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Public transportation is one of the significant contributor towards the economic growth and
development of a country as it facilitates the movement of people, labour, products and
services and raw materials among others. With the increasing competition and options in the
public transportation sector, the customers have become highly demands and expect to be
served better by the companies. There are many factors affecting the customer perception
and the customer satisfaction level considering the public transportation including the quality
of the buses, timing and punctuality of the business. The aim of this research is to examine
the degree of service quality and customer satisfaction in the transport service industry in
Oman, a case on Mwasalat Bus Way Company. The data was collected via the questionnaire
distributed among the medium among the travelers. The data collected has been
transformed into numerical format for ease of analysis using the SPSS software 23. The
researcher has relied on the software for conducting the reliability test, frequency distribution
test, cross tabulation and correlation analysis for assessing the potential relationship between
different variables of the study. The research finding has indicated that through Urban
transportation sector in Oman is focused on offering high quality service to the customers,
there is need for the sector to offer additional benefits to reflect their adoption of market
trends as in the free Wi-Fi access while travelling, electronic devices charging points and the
latest means of payments like over the phone among others.

Introduction
The Public transportation includes all the transport facilities in which the travellers do not make
use of the personal means of the transportation for travelling. It includes the buses, taxis, mini
buses and training. Public transportation is very important for the people as it offers the
opportunity for moving from one location to another (Ojo, 2014). The rising price of the fuel and the
shortage of the petroleum products has raised concerns over the impact on the factors on the
service quality and customer satisfaction in the public transportation sector. For every sector,
irrespective of whether the sector is private or public, the customer satisfaction and maintaining
high service quality, has become one of the most significant factor for sustaining competitive
advantage (Khurshid et al., 2012). It has been argued that increased investment is being made in
the public transport systems to ensure the competitiveness of the sector has maintained against the
notably increasing private cars. New services are being deployed and the old one are being
constantly improved. Customer satisfaction and quality is the considered as the most important
elements irrespective of whether it is product or service. In case of any failure to satisfy the
customers, there is always a substitute ready to take over the transportation sector. It has been
further argued that there is a direct link between the service quality and the customer's perception
of the quality of the services. For the government to cares the use of the public transportation, the
service needs to be designed and performed to enhance the quality of services offered to the
customers (Nyongesa Murambi and M. Bwisa, 2014).

Customer Service 
Customer service is made of two terms, “customer” and “service”. Scott (2013, p29) pointed out to
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the customer platitudes that are focus point for every company and it includes "Our customers are
our family", "We are customer driven", "People are our most important asset", "The customer is
always right" and "The customer is King". Service is defined as the process that comprises of set of
activities that is result of a natural occurrence and interaction with customer and the companies. It
is the benefit offered by one party to another (Poor, Poor and Darkhaneh, 2013).

"Customer service is defined as the ability of an organisation to constantly and consistently
give the customers what they want and need"

Citing the work of Christopher Lovelock, customer service has been defined as follow: 

"Customer service involves task-oriented activities other than proactive selling that involve
interactions with the customer in person, by phone or by mail among others. This function is
designed, performed and communicated with two goals which includes operational
efficiency and customer satisfaction"

(Mishra and Gupta, 2009; p.273). 

Service Quality and Customer Satisfaction 
While authors like have argued that there is a strong link between the service and the quality
dimensions as determined by Anderson and Sullivan (1993) and cited by (Jamal and Anastasiadou,
2009), there is debate on the role of customer satisfaction in terms of being the antecedent of the
service quality judgements made by the customers or whether it is other way around as questioned
by (Parasuraman, Zeithaml and Berry, 1985). Malik (2012) stressed that the concept of customer
satisfaction is the main outcome of the marketing practices. Satisfaction is the good and service
judgement made by the consumers about pleasure and displeasure. Perceived service quality is
defined as the consumer's judgment about the business's overall dominance or distinction.

The foundation of the service quality was examined from the perspective of SERVQUAL Model
which was proposed by Parasuraman et al (1988) and the technical/functional quality framework
proposed by Gronroos (1982). However, it has been determined that SERVQUAL model received a
lot of criticism in the past few years considering scholars argued that the model mainly focuses on
the functional. Aspects of the service quality (Yong and Bojei, 2014). SERVQUAL models highlights
five dimensions of service quality and includes reliability, responsiveness, assurance, empathy and
tangibles, responsiveness, assurance and empathy which is are focused on the service process.

