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ABSTRACT
The purpose of the study was to critically analyse the online Service quality and customer satisfaction among small tax payers at the Zambia Revenue authority in relation to the Tax payer service charter.

The three specific objectives of the study were (1) To establish small tax payers perceptions on the quality of the online services offered by ZRA and (2) To assess the extent to which online services correlated with customer satisfaction among small tax payers at ZRA and (3) To ascertain ZRA Policy measures aimed at further enhancing quality of online service and customer service delivery. The sample size was 271 and was derived at statistically. The study adopted a Correlational research design and data was collected using a structured questionnaire based on the modified E-S-QUAL and E-RecS-QUAL research instrument. Data obtained were subjected to quantitative methods of data analysis using SPSS(Version 20).In addition to descriptive statistics, the scoring index method and  both the correlation and regression analysis  were done and summaries were presented. The findings of the study were (1), the perception of small tax payers with regards to online service quality was perceived by small tax payers as high. (2)The results indicate correlation coefficient of 0.461 which indicated a moderate association between online service quality and customer satisfaction among small tax payers at the Zambia revenue authority. (3).The study further revealed that Zambia revenue authority has in place and operates two (2) management information system which are the Tax online system and the Automated System for Custom Data (ASYCUDA).It was further established that ZRA also has the corporate strategic plan 2016-18 and Tax Payers Charter. 

The study recommendations are that Zambia Revenue authority should put up measures to have on site customer service representative available online and also to improve the  site in such a way  that the site should offer the ability to speak to a live person  if there is a problem.
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CHAPTER ONE
1.0
Overview
Chapter one presented the background to the study, Statement of the Problem, Purpose of the study, study objectives, Research hypothesis, Significance of the study, theoretical framework, and scope of the study, Limitation of the study, operational definitions and a summary.
1.1
Background to the study
The rationale of the study emanates both from the previous research study and a study conducted by the International monetary fund. In 2006, the Government of the republic of Zambia invited the international monetary fund to carry out a diagnostic of the authority. The findings from the diagnostic study recommended the tax administration reforms which was later known as modernization. The reforms were premised on three pillars, first, the integration of the fragment elements of the tax administration within a single, functionally organized domestic tax falling under commissioner, Second the reorganization of the field officer on the basic of tax segments, with  separate functionally organized offices focused on the large, medium and small tax payers respectively with the outcomes of improved tax compliance, third increased revenue collection, provision of better services to tax payers and traders to reduce the compliance burden(www.zra.org.zm/history).

According to Gronroos (1994) identified three dimensions of measuring service quality. The three dimensions are The Technical dimensions (what), Functional dimensions (how) and the corporate image. Service quality researchers to date have paid scant attention to the issue of the dimensions of service quality. Much of the earlier work accepted the content measured by the SERVQUAL instrument. Following the argument that SERVQUAL only reflects the service delivery process, the study empirically examines the European perspective (i.e. Gronroos' model) suggesting that service quality consists of three dimensions, technical, functional and image, and that image functions as a filter in service quality perception. The results from a cell phone service sample revealed that Gronroos' model is a more appropriate representation of service quality than the American perspective with its limited concentration on the dimension of functional quality.
Rust and Oliver (1994) split the functional dimension into service delivery (the service of events) and the service environment (the physical ambience of the service setting, or the tangible).Service delivery becomes  a relevant in the servicing of events and the service environment through the physical ambience is very important to enhance service provision.
Another study done by Brady and Cronin in 2001 found empirical evidence in support of rust and Oliver (1994) service quality dimension. Through qualitative and empirical research, the authors find that the service quality construct conforms to the structure of a third-order factor model that ties service quality perceptions to distinct and actionable dimensions: outcome, interaction, and environmental quality. In turn, each has three sub dimensions that define the basis of service quality perceptions. The authors further suggest that for each of these sub dimensions to contribute to improved service quality perceptions, the quality received by consumers must be perceived to be reliable, responsive, and empathetic. The authors test and support this conceptualization across four service industries. Cronin et al (2001)
Parasuraman et al (1991) identified five dimensions of service quality which includes; Tangibility, Reliability, Responsiveness, assurance and Empathy. The five dimensions were used to assess service Quality in the service industry.
Service delivery has been on the increase in the Public service organisations such as the Public Universities, Public schools and in government revenue sectors such as the Zambia Revenue Authority, Road transport and safety Agency, municipal councils and ministry of lands and natural resources.(Times of Zambia,2017).Although some people  in society  feel the  problem is insignificant and is just overblown ,service delivery in  government revenue collection centres is threating to add another stumbling  road block  in Zambia developmental efforts in particular  to create income parity and mitigating of  high poverty levels(Lusaka times.com).The service delivery in most government ministries and spending agencies is at variance with the Seventh National development plan in which the governments has made social commitments to increase domestic revenues which in turn could be used to develop the nation.(SNDP,2017-2021).
The inefficiency of service delivery among the public officers has resulted in most officers engaging in corruption activities and malpractices in order to speed up the service provision. According to the Times of Zambia dated 19 May 2017, twenty five (25) of the Zambia revenue authority members of staff were dismissed from the service as a result of factors related to corruption and service performance. (Times of Zambia, 2017).In such cases public funds which should be going to government coffers to improve infrastructures and building of national roads has been diverted into private hands. These vices has resulted in the citizens being swindled of the hard earned financial resources in the promise of a better service. Despite, the laws and the integrity committees put in place, inefficient service quality has even led to many citizens to have negative perception about the operations of the government institutions. It is unfortunately that, in adequate service delivery has become the culture in most government institutions and is unlikely going to decrease in the near future unless critical measures are taken by society, government and enforcement agencies in general to address the service quality levels. According to the Zambia revenue Authority Press statement dated 14th August, 2017, the Zambia revenue Authority had collected slightly K719.22 million from tax payers since January 2017 from the expected K8 Billion expected when the Tax Amnesty was first introduced in the principal amounts.(Zambia daily mail,2017) There is evidence to indicate that an excess of 617,435 applications for tax amnesty were approved to provide relief of the tax payer out of 848,788. The tax Amnesty has since been extended up to June 2018 by Minister of Finance Hon Felix Mutati during a business conference meeting held by Kitwe chamber of commerce. (www.znbc.com).The tax Amnesty was offered by the Zambia Revenue Authority to enable the various tax payers to clean their accounting books so that they can start on a clean sheet.From the time the Tax Amnesty was introduced in March 2017,in the first 10 days 4,500 Applications were received with amounts received was ninety three thousand kwacha(K93,000).At the end of  30 June,2017,the total number of defaulters increased to two hundred and sixty seven thousand seven  hundred and seven(267,707) with collected revenue of three hundred and eighty four millionK384Million. According to the press statement of 14August 2017, the total number of applications rose to eight hundred and forty eight thousand seven hundred and eighty eight (848,788) applications from four thousand five hundred (4,500) on 10 April, 2017 resulting in an increase of 99.46%.

