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Banking sector in Ethiopia is dominant and it is a dense competent area. 
Due to this the bank managements tend to continually found the strate-
gies that enables them to be competent in this dense competition. These 
strategies often focus on handling of customers satisfaction to be strongly 
compete and pooling more customers. Because, service quality is relevant 
to keep up their competitive advantage and improve customer satisfac-
tion. So, this study examine the handling of customers satisfaction and 
assessment of service qualities on Commercial Bank of Ethiopia (CBE) 
in Addis Ababa at East District by applying SERVQUAL model. This 
study used convenient and random sampling technique to select the sam-
ple respondents and 400 respondents were selected branches of CBE in 
Addis Ababa at east district. The data sources for this study are primary 
and secondary data sources. The questionnaires are used as primary data 
source, which are contained SERVQUAL model and the agreements 
were measured by applying the five Likert point scales. The correlation 
result revealed that all dimensions of service quality have a strong and 
significant statistical relationship with customer satisfaction. The quality 
of service offered by CBE no meets with the expectation of customer 
(customers satisfied in somewhat quality service). So, the bank needs to 
reform service quality for satisfy and attract unsatisfied customers.
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1. Introduction

Currently fast changing competitive world, companies 
are losing their significant number of customers. This 
is because of the quality of the product or not deliver-
ing quality service. In other word service sector rapidly 
increasing and has a great contribution to the economy. 
Banking industry is one of the most dominant service sec-

tors in Ethiopia and it has significant role on macro and 
micro economic level of the country. As the significant in-
creasing of service sector to the economy there is a dense 
competition in the market. So, banks continually found 
strategy to overcome these dense competitions and gain-
ing a competitive advantage over competitors [1,13,14].  

Service quality is a relevant for service companies, and it 
is crucial tool to keep up their competitive advantage in the 
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marketplace. So, banks’ competition in the market by using 
differentiated their products by delivering high quality ser-
vices are used as a basically competitive tool [2]. Means that 
service organization providing high quality services able to 
pool or attract customers to them [3]. Generally service qual-
ity is a tool that used to differentiate its product from com-
petitor in the market by increasing customer satisfaction 
and fostering loyalty for service companies. For service or-
ganization, measuring service quality is difficult because of 
the uniqueness of service like intangibility, heterogeneity, 
inseparability and perishability [4, 18,19-21]. . 

To solve this difficulty different authors develop dif-
ferent distinctive framework for quality clarification 
and measurement. Among these the major models are 
SERVQUAL model developed by Parasuraman et al. 
[5,6] SERVPREF model developed by Cronin and Tay-
lor [7] BSQ scale proposed by Bahia and Nantel [8] and 
BAKQUAL scale was proposed by Tsoukatos and Mas-
trojianni [9]. From these major frameworks, SERVQUAL 
mode developed by Parasuraman et al. [5,6]  was used to 
analysis this study, which is frequently and widely used 
model for measuring service quality in the bank industry 
[4,15]. According to Parasuraman et al. [6] SERVQUAL mod-
el, tangibility, reliability, responsiveness, assurance and 
empathy are distinguished as service qualities [4,16, 30-32].

Many researches have been done on the handing of cus-
tomer satisfaction and assessment of service quality in bank-
ing industry. Most of them indicate that quality of service is 
higher in handling customer satisfaction and the relationship 
is positive and significant. A solid foundation in defining and 
measuring service quality was emanated in the mid-eighties 
Parasuraman et al. [5] and also Siddiqi and Kazi [24] described 
that all the service quality attributes are positively related to 
customer satisfaction and customer satisfaction is positively 
related to customer loyalty in the retail banking settings. Fur-
thermore, Daniel [26] also stated that high quality of service 
will result in high customer satisfaction and increase loyalty.  
Therefore, customer satisfaction service quality dimensions 
(tangibility, reliability responsiveness, assurance and em-
pathy) have a great effect on customer satisfaction on bank 
industry. The study of Hennayake [10], were divided service 
quality dimensions into two as human related factors (relia-
bility, responsiveness and assurance) and non-human related 
factors (tangibility) and found that human related factors 
have greater impact on handling of customer satisfaction 
than non-human related factors service quality. According to 
the study of Quyet, et al. [11] tangibility had the greatest effect 
on customer satisfaction and reliability had the last ranked 
impact on handling customer satisfaction. The finding of 
Azzam [3] showed that the dimensions of service quality and  
reliability has the highest contribution to handling customer 

