define the basic rights and will

stipulate that the electricity supply authority wgdrovide customers with uninterrupted,

reliable, safe electricity supply of an acceptajlality (Abdyrasulova et al., 2011:1).
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2.4 MODELS OF SERVICE QUALITY

There are a number of models which have been deseldy researchers and scholars
throughout the world in order to better understéimel concept of service quality. Some
examples of models which are commonly referrechtdude Kano’s model of quality and
customer satisfaction (Kano et al., 1984); TecHrieectional Quality Model (Gronroos,
1984); Satisfaction-Service Quality Model (Spremgl dMackoy, 1996); SERVPERF model
(Cronin and Taylor, 1992) and the SERVQUAL modekefvice quality gaps (Parasuraman
et al., 1985, 1988).

2.4.1 Kano’s Model

According to Kano (1984) cited in Sauerwein et(8896) the type of requirement which the
customer has will define the perceived product iand lead to customer satisfaction
(Sauerwein et al., 1996:313).

In the model, Kano distinguished between threesygfegroduct requirements which have an

influence on customer satisfaction, in differenysjavhen met. These requirements are:

1. Must-be requirements— This refers to the requirements where the customill be
extremely dissatisfied if they are not fulfiledh@y can be viewed as the basic
requirements or criteria that the customer willestdrom a product / service.

2. One-dimensional requirements — These requirements are usually explicitly
requested by the customer and the customer’s adtisf is proportional to the level
of fulfilment i.e. the higher the level of fulfilnme of these requirements, the higher
the level of the customer’s satisfaction and vieesa.

3. Attractive requirements — These requirements are described as the critdrieh
will have the greatest influence on how satisfiecuatomer will be with the product
or service i.e. fulfilling these requirements witad to more than proportional
satisfaction.

(Sauerwein et al., 1996:314).

According to Xu et al. (2007), cited in Chen et @010:1191), the Kano model is a
useful tool for classifying product attributes bdsen how they are perceived by

customers and what their effect is on customesfsation.
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Sauerwein et al. (1996:315) provide a number ofhathges for utilising the Kano model
when classifying customer requirements; some dcfettalvantages are that priorities for
product development are easy to identify, prodeqgtirements are better understood, and
the model provides assistance in trade-off sitnatia the product development stage.

On the other hand, using the Kano model in practieg not necessarily yield accurate
results as one might be faced with a situation wher quality attribute is found to be
attractive or one-dimensional. This may be as sulteof an improperly designed

guestionnaire where questionnaire items may be guohis and unclear, or it could be as

a result of poorly designed product attributes (Céeal., 2010:1190).
2.4.2. Technical Functional Quality Model

Gronroos (1984) developed a model which was aimedsaisting firms to understand
customers’ perceptions of quality and the way serquality is influenced. According to the

model, managing perceived service quality implibat tthe organisation has to match

expected service and perceived service in ordeensure that customers are satisfied.

Gronroos identified three components of serviceliplaviz. technical quality, functional
guality and image; these three elements are idtedr in Figure 10 below.

Expected Perceived Perceived
. service .
service quality service
Traditional Marketing activities
(advertising, field selling, PR,
Pricing) and external influence
by traditions, ideology and word Image
of mouth
Technical Functional
Quality Quality
What? How?

Figure 10: Service Quality Model [Source: Gronr¢td84), cited in Seth et al. (2005:916)]
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Figure 10 illustrates the three components of serguality described by Gronroos as

follows:

1. Technical quality is described as the quality oawthe customer actually receives as
a result of the interaction with the organisationl @& considered to be important by
the customer.

2. Functional quality is how the customer receivestdahnical outcome of the service
or service delivery and this is also based on #peets which the customer considers
to be important.