 The introduction of Tax Amnesty by the Zambia Revenue authority was not only necessary but timely because this action enabled the Tax Payers to reconcile their books of accounts and for Zambia revenue authority to amend their records too. They are various factors assumed factors by tax payers for not complying (default risk) with the Zambia Revenue Authority which could be attributed to Economic situations of the tax payers, Social problems, Zambia Revenue Authority Revenue online system challenges such technical clinches, unreliable customer service calling centre ,Service quality and Customer satisfaction. This study evaluated service quality delivery at the ZRA customer service centre.
In every business set up, a customer play an important role in the creation of supply chains. The customer is a key figure in the supply chain and their needs, values and opinions will affect the supplier decisions buyers make. Jaworski (2018). A business can have the systems, process and policies in place but without customers, the business cannot survive in operations. Many business are now operating in the dynamic and ever changing external environments where a business have to adapt to the market conditions which is due to high levels of competitions ,political ,economic and social factors that could have a negative impact on the operations of the business.

In the Private sector being it a service or production, the main aim of the business is to maximise the wealth of the shareholders through profit maximisation and increasing the Total share price or the value of the business as whole. Unlike in the private sector, the Public service sectors main aim is to delivery services to the public through the provision to quality service in a an economic, efficient and effective way.

The provision of quality service and customer satisfaction has been the subject of great interest to many organisations. Zambia revenue authority can increase revenue collections with lesser costs. In increasing revenue collections from business houses and units service quality and customer satisfaction plays a vital role which leads to customer loyalty (Akhtar et al, 2016)

The importance of customer satisfaction emerged during the marketing era of the 1950 when companies produced goods and services they could sell and not producing what customer wants. In the current marketing, customer orientation is the focus. According to Kotler and Armstrong(2008) looked at the creating value for customers and building  a strong customer relationships in order to capture value from customers in returns through positive relationship building between business and its internal as well as external customers in a socially responsible manner.

Customers are always aiming to obtain the maximum satisfaction from the products or service they buy or pay for. For any business to win in the market place, it entails the need to build customer  relationship and not just building the products; building customer relationship means delivering superior value  over the competitors to the target market(Kotler et al,2002).It is in this vain that an organisation provision of goods and services or not will depend  on the customer feedback on the satisfaction they get from consuming the products ,since higher level of quality lead to higher levels of customer satisfaction(Kotler and Keller,2009)

The Zambia revenue authority operates two(2) management information system which are the Tax online system and the Automated System for Custom Data(ASYCUDA).The Tax online system is a system used for domestic tax administration and management system used for registration, deregistration, returns and payments for domestic tax payers while the Automated System for customs Data is used for processing customs transaction(ASYCUDA) consists of a transaction processing module for customs declaration, a payment module for payment processing and a Transit module for management and acquitallal of transit declaration(Auditor report,2014).
Parasuraman et al (1993), points out that service quality information gap exists among the customers concerning the perception of service quality. The majority of the small tax payers have difficulties in accessing the quality service standards which are online and in some cases are not displayed in some of these institutions.
It is against the above background that this research report was conducted to critically analyse the perception of service quality delivery within the Zambia revenue authority and how taxpayer perceive service delivery in meeting the Tax payers Satisfaction.
1.1.1
Small Tax payers