satisfaction than others. Bethlehem [1] found tangibility, re-
sponsiveness, reliability and assurance have positive impact 
and empathy has the lowest relationship with customer sat-
isfaction. The finding of Meron [12], indicated that assurance 
has the highest correlation with satisfaction of customers.  
Similarly, the finding of Dejene [17] showed that assurance 
have the highest value from other service quality dimensions. 

Therefore, this work assesses the handling of customer 
satisfaction on service quality dimensions in case of CBE 
in east district of Addis Ababa to assess which quality of 
service dimensions are a great impact on handling satis-
faction of customer. The findings and results that were 
reported in this study has contribution to the management 
of the bank and will provide good information about the 
feeling and level of their customer satisfaction from the 
services deliver by the bank. So, information’s from this 
study final finding and result is very important to know 
which problems happen, what the management will be 
to do to solve these problems, what things are added and 
minimize to improve customer satisfaction and attract 
more customers as well as catching the existing customer.

1.1 Research Questions

More specifically, this study answers the following re-
search questions:

Do tangibility, reliability, responsiveness, assurance, 
and empathy have effects on customer satisfaction in com-
mercial bank of Ethiopia in Addis Ababa at east district?

1.2 Statement of Hypotheses

The hypotheses developed for this study is based on the 
following assumptions:

H1: The reliability has statistical significance positive 
effect on customer satisfaction.

H2: The assurance has statistical positive effect on cus-
tomer satisfaction.

H3: The tangibility has statistical positive effect on 
customer satisfaction.

H4: The empathy has statistical positive effect on cus-
tomer satisfaction.

H5: The responsiveness has statistical positive effect 
on customer satisfaction.

H6: The overall Service quality dimensions has statisti-
cal positive effect on customer satisfaction 

2. Data Methods

Research is conducted; it constitutes of the collec-
tion, measurement and analysis of data. The purpose of 
the study (exploratory, descriptive), its location the type 
it should conform to (type of investigation), the extent 
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to which it is controlled by the researcher (extent of re-
searcher interference), its temporal aspects (time horizon), 
and the level at which the data was analyzed (unit of anal-
ysis), are integral to research design. 

After the needed data was gathered, the next step is 
analyzed the data. For this study Statistical Package for 
Social Science (SPSS) software version 25 was employed 
to analyze and present the data by using the statistical 
tools for this study. These statistical tools were used for 
this study are descriptive analysis, correlation and mul-
tiple regression analysis.  To present a profile of the re-
spondents through tables, frequency distributions and per-
centages and to identify the mean and standard deviation 
of service quality dimensions and customer satisfaction 
a descriptive statistical analysis was employed for this 
study. 

In order to determine the relationships between service 
quality dimensions (reliability, empathy, responsiveness, 
tangibility and assurance) and customer satisfaction this 
study is used Pearson’s correlation coefficient. The study 
is used multiple regression analysis to determine the effect 
of service quality on customer satisfaction.

2.1 Data Sources  

The primary and secondary source of data and method 
of data collections were consider to this work . This study 
was used questionnaire as primary data source collection 
mechanism. and a standard questionnaire was constructed 
by considering the five dimensions of service quality stat-
ed on SERVQUAL model by Parasuraman et al. [5,6]. Fur-
ther, customer’s perception was used to assess customer 
satisfaction [28,29]. The attitude of the respondent on these 
variables was measured by using five Likert scales ques-
tionnaire labeled. and additionally as secondary data this 
study was used report publications produced by CBE and 
different web sitesa.