3. Finally, image is considered to be very importantsérvice firms and this can be
made up mainly by technical and functional quadityservice including other factors

such as tradition, ideology, word of mouth, pricamgd public relations.
(Seth et al., 2005:916)

According to a study conducted by Lassar et ad@0 on a sample of international private
banking customers, the private banking industigoissidered to represent both a high contact
and a high level service situation. It was conetlidhat the Technical Functional Quality
based model is better suited to predict customésfaetion when customers are actively or
very interested in service delivery (Lassar et 2000:263). On the other hand, it is likely
that there are numerous moderators and mediatdlge ajuality/satisfaction relationship. In
this study conducted by Lassar et al. (2000) ingh kevel service setting, the occurrence of
service failure and existence of account executimeslerated the causal relationship. It is
not clear what other moderators of the qualityg$atition relationship exist (Lassar et al.,
2000:264).

2.4.3 Gap Service Quality Model

In 1985 Parasuraman et al. conducted an explorajoajitative study on service quality
where focus group and in-depth interviews with exees from four nationally recognised
service firms in the United States of America wea@nducted in order to develop a
conceptual model of service quality. The studyesd®d some common perceptions about
service quality with the main insight identified Blows: “A set of key discrepancies or

gaps exist (as illustrated in Figure 11) regardirgcutive perceptions of service quality and
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the tasks associated with service delivery to coress. These gaps can be major hurdles in
attempting to deliver a service which consumers ld/qerceive as being of high quality”
(Parasuraman et al., 1985:44).

One of the biggest challenges with the Gap SerQigality Model is the inability to identify
customers’ service problems in sufficient deta®n the other hand, the model provides a

clear and structured way to identify gaps whiclseii the provision of services.

Word—of-mouth

Personal needs

Past experience

Customer
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Expected service
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Perceived service

Service Supplier

External
communications
to consumers

Service delivery

Gapl | I A
: Gap 3

A 4

Translation of
perceptions into
Service quality

specifications

A
Y T
Management’s

perceptions of
customer’s expectations

Figure 11: Gap Service Quality Mod8lource: Parasuraman et al. (1985)]
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2.4.4 SERVPERF

The SERVPERF model was developed as a performamsedhalternative in response to the
criticisms of SERVQUAL. The model used the samee fibroad dimensions of the
SERVQUAL model and added a sixth dimension of recaluility. One of the objectives for
developing the model was to study the relationdbgiween service quality, customer
satisfaction and purchase intentions. This woakisd in establishing whether customers buy
from organisations that have the highest levelesteived service quality or from those who

provide them with the highest level of satisfact{@nonin and Taylor, 1992:56).

It is noteworthy that according to the meta-analysgpproach used, the SERVPERF scale
yields adequate and valid predictors of serviceligua On the other hand the predictive
validity of the SERVPERF may vary when used in afiéint countries where the language
and culture is different to that of the United 8tatvhere this model was originally developed
(Carrillat et al., 2007:485).

2.4.5 Model for the Public Sector

Jiang and Chen (2002) in Chen et al. (2004:417)gsed a customer-oriented service model
for the public sector which involved a five stagegsence of system design and management

as follows:

Customer identification
Customer-needs survey
Service-system design

Service delivery

ok~ wbdPRE

Service recovery

This five-stage model can also be used to explogarssational strategic planning, system

design and operational management in order to p@mestomer-oriented services.

Figure 12 illustrates this model and presents aptehensive two-dimensional model which

takes into consideration system design and manageand fostering organisational culture.
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Figure 12: A customer oriented public service m¢8elrce: Chen et al. (2004:417)]

Figure 12 presents a model for best practice iatiml to customer-oriented activities
specifically in the public secto©n the left, the framework depicts the organisatiosision,
policy and strategy. This represents the spearheaded if an organisation is to develop and
manage a customer-oriented service system. Thelnmuzbrporates a five-stage process of
service-system design and management as followysCstomer identification, where the
public entity identifies its customers; (2) Custameeds survey, where the public entity
focuses on the needs of the customer by hearinig Wievs; (3) Service-system design,
where the public entity develops a service systath@ocess that will respond to the needs
of the customers; (4) Service delivery, where thipleyees of the public entity deliver the
required services to customers; and (5) Servicevesgy, where the public entity implements

an effective mechanism to deal with customer comfda

Service quality and customer satisfaction are foondhe right hand side of the model as

they are the outcomes of the service deliveredheytblic entity (Chen et al., 2004:417).