Customer Perception of Service Quality 
Customer’s perceptions of the service quality are influenced by various factors. Customer's
expectations are greatly affected by how they perceive quality part from their needs, experiences
and word of mouth communication says (Zeithaml, Berry and Parasuraman, 1993). Factors
affecting the perception of the consumers towards the service quality has been discussed below:

 Dimension  Explanation
 Tangibles  Look of the facilities, personnel’s and communication

systems
 Reliability  Ability of performing the services as promised
 Responsiveness  Willingness of the company to help the customers and

providing prompt service
 Competence  Having the required skills and knowledge to be able to

perform the required service
 Courtesy  Respect, politeness and friendliness of the contact personnel
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from the company
 Credibility  Honesty, Trustworthiness and certainty of the service

provider
 Security  Freedom from any form of risk or doubts
 Access  Ease of contact and approachability
 Communication  How the companies keep the customers informed about the

services

Table 1. Factors affecting the perception of the consumers towards the service quality  

Service in Public Transport 
The fare price and the quality of the vehicles are indicative of the type and range of the service
available to the customers. With the increasing competition, companies have realized that offering
high quality service is the best mean of achieving differentiation and add to the competitive edge
especially in the transportation sector. Kundi (2013) says in the public transport sector, people
provide the services for the passengers. The overall emphasis is placed on the total experience of
the customers. From the perspective of the passengers, the service is performance of the owner of
the vehicles, their staff and therefore becomes a major aspect of the marketing of the services of
the companies. During the service transaction, there is a personal involvement between the
passengers and the operator of the bus. The services are offered and received at the same time and
therefore experience becomes a vital element of the transaction. Citing the work of Powers and
Barrows (1994), the researcher stresses that for being a successful bus operator, it is vital to
develop a service culture that is based on commitment, trust, high standard of practice and a well-
developed communication systems.

Data collection
Dümke (2002) cited the work of Saunders et al and noted that the data collection is the fifth stage
in the research wherein the necessary data is collected and analysis for finding solution to the
research questions. The data in research has been collected in two forms as in the primary data and
secondary data.

The secondary data:

The secondary data is the data that has been previously gathered for some other purpose. The
origin of the data within a study determined whether the data is primary or secondary in nature
(Wrenn, Stevens and Loudon, 2007). Secondary data are those data that have already been
collected and summarized and collected for some other purpose other than the research project at
hand. Considering the advantages and disadvantages of the secondary data, it has been noted that
it is a very cost-effective method and the data can be gathered rather quickly in comparison to the
primary data. Conversely, the secondary data's reliability, accuracy and credibility is not known and
available data might not be presented in the usable format. In this study, the secondary data in this
research study has been collected from books, scholar articles, industry publications and internet
sources among others.

The primary data

The primary data is defined as those data that has been collected for the first time by the
researcher for a specific research project at hand (Wrenn, Stevens and Loudon, 2007). Goodwin
(2012) says the collection of the primary data is the responsibility of the researcher. The researcher
s responsible for designing collecting a summarizing the desired data in addition to determining the
measurement instruments that will be used in the research. Considering the advantages and
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disadvantages of the primary data, it was noted that it helps in addressing the specific research
questions, there is greater degree of reliability, accuracy and credibility and can help in addressing
any type of research questions. Conversely, the collection and analysis of the can be expensive and
time consuming as well as required the researcher to have the necessary skills for conking the
primary data collection (Morgan and Summers, 2005).

Sampling and target population:

As evident from the research project, the target population in this study are the
passengers/travelers of the transportation services. As the bus company services over 3 million
travelers it is practically impossible for the researcher to conduct the survey among entire target
population. Therefore, considering the feasibility and availability of the time, a sample size of 200
passengers was chosen using the random probability sampling method. Random probability
sampling method has allowed the researcher to gather opinion of from the passengers irrespective
of whether they hold Omani nationality or not.

Results and discussion
In order to assess the reliability, the researcher conducted the reliability analysis to determine the
Cronbach’s alpha value. According to Cronbach's Alpha is the method used for measuring the
internal consistency or the reliability in terms of Cronbach's Alpha coefficients. It reflects the
correlation between the items responses used in the questionnaire (Andrew, Pedersen and McEvoy,
2011). As evident in the above figure, the internal consistency can be interpreted based on the
Cronbach's Alpha value.

Reliability Statistics

Figure 1. 

Considering the results presented in the above table it can be determined that the Cronbach's
Alpha value is 0.814. This indicates that the internal consistency is good. Furthermore, the
statistical significance (p) is lesser than 0.05 indicating that the researcher has received
statistically significant results.

 Variables  Category  Results
 F  %

 Gender  Male  100  50
 Female  100  50

 Nationality  Omani  65  28
 Non-Omani  144  72

 Age Group  18-25years old  51  25.5
 26-33 years old  61  30.5
 34- 41 years old  53  26.5
 >= 42 years old  35  17.5

 Education  Intermediate  53  26.5
 Secondary  60  30
 University level  87  43.5
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 Occupation  Government employees  76  38
 Business men  44  22
 Retired person  13  6.5
 Students  67  33.5

Table 2. Respondents profile  

Perspective of the passengers on the quality of the
service

Figure 2. There is sufficient number of buses route to and from Muscat regions and suburbs 