2.2 Target Population and Area

The target population and area of the study are all 
account holder customers who have current or saving 
account, age 24 years and above in CBE in Addis Ababa 
at east district. The researchers were investigated seven 
branches of commercial bank of Ethiopia in Addis Ababa 
at east district. CBE has one hundred six branches in Ad-
dis Ababa at east district. Due to large number of branch-
es, only seven sample branches (Bole, Gerji, Gurd Sholla, 
Kotebe, Megenagna, Meri, and Goro Adebabay) were in-
cluded for this study. The total population from those sev-
en branches that were targeted for this study was 322,045 

a http://www.combanketh.et/AboutUs/CompanyProfile.aspx

customers.

2.3 Sample Size

The total sample size was determined by using the fol-
lowing sample size determination formula developed by 
Yemane [22].

n =
1+ Ne

N
2  (1)

Where, n the sample size, N the population size and e 
is the sampling error (0.05) which is 95% of level of con-
fidence.

According to the above formula, the total sample size 
for the total number of CBE’s customers at the above list-
ed branches is calculated as by using the formula. 

n =
1+ Ne

N
2 = 322,045/1+322,045 (0.05) = 399.9 = 4002

 (2)

After the total sample size is determined, the research-
ers were proceed to allocated the total number of samples 
proportionately for each branches of CBE at Addis Ababa 
east district based on their respective total number of cus-
tomers using the following formula. 

Sample size at each branch:

( )n n =1 1
nN
N

1  (3)

Where, n total number of samples, N total number of 
customers from each branches, N1 total number of cus-
tomers at each Branch and n1 sample size at each branch.

Based on the above formula the total samples propor-
tionally allocated for each branches of CBE at Addis Aba-
ba east  district based on their respective total number of 
customers.

Table 1. Population and sample size for each branch at 
east district (primary data collected in 2019)

No Branch Name
Total number of 
customer at each 

branch (N1)

Proportional sample size 
from each branch (n1)

1 Megenagna (Raste-
fri) 90,000 112

2 Gerji (Geogirs, 
mebrathayle) 67,000 83

3 Gurdsholla 60,000 75
4 Kotebe 20,000 25
5 Meri 40,532 50
6 Goro  Adebabay 14,513 18
7 Poly (Africa china) 30,000 37

Total 7 322,045 400
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2.4 Reliability and Validity Test

The reliability of the questionnaires checked  by using 
Cronbach’s alpha reliability. Alpha reliability used as 
measuring internal consistency of the mean of the items 
at the time of administration of the questionnaire. Cron-
bach’s alpha is indicated that the reliability coefficient of 
items were set in the questionnaire is positively related to 
each other. It was computed in terms of the average inter 
correlations among the items measuring the concept. Ta-
ble 2 shows that, the Cronbach’s Alpha of each factor was 
found between 0.704 and 0.857. It implies that all items 
which are found in each factor are an acceptable level of 
internal reliability. Validity was tasted to measure the abil-
ity of items to address the concept of each service quality 
dimensions which are used for this study [6].

Table 2. Reliability test of items

Factors No. of items Cronbach’s Alpha
Tangibility 4 0.704
Reliability 4 0.797

Responsiveness 4 0.796
Assurance 3 0.792
Empathy 5 0.842

Customer satisfaction 5 0.857

3. Data Analysis and Results

For this study Statistical Package for Social Science 
(SPSS) software version 25 was employed to analyze 
and present the data by using the statistical tools. These 
used statistical tools are descriptive analysis, correlation 
and multiple regression analysis. To present a profile of 
the respondents through tables, frequency distributions 
and percentages and to identify the mean and standard 
deviation of service quality dimensions and customer 
satisfaction a descriptive statistical analysis was em-
ployed for this study. In order to determine the relation-
ships between service quality dimensions (reliability, 
empathy, responsiveness, tangibility and assurance) and 
customer satisfaction this study was used Pearson’s cor-
relation coefficient. The study was used multiple regres-
sion analysis to determine the effect of service quality on 
customer satisfaction. 