This model, which is specific to the public secithustrates clearly that service quality starts
from the organisational policy and should be inelddn the strategy and vision of the
organisation. Proper implementation of the orgamisal policies will then ensure that

customers are satisfied.

Page 82 of 109



The merits of this model, if implemented succes$gfuhclude improvement in leadership
and teamwork, particularly cross-functional cooiera which is critical in public service
organisations. On the other hand, a large scalegus required to verify the validity and
reliability of the model. Also, a holistic procaduis needed to assist practitioners in the
public sector to develop and assess a customeartedeservice system (Chen et al.,
2004:424)

2.5 THE SERVQUAL MODEL

The SERVQUAL tool was developed in the 1980s byth&aenl, Parasuraman and Berry as a

means to measure the scale of quality in the seseactors.

Exploratory research by Parasuraman et al. (1988} eén Parasuraman et al. (1988:17)
initially revealed that the criteria which is udeglcustomers when they assess service quality

fits ten potentially overlapping dimensions whichrea listed in Table 15.

Table 15: SERVQUAL dimensions [Source: Parasuraetah., 1985:47]

CRITERIA / DIMENSION

1. Tangibles The physical evidence of the serviceuticly appearance of

staff and the tools and equipment used to provideservice.

2. Reliability Refers to the consistency of performance i.e. thardsation

carries out the service correctly the first time.

3. Responsivene Refers to the willingness to provide the service gvolves

the timeliness with which the service is provided.

4. Communication Keeping customers informed in a mamtéch they
understand, includes listening to customers. bhesu

explanation of the service itself including thetsos

5. Credibility Refers to trustworthiness, believalyilgnd having the best
interests of the customer at heart. Contributawydrs are the

company name and reputation.

6. Security Refers to the aspects related to the mess safety and also

includes confidentiality.
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7. Competence Means possession of the skills and lenlm®lrequired to
perform the service by front line employees an@otupport

employees.

8. Courtesy Refers to the manner in which the custosgeated and
includes politeness, respect and friendlinesss @tso relates
to the treatment of customers’ property and the nea

appearance of front line personnel.

9. Understanding / Means taking the time and effort to understandctistomers’
knowing the customers| needs including taking time to learn the customers’

requirements; providing individualised attention.

10.Access The ease for the customer to make contécthe
organisation. Easy accessibility by telephoneyearent
operating hours and location of service facilities.

These ten dimensions served as the basic strutittine service quality sphere where items
were derived for the SERVQUAL scale.

According to Buttle (1996) SERVQUAL is founded ohetview that the customers’
assessment of service quality is paramount. Th&essment is conceptualised as a gap
between what the customer expects by way of sergicaity from a class of service
providers, and their evaluations of the performaoica particular service provider (Buttle,
1996:8-32).

The SERVQUAL model was later refined to examine fokowing five dimensions of

service quality:

Reliability
Responsiveness
Assurance

Empathy and

ok 0w Dbd e

Tangibility

Parasuraman et al. (1988) identified a number ¢émi@l uses for the SERVQUAL model

and these include the following:
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» The model can be used on a regular basis to theckerceptions of customers related
to the service quality of an organisation compadoeits competitors.

» The model provides the organisation a chance tesassts service quality
performance on the basis of each dimension indaligwas well as according to the
overall dimensions.

* The firm can then use the SERVQUAL scores obtainedlassify its customers into
different segments.

» The model also allows businesses with various edfior branches to assess the level
of service quality offered by individual officesdto group them according to their
quality images.