In the above chart, the researcher has presented the findings considering the perspective of the
passengers to reflect whether they feel that there are sufficient number of buses route to and from
the Muscat regions and suburbs. The findings suggest that 34.5% of the passengers have strongly
agreed and 42% of the passengers have agreed with the statement as well. However, 23.5% of the
passengers have disagreed suggesting that there is need for increasing the number of buses plying
in and around the Muscat regions. The disagreement is aligned with the view of Belwal (2010), who
stressed on the lack of sufficient public transportation in the Muscat region. The researcher can
assume that the passengers who have expressed their opinion might either be residing in the areas
that have more number of buses plying and might also be using private cars.
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Figure 3. the arrival timing of the bus is it convenient 

In the above chart, the researcher has presented the findings concerning the opinion of the
passengers concerning the arrival timing of the bus being convenient. Based on the findings it has
been determined that 34.5% of the passengers have strongly agreed and 42% of the have agreed
that the bus timings are convenient. However, 23.5% of have disagreed with the statement. Beirão
and Sarsfield Cabral (2007) gave supporting opinion and stated that time uncertainty and long wait
time has always been major concerns for the travelers.

Figure 4. there is extra services provided (WiFi, phone payment, point for charging your electronic device) 

As evident from the above chart, the researcher has questioned the travelers, about the extra
services they have been provided in the bus as in the WiFi, phone payment, and point of charging
for electronic devices among others. The finding suggests that while 41.5% of the passengers have
agreed with the statement, overall, 58.5% of the passengers have disagreed. This finding can be
used for exploring the view of Kundi (2013) who had pointed out when it comes to the public
transport services, the emphasis should not only be providing quality services but enhancing the
overall travel experience of the passengers.

Figure 5. the buses’ rotation (time table) is flexible and satisfactory 

As presented in the above chart are the perspective of the passengers considering the business
rotation time table being flexible and satisfactory. As evident, all the passengers irrespective of the
degree of agreement the passengers have stated that they are satisfied with the flexibility of the
buses rotation time table.

Figure 6. 

In the above chart, it is evident that irrespective of the level of agreement, the travellers have
agreed that all the buses have safety standards and measures in terms of availability of fire
extinguisher, first aid among others.

Conducting the cross tabulation between the opinion of the customer reflecting the quality of the
services against the age group of the travelers, it has bene determined that majority of the
travellers between the age of 18-25 years old have found the new public transportation established
in Muscat is very satisfactory and sufficient. While it has been found that 41.2% of the travellers
have strongly greed in the age group of 18-25 years, and 51.4% from the age of >=42 years have
agreed that there is sufficient number of buses route to and from Muscat regions and suburbs. It is
evident that on an average of 20%, all the travellers from the different age group have also
expressed dissatisfaction with the number of buses. it has bene determent that majority of the
travellers between the age of 18-25 years old have found the bus route to satisfactory. On an
average, a similar percentage was evident in all the age groups indicating their satisfaction with
the degree of awareness of the drivers. It is evident that on an average of 20%, all the travellers
from the different age group have expressed dissatisfaction on the arrival time of the buses.

Conclusion
Based on the findings the researcher determined that the customer’s perceptions of the service
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quality are influenced by various factors including pricing of product, quality of the buses,
knowledge of the route, experience of drivers, facilities and coverage area of the transportation
services among others. Furthermore, the finding suggest that the customer perception can have
significant impact on the future purchase or travel plans as well as the perceptions of other
travellers. Based on the finding it is confirmed that perceptions of the quality of the service tend to
vary across different socio-economic groups including age groups and nationality. The outcomes of
the primary data have clearly pointed out that while majority of the travellers are highly satisfied
with the service quality in the Urban Public Transportation in Oman and hold a positive perception.

The finding stressed that Service quality is significant strategy to satisfy the needs of the
customers. The service quality has been defined as the measure of how well the service level
delivered to the customers matches the expectations of the customers. The finding suggests that
pricing of the tickets and the quality of the vehicles uses are primary indicative of the type and
range of the service available to the customers in the transportation industry. The outcomes of the
primary data have clearly pointed out that while majority of the travellers are highly satisfied with
the facilities and the quality of services they are receiving from the transportation sector, there is
still scope for improvement in terms of the punctuality of the busses and the additional facilities
offered inside the buses. Overall, findings suggest that Urban public transportation sector has not
only emphasizes on the range of services, routes offered to the customers but constantly reflect
their focus on maintain high quality standards to maintain customer satisfaction. However, it was
also found that there is need for emphasizing on the total experience of the customers. The services
are offered and received at the same time and therefore experience becomes a vital element that
needs to be part of the transportation strategy for the industry.

As well as the finding has established that there is a direct link between the customer satisfactions
in the Urban Public Transportation sector of Oman however, there are numerous variables that
affect this relationship. The factors include the quality of buses, timing of the buses, experience and
knowledge of the operators and drivers, the facilities offered to the travellers and the areas and
regions that are covered by the transportation systems among others. Customer satisfaction has
emerged as the antecedent of the service quality judgements made by the customers. The study of
the SERVQUAL model has enabled the researcher to determine the factors or elements that outline
the service quality of a service. It was found that the service quality is significant strategy to satisfy
the needs of the customers and encourage them towards repeated service which helps in building a
loyal customer base in the public transportation sector.
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