3.1 Analyzing Service Quality Dimensions

In this study the SERVQUAL model was used to 
measure customers perception about service quality de-
livered by CBE. SERVQUAL model is used to measure 
customers expectation about service quality that the bank 
provide directly compare their expectation with the actu-
al or perceived service. In order to measure the result of 

customers perception about the quality of service provides 
by commercial bank of Ethiopia. The mean and standard 
deviation of each questions about each service quality di-
mensions are computed as follows. 

3.1.1 Tangibility

Tangibility pertains to the physical facilities, equip-
ment, personnel and communication materials.

Table 3. Mean and Standard deviation score for tangibili-
ty in survey data 2019

N

Items Valid Missing Mean ± SD
Tangibility 
(mean of 

mean)

Std.
Devia-

tion
The branch has up to 

date equipment’s 390 0 4.17± 0.2

4.31 0.215

The branch facilities 
are visually attractive 390 0 4.10 ± 

0.24
The branch has office 
at convenient location 

to its customer
390 0 4.41 ± 

0.23

Staffs of the branch at 
the front line position 
are well dressed and 

appear neat.

390 0 4.56 ± 
0.19

3.1.2 Reliability

Reliability refers to the ability to perform the promised 
services dependably and accurately.  

Table 4. Mean and Standard deviation score for reliability 
in survey data 2019

N

Items Val-
id

Miss-
ing

Mean ± 
SD

Reliability 
(mean of 

mean)

Std.
Devia-

tion
There is a quality of net-
work and speed service 

enabling the bank provide 
service as promised

390 0 3.89 
±0.33

3.59 0.337

Keep customer record 
correctly 390 0 4.10 ± 

0.29
Provide service at the 

designed and promised 
time

390 0 3.87 ± 
0.35

Staffs of the branch at 
the front line position are 
well dressed and appear 

neat.

390 0 3.25 ± 
0.38

3.1.3 Responsiveness

Responsiveness refers to willingness or readiness of 
employee to provide service promptly or even setting up 
appointment quickly and understanding customers inter-
est, goals or problems.

DOI: https://doi.org/10.30564/jbar.v4i1.2360
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Table 5. Mean and standard deviation score for respon-
siveness in survey data 2019

N

Items Val-
id

Miss-
ing Mean ± SD

Responsive-
ness

(mean of 
mean)

Std.
Devia-

tion

Employees provide 
punctual service 390 0 4.00  ± 

0.128

3.92 0.1295

Employees willingness 
to help customers 390 0 3.77 ± 

0.13
Employees are never 

busy to respond to 
customer request

390 0 4.05 ± 
0.11

Employees give quick 
response when ether is 

problem
390 0 3.85 ± 

0.15

3.1.4. Assurance

Assurance relates to the knowledge and courtesy of 
employees and their ability to convey trust and confi-
dence.

Table 6. Mean and standard deviation score for assurance 
in survey data 2019

N

Items Val-
id

Miss-
ing Mean ± SD

Mean of 
mean (Assur-

ance)

Std. Devia-
tion

Staffs are excellent 
and trust in personal 

behavior
390 0 3.74± 0.22

4.31 0.210
staffs are polite 390 0 4.03 ± 0.20

staffs have adequate 
knowledge to serve 

customer
390 0 4.15±0.21

3.1.5 Empathy

Empathy refers to the provision of caring and individu-
alized attention to customers.