It is to be noted, however, that the main aim ef BERVQUAL model is for it to be utilised

as a generic instrument for measuring service tyualiross the different service sectors.
Parasuraman et al. (1991b) proposed that the SERA(Qtstrument be developed and used
in various service settings with the intention tiatill provide a basic skeleton which can be

adapted to fit the attributes of any organisation.

The use of the SERVQUAL model resonates with thislys which seeks to analyse the gap
between the service perceptions of Large Powerd el their expectations of the service to

be delivered by Eskom in the Eastern Cape.

The SERVQUAL model has been used before to consinttar research within Eskom: in

2010, Myoli conducted an evaluation of the quatifycustomer service delivered by Eskom
in South Africa to rural household customers in Bastern Cape Province. The data for the
evaluation was obtained from a perceptions anda@apens survey conducted in 2006 on a

sample of customers who fall within the prepaiddestial segment (Myoli, 2010).

This research focuses on the Large Power User segrheustomers which is comprised of
various business sectors; it will be interestingee the results of the research conducted on
this segment in comparison to the results obtalnyellyoli in 2010.

The SERVQUAL model has been used extensively inraber of different sectors to assess
service quality. Babakus and Mangold (1992:76 ®duSERVQUAL in the health care
sector where the model was adapted to the sergicmsded in a hospital. Jiang et al.
(2002:145) made use of the SERVQUAL instrument éasure Information Systems Service
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Quality. Bojanic and Rosen (1994:3) used SERVQUALassess the service quality in

restaurants.

2.5.1 Challenges and Limitations of the SERVQUAL Mdel

There are varying criticisms of the SERVQUAL modi; example, Cronin and Taylor
(1992) argue that SERVQUAL confuses satisfactiod atiitude. They state that service
guality can be seen as similar to an attitude, iangarticular they are of the view that
performance instead of performance expectationrmétes service quality (Cronin and
Taylor, 1992:55).

Buttle (1996:20) identified a number of theoretiaatl operational criticisms of SERVQUAL
based on an argument that theoretically SERVQUALfasnded on the basis of an
‘expectation-disconfirmation’ model instead of aattitudinal’ model. He continued by
saying that the model is not based on a well-éstaddl economic, statistical and
psychological theory or basis (Buttle, 1996:8-32).

In 2008 Ladhari reviewed a number of criticismsdsh®n the theoretical and empirical
aspects of the model. He began by arguing thatusieeof gap scores is not the correct
method due to the lack of support in literature kgheonsumers evaluate service quality
based on ‘perception-minus-expectation’. He alszussed the fact that the concept of
expectation is not well defined and as a resultlmmterpreted from different perspectives.
This could result in different interpretations dfet outcomes produced when using the
SERVQUAL model (Ladhari, 2008:68).

Lastly, Ladhari (2008) highlighted that previousearch studies criticised the SERVQUAL
model as a result of its focus on the process ofice delivery instead of the result and
outcome of the service encounters (Ladhari, 2008:80

2.6 SUMMARY

This section evaluated and reviewed the concemusfomer service quality. The various
tools which are used to measure and model serviaétyjwere discussed. The limitations

and challenges of these models have also beerdextiu The focus of the review was on
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service quality provision in the public sector, amgbarticular in the South African context of

an electricity utility
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3.0 SECTION 3 DESCRIPTION AND METHODOLOGY

3.1. INTRODUCTION

This section presents and describes the proceshwias followed by the researcher in order
to obtain an understanding of customers’ expectatiand perceptions of the customer
service quality provided by Eskom in the EasterpeCRrovince. The section provides an
overview of the research goals in order to dispfeyimportance of the study and indicate its
distinctiveness from previous research conducteccustomer service quality within the

electricity industry in South Africa. The sectiprovides a framework of the data collection
procedures which were followed as part of the neteand also describes the method of

analysis of the data which was utilised.

3.2 RESEARCH PARADIGM

This quantitative study is an evaluation that seéeksnderstand the perceptions of customers
regarding customer service quality provided by agapisation. The study aimed at

understanding the elements of customer serviceitguhbt lead to customer satisfaction.

This quantitative study adopts the critical realisesearch paradigm. Critical realism is a
philosophical theory of reality and human knowledggch posits that humans are capable
of learning objectively about the world, withouterference from human psychology or other
subjective factors that colour perception. Howewitical realists do not think this is a

simple thing to do: to see the world as it reatlyane must learn and then reflect critically on

what was learned and on how it was coloured byithies of human perception.

According to Guba and Lincoln (1994:105 cited inalfss, 2005:759) a paradigm can be
defined as the “basic belief system or world vigattguides the investigation”. In a nutshell,
paradigm frames the world into a set of interrelatencepts and assumptions that guide
understanding about the world and how it works €&ee and Caracelli, 1997:6). In
particular, Filstead (1979:34 cited in Deshpand@831102) identified that a paradigm

accomplishes four objectives as follows:
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1. Serves as a guide to the professionals in a diseipt indicating the important
problems and issues confronting the discipline;

2. Develops an explanatory scheme which places issnésproblems in a framework
which will allow practitioners to try and solve the

3. Establishes criteria for the appropriate method$®doused in order to solve these
problems; and

4. Provides an epistemology where the preceding teaksbe viewed for carrying out
work of the discipline.

Three logical questions which help researchersnttetstand the paradigm are: what is the
form and nature of reality or what is the form bE&t“knowable” 6ntology; what is the
nature of the relationship between the researched, what can be known about reality
(epistemology) (Babbie 2001, cited in Fouche antp@& 2011:267). How the inquirer goes
about finding out knowledge is termegthodology.

In summary, paradigms not only allow the researth@nake sense of different phenomena
but provide a framework in which these phenomemabmidentified as existing in the first
place. Drawing from the above, this quantitativedgtwas based on the deductive approach
to reasoning, whereby one begins by looking agdmweral view and then applying this view
to a particular case (Babbie, 2008:25). The stuogused on objective reality as the
researcher did not interact with the respondents.

3.3 RESEARCH AIM AND GOALS

The aim of this study was to evaluate the qualftgustomer service which is provided by
Eskom to its existing customers which fall withiretLarge Power User segment (LPU) in
the Eastern Cape. More importantly, the study |eiés the views of the LPUs in the Eastern
Cape to evaluate service from the customer petisperther than the perspective of the
provider of service. The goals which have beentifled in order to achieve this are as

follows:

1. To analyse the factors that contribute to the custoservice which is expected by

LPU customers in the province — from the perspeatifithe customer.
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2. To evaluate and understand directly from the Eslaustomers, what they (LPU
segment) perceive to be quality customer service.
3. To recommend areas where Eskom needs to focusiér tw improve the quality of

customer service delivered to this customer segment

In this regard, the study sought to establish wéretihere is a difference between the
perceived and the expected service of Eskom frap#rspective of LPU customers in the

Eastern Cape Province.

Null Hypothesis: HO:

There is no difference between the services of mEsks perceived by LPU customers
compared to their expectations of service i.e. Bsk® perceived as meeting the service

expectations of the LPU customer segment.

Alternative Hypothesis: H1

Eskom is perceived as exceeding the service expmtiaof the LPU customer segment in

the Eastern Cape.

Alternative Hypothesis: H2

Eskom is perceived as not meeting the service e¢apens of the LPU customer segment in

the Eastern Cape

3.4 SAMPLING

The population comprises 1 008 LPU customers thHroug the Eastern Cape. These
customers are spread across the province, from Eaabeth area, Aliwal North area,
Mthatha area and East London area. The populatés separated according to groups of

homogeneous strata and a sample was chosen (Babhie203).