Table 7. Mean and Standard deviation score for empathy 
in survey data 2019

N

Items Val-
id

Miss-
ing

Mean ± 
SD

Mean of 
mean (em-

pathy)

Std.
Devia-

tion

The staff know what cus-
tomers’ specific needs are 390 0 3.65± 0.2

3.48 0.213

Staffs are give customers 
individual attention 390 0 3.77 ± 

0.23
Staffs give orientation 

about the new service and 
the cost related with the 

service

390 0 4.01± 
0.199

The bank and its employ-
ees give do consideration 

for customers property
390 0 3.49 ± 

0.22

Table 8. Mean and standard deviation of service quality 
dimensions in survey data 2019

Tangi-
bility

Reli-
ability

Responsive-
ness

Assur-
ance

Empa-
thy

Mean 
of 

mean

Std.
Devia-

tion

N

Valid 390 390 390 390 390

2.04 0.269
Miss-
ing 0 0 0 0 0

Mean 4.31 3.59 3.92 3.97 3.48

To summarize all the above tables, tangibility has the 
highest mean value of 4.31. It implies that customers 
satisfaction arises from the dimension of service quality 
tangibility (4.31). The mean valve of assurance, respon-
siveness, empathy and   reliability are 3.97, 3.92, 3.68 
and 3.59 respectively. Reliability has the lowest mean 
value with 3.59. Regarding to this we conclude that the 
service provide by commercial bank of Ethiopia is some-
what quality of satisfied in most customer service dimen-
sions. According to the study of Quyet et al. [11] tangibili-
ty had the greatest satisfaction and reliability had the last 
satisfaction. The result of this study is consistent with 
this study.

3.2 Analyzing Customer Satisfaction

The following table indicates that the level of cus-
tomer satisfaction about the security of the bank service, 
respectful behavior of the bank staffs, communicative 
ability of the employee of the bank, performance of the 
employee of the bank and the various rang of service of 
CBE. According to the data presented on the Table 8, 
customers almost satisfied with mean value ranges from 
3.59 - 3.80. Therefore, majority of the customers are 
satisfied with respectful behavior of the bank staffs, the 
communicative ability of the employee of the bank, the 
performance of the employee of the bank and various 
rang of service of CBE. The overall mean result of cus-
tomer satisfaction is 3.67, which implies that majority of 
the customers are satisfied by the service provided by the 
bank. The finding of Endalkachew [23] conducted on As-
sessing the impact of Core Banking and service quality 
on Customer Satisfaction in Commercial Bank of Ethio-
pia (A case of Bishofftu Branch) shows that, 85% of the 
customer are satisfied with the various rang of service of 
CBE at Bishofftu branch, which is similar to the result of 
this study.

DOI: https://doi.org/10.30564/jbar.v4i1.2360
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Table 9. Mean and standard deviation of customer satis-
faction in survey data 2019

N

Items Val-
id

Miss-
ing

Mean ± 
SD

Customer 
satisfaction
(Mean of 

mean)

Std.
Devi-
ation

I am satisfied 
with the secu-

rity of the bank 
services.

390 0 3.60 ±
0.08

3.67 0.098

I am satisfied 
with respectful 
behavior of the 

bank staffs

390 0 3.80±
0.098

I am satisfied 
with the commu-
nicative ability of 
the employee of 

the bank

390 0 3.78±
0.099

I am satisfied 
with the perfor-

mance of the 
employee of the 

bank.

390 0 3.59 ±
0.1

I am satisfied 
with various rang 
of service of CBE

390 0 3.71 ±
0.11

3.3 Correlation Analysis between Service Quality 
Dimensions and Customer Satisfaction

Correlation analysis is measuring or indicating of 
liner relationship and measure the strength of the as-
sociation between two variables. The coefficient of 
correlation founds between -1 and 1. If the correlation 
coefficient approaches to positive one there is a strong 
positive relationship among the two variables. In other 
way the correlation coefficient is -1, show that the two 
variables have a strong negative relationship. If there is 
no a relationship between the two variables the correla-
tion coefficient equal to zero. 