A sample of 120 customers out of a population 60& customers was randomly selected,
using the limited contact data that is available tba billing system but ensuring that

customers from all four of the geographic areascatdd above were included. These
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customers were selected from the Eskom Customer &at Billing database which contains

data pertaining to all Eskom customers.

3.5 DATA COLLECTION

Modified, close-ended questionnaires based on SBRMQwere captured by the researcher
onto an online survey tool called Survey Monkey. émail containing the link to the site

with the questionnaire was sent to the LPU custerimeriuded in the sample, this was done
from East London in October 2013. The customenewgiven two weeks to complete the

qguestionnaire online, thereafter it was closed.

The responses were used to collect data on custeengce quality, specifically measuring
the expectations and perceptions of customersregthect to electricity services provided by
Eskom. A Likert rating scale was used to recom ¢hstomer evaluations of the different

dimensions, as recommended by the originatorseoS8RVQUAL tool, as follows:

Table 16: Likert Scale

Strongl| Strongl|

. i Disagree Neutral Agree i

Disagree Agree
1 2 3 4 5

Email and the online survey tool were chosen agrbkthod to send the questionnaire and
receive feedback as it was the simplest to adneinestd consideration was given to the fact

that the LPU market segment generally has accabgse mediums.

The email addresses of all the customers werer@adrom the Eskom Customer Care and
Billing database. A total of 45 respondents congaleéhe questionnaire within the specified

timeframe of two weeks.

The purpose of the study was stated clearly inctireespondence and an indication of the
time required to complete the questionnaire wasigeal (i.e. approximately 15 minutes). It
was indicated clearly on the email that each custtsridentity would be kept confidential
and that the main purpose of the study was for eroém reasons. The questionnaire was
based on SERVQUAL and the five dimensions of serguality as per the model, modified
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and adapted to the electricity industry. A coverietter (see Appendix A) was attached to

the email.

A copy of the guestionnaire is contained in App&rgli The questionnaire was divided into
two sections which contain the same questions. flilsé section seeks to measure the
customers’ expectations of the service and the rgbaection measures the customers’

perceptions of the existing service.

Each section comprised 22 questions which were pgrbuaccording to the SERVQUAL

dimensions as follows:

Table 17: SERVQUAL Questionnaire dimensions

QUESTIONS | DIMENSION MEASURED

1-4 Tangibles

5-9 Reliability
10-13 Responsiveness
14- 17 Assurance

18 — 22 Empathy

3.6 DATA ANALYSIS

Statistical Analysis Software (SAS) was used tolym®athe data. The mean scores were
calculated for each statement in order to obtainoserall mean score for all of the

respondents. The mean is a measure of statisigérdion representing the average of the
ratings received for each of the dimensions. Thes wone for each of the sections in the
guestionnaire, i.e. expectations and perceptionilze two sections were compared in order

to see the gap that exists, if any, for each oftdras in the study.

The Standard Deviation was calculated for each d#oa per section i.e. expectations and
perceptions. The standard deviation was calculaieshow how much variation there was

from the average.
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A paired sample t-test was used to determine whdtiere was a significant difference
between the average values of a sample of matchiesl @ similar units, or one group of

units that has been tested twice.

3.7 VALIDITY AND RELIABILITY

Cronbach’s Alpha was used to determine the intecoalsistency of items in the survey
instrument in order to determine its reliabilityhél' survey instrument which was used in this
study is the SERVQUAL instrument.

Reliability comes to the fore when variables olgdifrom summated scales are used. In
view of the fact that summated scales are an adgeofiinterrelated items designed to

measure underlying constructs, it is importantriow that the same set of items would give
the same responses if the same questions were agléu to the same respondents. The
value of the alpha coefficient ranges from 0 tdhE higher the score, the more reliable the

generated scale is. Generally, 0.7 is consider&e ian acceptable reliability coefficient.

3.8 ETHICAL CONSIDERATIONS FOR RESEARCH

The researcher is an Eskom employee, employed $h [Emdon as a Customer Relations
Area Manager. As such, the researcher ensuredguffatient information was communicated

to the participants, highlighting that the studymainly for academic purposes and was not
initiated by Eskom directly. The research soughtormed consent” from each customer
(Creswell, 2009:89). The confidentiality of each thie customers was maintained and
customers were advised that they could withdraunftbe study at any stage (e.g. pre- or
post-data collection) should they wish to do sche Tustomers were treated with respect
during the entire process. The researcher endhaddthe questions were clear for easy
understanding, the key terms were explained anddhsons for the research were made

clear.
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3.9 LIMITATIONS OF THE STUDY

No customers who use electricity for residentialpmses were included as part of the study.
The study focused only on the perspective of th&arner and not on the perspective of

Eskom in providing a view of what customer sendcelity is.

The final recommendations and views are basedegntin the feedback obtained from the
customers categorised by Eskom as Large Power Usaltsother customer segments were

excluded in the study.
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APPENDICES

Appendix A: Covering Letter to Participants

® Eskom

Customer Service Department Date:
Oakwood House (Ground Floor) October 2013
Palm Square Business Park

Private Bag X1 Beacon Bay East London 5205 Enquiries:

Akhona Caza
Tel +27 43 703 5330

Dear Research Study Participant

The attached questionnaire is being sent to you in your capacity as an Eskom customer

falling into the customer market segment under study.

The aim of the research is to assess the quality of service which is currently provided to
Eskom customers in relation to what is expected by customers. The information obtained
will assist in understanding the areas which Eskom needs to focus on in order to improve

service to customers.

The study is being undertaken in the Eastern Cape Province and makes use of attributes
which look at the customers’ point of view. It is therefore very important that you provide

honest feedback regarding your experience(s) with Eskom.
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Your responses will be kept confidential, no names, or Eskom account numbers need to be

provided when sending the response.

Please complete all of the questions in full in order to ensure that we capture a holistic view
of your service requirements. Your participation in this study is voluntary and you may

withdraw from the study at any time, should you wish to do so for any reason.

Thank you for the time you have taken to be a part of this study; your feedback is

appreciated.

Yours Sincerely

Akhona Caza
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Appendix B: Questionnaire

CUSTOMER SERVICE QUALITY MASTERS RESEARCH QUESTIONN AIRE
http://www.surveymonkey.com/s/IKPNH2P3

Welcome

| am currently enrolled as a Masters student inrgss Administration at Rhodes University,
Grahamstown. | am required to conduct research\alue-adding topic in order to fulfil the
requirements to obtain the Masters in Business Adnation (MBA) and have chosen
customer service quality in the South African eietty utility sector. You have been chosen
to participate in this study in your capacity asEmkom Large Power User (LPU) customer.
The study is intended to evaluate the service gemlito the LPU market segment in the

Eastern Cape.
How | would like you to complete the questionnaire:
- Please give your first and natural answer, tiytaawell too long on each question.

- Please base your answers on your most recentcasegxperiences (e.g. last 6 months),

unless the question asks otherwise.

The questionnaire comprises of two sections, Secti@sks questions related to customer
expectations and Section 2 relates to PerceptBoth sections have 5 statements with 22
questions each, making a total of 44 questionsitanil take you approximately 15 minutes
to complete.

ALL information will be treated confidentially angur anonymity will be guaranteed. | am
the only person who will have direct access todhkne feedback provided. This feedback
will be used only for the purpose of this study anavill be shared with Eskom Senior
Management in the Eastern Cape. Please be horiasyouir responses, as there is no risk

involved and this will also help ensure the sucadghis study.