The correlation coefficient lie between 0.1 and 0.29 
the relationship between two variables are week. When 
the relationship between two variables moderate, the cor-
relation coefficient found between 0.3 and 0.49 and the 
correlation coefficient of the two variables is more than 
0.5 there is a strong relationship among them. For this 
study Pearson correlation coefficient was used to study 
the relationship between service qualities dimensions 
namely tangibility, reliability, responsiveness, assurance 
and empathy and customer satisfaction. The following 
table shows that the Pearson Correlation matrices on the 
relationship between service qualities dimensions and 
customer satisfaction.

Table 10. Descriptive statistics and correlations (output of 
SPSS from surveying data in 2019)

Vari-
ables

Tangi-
bility

Reli-
ability

Respon-
siveness

Assur-
ance

Empa-
thy

Empa-
thy

Cus-
tomer 

satisfac-
tion

Mean 
± SD

1 1 0.879 0.190 0.561 0.209 0.209 0.550 0.33±
0.11

2 -0.879 1 0.67 0.156 0.649 0.649 0.651 0.34±
0.31

3 0.190 0.67 1 -0.067 0.478 0.478 0.624 0.22±
0.10

4 0.561 -0.156 -0.067 1 0.911 0.911 0.602 0.83±
0.35

5 -0.209 0.649 0.478 0.911 1 1 0.699 0.57±
0.02

6 0.367 0.819 0.6950 0.413 0.9290 0.9290 1 0.76±
0.42

According to Table 10, all of the five service quality 
dimensions have a strong statistical or significant posi-
tive relationship with customer satisfaction at the p-value 
0.000, which is less than the significant level 0.01 (1%).  
Among them empathy have the strongest relationship with 
correlation coefficient of 0.699 followed by reliability 
with coefficient of 0.651, responsiveness 0.624 and assur-
ance 0.602. Tangibility has the weakest relationship with 
customer satisfaction relatively to the other four dimen-
sions at the Pearson correlation coefficient 0.550. 

If there is a positive relationship between two vari-
ables, indicates that if one variable increases, the other 
variable will be increases. Therefore, based on the above 
discussion service quality dimensions and customer sat-
isfaction have a strong positive correlation. So, offering a 
better quality of service enhancing customer satisfaction. 
The finding of Meron [12] conducted on quality of ser-
vice  impacts on satisfaction of customer and the results 
showed that the correlation to satisfaction, that is assur-
ance (0.606), responsiveness (0.585), reliability (0.512), 
tangibility (0.501) and empathy (0.487). It was inconsist-
ent with this study. This is due to different factors such 
as time, number of sample and educational level of the 
respondents.

3.4 Multiple Regression Analysis of Overall Ser-
vice Quality Dimensions and Customer Satisfac-
tion 

Multiple regressions are the most common and widely 
used to analyze the relationship between a single contin-
ues dependent variable and multiple continues on categor-
ical independent variable [1]. Multiple regression analysis 
is a form of statistical analysis that seeks the equation 
representing the effect of two or more independent vari-
ables on a single dependent variable. Multiple regression 
analysis is a statistical model used to analysis or figure out 

DOI: https://doi.org/10.30564/jbar.v4i1.2360
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the extent of the effect of two or more independent varia-
bles on a single dependent variable. More precisely, mul-
tiple regressions able to show how the value of dependent 
variable changes as the value of two or more independent 
variables is changed [27].

For this study, multiple regression analysis was used 
to determine the strength of the relationship between the 
overall service quality dimensions those are contracted on 
the conceptual framework and customer satisfaction. From 
the multiple regression analysis of the overall service 
quality dimensions (independent variables) and customer 
satisfaction (dependent variable), the model summery 
revealed that 59.8 % (R2=0.598) of the variation of cus-
tomer satisfaction explained by the overall service quality 
dimensions which are developed in the conceptual frame-
work(Tangibility, Reliability, Responsiveness, Assurance 
and Empathy). Therefore, service quality dimensions have 
a positive effect on customer satisfaction.

Table 11. Model Summary of service quality dimensions 
(Regression output of SPSS from Own survey data in 

2019)

Model R R Square Adjusted R Square Std. Error of the Estimate

1 .770a .598 .593 .606

Note: a. Predictors: (Constant), Empathy, Tangibility, Reliability, Assur-
ance and Responsiveness 

The following analysis of variance (ANOVA) table 
demonstrates that the good fitness of the model. More 
precisely, ANOVA table shows that the significance of 
the regression model. So, the following ANOVA table 
refers that the model is significant or good fit at F (5, 
376) 112.922, p =0.000. So, the result leads to accept the 
sixth hypothesis ‘‘Service quality has a positive effect on 
customer satisfaction’’.  And also, this answer the first 
research question that is; does service quality has an effect 
on customer satisfaction in banking service and what kind 
of effect in commercial bank of Ethiopia at Addis Ababa 
in east district?

Table 12. ANOVA of service quality dimensions and cus-
tomer satisfaction (Regression output of SPSS from Own 

survey data in 2019)

Model Sum of Squares Df Mean Square F Sig.

1

Regression 209.635 14 42.127 112.922 .000b

Residual 139.799 375 .368

Total 345.434 389

Notes: a. Dependent Variable: Customer satisfaction  b. Predictors: 
(Constant), Empathy, Tangibility, Reliability, Assurance and Responsive-
ness

Table 13. Coefficients of service quality dimensions on 
customer satisfaction (Regression output of SPSS from 

Own survey data in 2019)

Model
Customer satisfaction

*B Std. Error Beta

1

(Constant) .264 .168

Tangibility .155 .054 .130

Reliability .199 .054 .204

Responsiveness .106 .059 .105

Assurance .109 .053 .108

Empathy .416 .053 .420

R Square 0.598

Note: a. Dependent Variable: Customer satisfaction. 

The above multiple regression coefficient pertained that 
the contribution or the effect of each service quality di-
mensions (independent variables) on the model. The pre-
dictor variables which have a higher beta coefficient with 
the lower p-value (p<0.05) have a significant contribution 
or effect on the dependent variable. Otherwise, predictor 
variables which have the small beta coefficient and higher 
p-value have a little or no effect on the model. The above 
Table 12, indicate that the overall service quality dimen-
sions (tangibility, reliability responsiveness, assurance and 
empathy) has a positive and significant effect or contribu-
tion on customer satisfaction by 0.155, 0.199, 0.106, 0.109 
and 0.416 beta value and at p=0.042, 0.000, 0.006, 0.008 
and 0.000 respectively.

From the above table of multiple regression coeffi-
cients, the following regression equation was developing 
to predict the level of customer satisfaction due to the list-
ed predictor on this study.

Y= a+β1x1+ β2x2+ β3x3+ β4x4+ β5x5    (4)

Y= 0.264+0.155x1+ 0.199x2+ 0.106x3+ 0.109x4+ 0.416x5  
 (5)

Where, Y= dependent variable (customer satisfaction), 
a= constant (if all predictor variables are 0 (zero), the val-
ue of dependent variable equals to constant (=0.338)), β1, 
β2, β3, β4 and β5 = the beta coefficient of tangibility, relia-
bility responsiveness, assurance and empathy respectively, 
x1, x2, x3, x4 and x5 = the predictors or independent varia-
bles (tangibility, reliability responsiveness, assurance and 
empathy) respectively.
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4. Discussions

For this study, 400 questionnaires were distributed, 
and 390 questionnaires were properly filled and col-
lected. The general profile of the respondents showed 
that 53.8% of the respondents are male whereas the re-
maining 46.2% are female. Regarding to the age profile 
of the respondents pertain that 77% of the respondents 
were between 24-30 years old. It implies that majority 
customer of commercial bank of Ethiopia at Addis east 
district are up to 30 years old. The educational back-
ground of the respondents showed that 69.2 % of the 
respondents were degree holders and above. Regarding 
to the length of time the respondents use the service 
of CBE, 46.2% of the respondent lasted three years. 
The data about the type of account of the respondents 
do have revealed that 87.2 % of them do have saving 
account. So, majority of the customer of the bank have 
saving account.