Please note that your participation in this stuglydluntary and that the information provided
here should help you to understand and conserg fmakt of this study. A copy of the final

report can be made available to you on requestmiail, should it be required.
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Enquiries: Akhona Caza
Telephone: 043 703 5323 / 0829271314

Email: akhona.caza@eskom.co.za

Supervisor: Dr MacDonald Kanyangale

Telephone: 046 603 7476
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SECTION 1: EXPECTATIONS

When responding to these statements, please cotisalgy/pe of electricity utility that would
deliver excellent quality of electricity servicdmt would meet your expectations. Please note
that there is no correct or incorrect response.eDdimg on the extent which you feel that a
statement describes a feature which is essentiarfeelectricity utility, in order to provide
guality customer service; you may choose to eiteongly Agree, Agree, remain Neutral,

Disagree or Strongly Disagree with the statement.

TANGIBLES DIMENSION
1. Electricity supply utilities should have:

Strongly Agree | Neutra | Agree | Strongly
Agree Agree

Modern equipment and technolc

Attractive, neat and easily
accessible office facilities

|~

Professionally and neatly dresse
staff

Visually appealing documentation
and signage

RELIABILITY DIMENSION

2. Electricity supply utilities should:

Strongly Agree | Neutra | Agree | Strongly
Agree Agree

Adhere to service delivel
timeframes promised

Have an interest in resolving
customer queries

Perform services accurately during
the first encounter

Maintain accurate customer data
[records

Page 105 of 109



RESPONSIVENESS DIMENSION

3. Electricity supply utilities should:

Strongly
Agree

Agree

Neutra

Agree

Strongly
Agree

Prescribe specific service delive
timeframes

Ensure prompt service is provid
to customers

Always be willing to assis
customers

Always be available to custom

ASSURANCE DIMENSION
4. Electricity supply utilities should:

Strongly
Agree

Agree

Neutral

Agree

Strongly
Agree

Have accurate and consistent
responses to queries

Ensure confidentiality & security
when transacting with customers

Have courteous employees

Have knowledgeable employ:t

EMPATHY DIMENSION
5. Electricity supply utilities should:

Strongly
Agree

Agree

Neutral

Agree

Strongly
Agree

Give customers individualised
attention

Have convenient operating hours

Be easily accessible

Have customers’ interests at the
core of their business

Understand customers’ specific
needs
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Section 2 — PERCEPTIONS

The following statements relate to your perceptiabsut Eskom’s current service levels.
For each statement, please indicate the extenhichwou believe that Eskom has the feature
that is being described. Depending on the extdmthwyou feel that a statement describes a
feature which Eskom currently has, you may choaseither Strongly Agree, Agree, be

Neutral, Disagree or Strongly Disagree with theesteent.

TANGIBLES DIMENSION

6. Eskom has:

Strongly Agree | Neutral| Agree| Strongly
Agree Agree

Modern equipment and technology

Attractive, neat and easi
accessible office facilities

Professionally and neatly dress
staff

Visually appealing documentatic
and signage

RELIABILITY DIMENSION

7. Eskom:

Strongly Agree | Neutral| Agree| Strongly
Agree Agree

Adheres to service delivery
timeframes promised

Has an interest in resolving
customer queries

Performs services during the first
encounter

Maintains accurate customer data /
records
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RESPONSIVENESS DIMENSION

8. Eskom:

Strongly
Agree

Agree

Neutra

Agree

Strongly
Agree

Prescribes specific service delive
timeframes

Ensures prompt serviceprovided
to customers

Is always willing to assis
customers

Is always available to respond
customers

ASSURANCE DIMENSION
9. Eskom:

Strongly
Agree

Agree

Neutral

Agree

Strongly
Agree

Has accurate and consistent
responses to queries

Ensures confidentiality and
security when transacting with
customers

Has courteous employees

Has knowledgeable employees

EMPATHY

10. Eskom:

Strongly
Agree

Agree

Neutra

Agree

Strongly
Agree

Gives customers individualis¢
attention

Has convenient operating hours

Is easily accessible

Has customers’ interests at the
core of their business

Understands customers’ specific
needs
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Other Comments:

THANK YOU FOR PARTICIPATING IN THIS STUDY
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