The descriptive analysis of this study pertain that tan-
gibility have the highest value of 4.31 followed by assur-
ance with the mean value of 3.97, responsiveness with 
the mean of 3.92, empathy with the mean of 3.68 and 
reliability have the least value which is 3.59. Regarding 
to this we conclude that the service provide by commer-
cial bank of Ethiopia is somewhat quality of service. The 
customer satisfaction rank is tangibility > assurance > 
responsiveness > empathy > reliability. The result of the 
research conducted by Dejene [17] the effect of service 
quality on customer satisfaction and showed that the 
mean value of assurance > responsiveness  > empathy 
> reliability > tangibility.  Meron [12]  has conducted the 
impact of service quality on customer satisfaction and 
indicated that the mean value of assurance > respon-
siveness > reliability > empathy > tangibility. And also 
in the study of Quyet et al. [11] tangibility is the greatest 
and reliability is the last satisfaction. The result of this 
study is consistent with this study. This difference the 
above studies is came may be due to time and amount  of 
customers. Study on customer satisfaction is necessary 
every time until service quality and customer satisfaction 
becomes constant.

The multiple regression analysis result of this study 
demonstrate that, all service quality dimensions have a 
positive and statistically significant effect on customer 
satisfaction at 95% of level of confidence (p<0.05). From 
the model summary of multiple regression the value of 
R squared shows that 59.8% of the variation of custom-
er satisfaction explained by service quality dimensions 
the remaining 40.2 % explained by other factors which 
doesn’t included in this study. A research done by Beth-

lehem [1] on the impact of service quality on customer 
satisfaction; the case of Commercial Bank of Ethiopia 
the regression analysis result shows that, except empathy 
all service quality dimensions (tangibility, reliability, 
responsiveness and assurance) have a positive and sta-
tistically significant impact on customer satisfaction and 
82.7% of the variation of customer satisfaction explained 
by service quality. 

The result of the study conducted by Girma [25] on Ser-
vice Quality and its influence on customer satisfaction: 
the case of Oromia International Bank SC. The regres-
sion analysis indicate that, “the four independent vari-
ables tangibility, reliability, assurance and empathy are 
influencing costumers” satisfaction significantly at 95% 
(α=0.05) confidence level. However, responsiveness has 
no significant influence on customers’ satisfaction at 
95% (α=0.05) confidence level. The study of Meron [12] 
on the impact of service quality on customer satisfaction: 
the case of Bank of Abyssinia S.C regression analysis 
shows that, tangibility, responsiveness and assurance 
have appositive and statistical significant effect on cus-
tomer satisfaction at 95% level of confidence (α=0.05). 
But reliability and empathy doesn’t have statistically 
significant effect on customer satisfaction and service 
quality can explain 43.8% of the variation of customer 
satisfaction. Finally all the above mentioned studies 
reviled that; service quality dimensions have a positive 
and statistical significant relationship with customer sat-
isfaction. 

5. Conclusions

This study investigated to point out the handling of 
customer satisfaction on service quality dimensions in 
case of CBE in east district of Addis Ababa. The satis-
faction of the customer rank is tangibility > assurance > 
responsiveness > empathy > reliability. The dimensions of 
service qualities had positive and statistically significant 
impact on satisfaction of customers.   Relatively empathy 
and tangibility have the strongest and weakest correlation 
with satisfaction of customer by 0.699 and 0.550 correla-
tion coefficients respectively. Reliability, responsiveness 
and assurance also have statistically significant effect on 
customer satisfaction with 0.651, 0.624 and 0.602 correla-
tion coefficients respectively. The overall service quality 
dimensions can explain 59.8% of the variation of custom-
er satisfaction. 
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