The income Tax Act (Chapter 323 of the Laws of Zambia) is the legislation that governs income tax in Zambia. Income tax is tax that is charged on profits made by limited companies, Partnerships and self-employed individuals. For the purpose Tax Administration and in relation to the management of Tax. Tax Payers have been classified according to the Annual turnover. The classifications are Small tax Payer, medium tax payers and Large Tax payer (LTP).The tax payers whose turnover which is less than eight hundred thousand kwacha (800,000) per annum are liable to turn over tax and are classified as Small tax payers.(www.zra.org.zm).In the concept paper done by shome(2002) which looked at Tax administration and small tax payers  about public perceptions of small  business and tax payer in Singapore, USA, European unions and Asia. Public perception of small businesses could be said to have changed radically over the last decades. From the 1950s to the 1970s, they were perceived as marginal to the mainstream of economic activity, and were typically cast as habitual tax avoiders and evaders. By the early 1980s, however, as the services sector took off and represented a higher and growing proportion of Gross Domestic Product(GDP) in many countries, it was small firms that accounted for much of this growth, creating employment and efficient utilization of capital along the way (Poutziouris et al, 2001). While they are increasingly seen as engines of economic growth, many tax policy researchers believe that compliance costs for tax payment by small taxpayers are quite high. It is not, therefore, their habit but rather, the complex tax structure as well as the little resources the tax administration invests in them. Relatedly, these factors tend to lead to high compliance costs that might in turn result in a pattern of behaviour of tax avoidance or evasion. This aspect has assumed greater importance as rapidly growing, large developing countries such as Brazil, People’s Republic of China and India follow developed countries of the European Union and the United States in impressive expansions in their service sectors. And the growth is represented largely by small entrepreneurs. It is undoubtedly this sector that comprises today’s dynamism in economic growth in many market economies. Thus, first, the small taxpayer would benefit from tax simplification and, second, they cannot and should not be relegated by tax administrations to a secondary role in the generation of tax revenue given his potential tax output. They have to be placed within an appropriately designed framework that assigns comparable administrative resources to tax collection from this sector.
1.1.2
Tax Online service

Zambia revenue authority offers Tax online service. The ZRA Tax online services includes e-registration of various taxes such as Pay as You Earn, Value Added Tax, e-filling, e-payments, and payment registrations. The customs e services include customs electronic Licensing system services and the through ASYCUDA World.(www.zra.org.zm).The other services include the following, e-track system, verify documents, Tax Payers search, Upload documents and Tax Calculator. The Tax online services offers the benefits to customers of efficient and timely services, however in the early 20’s Zambia Revenue Authority did not have an extranet component of their system, this meant that tax payers were not able to interact with the Tax online system. However, the hosting of the online systems on the websites would be dependent on the Internet service providers (ISP).Therefore if the internet service providers delivery of service is in adequate, this could have an effect on the delivery of service of the online system. In as much as the online systems are in place, the provision of quality online service and maintenance is what is mostly inadequate in the public service institutions and this provides a gap in which quality services should be provided. According to a recent Accounting Today article ‘How Tax payers Turned into Tax Fraud Victims’, explains how twenty four (24) taxpayers had fallen victim to a tax fraud. The fraud process went as indicated herewith.”After filing fees are withdrawn, refunds are transmitted to taxpayers with a deposit by Tax Products Group, owned Green Dot Corporation, a bank that works with tax-preparation firms. In these newly reported instances, taxpayers’ personal information was obtained so the refunds can be sent to another bank account. “So, TurboTax customer’s information wasn’t breached within TurboTax. Their personal information was dug up elsewhere. It’s also important to note that this tax fraud case only affected state returns, not federal returns. Still, Intuit has since increased TurboTax’s security measures, restored the ability to use its software to e-file state tax returns, and offered to pay the victim’s tax refunds. The Minnesota Department of Revenue has lost trust in TurboTax. The department no longer accepts tax filings submitted electronically using the software due to an incident where two state taxpayers logged into TurboTax to file and were told their filings were already made. Now, the state is evaluating thousands of state filings sent electronically. In mid-March, federal and state tax officials recommended four ways to fend off fraud and presented them to the Senate Finance Committee: (1) Make prepaid debit cards easier to identify – In many instances, identity thieves use prepaid debit cards to collect tax refunds. Prepaid debit cards are difficult to trace and the money is easily transferable.(2) Require employers to file W-2s with tax agencies earlier – Employers are required to send their employee’s W-2 forms by January 31, but are not required to send the IRS and Social Security Administration until March 31. This makes it difficult for the IRS and state tax agencies to make sure the person claiming the refund is using correct information, for example, using this year’s W-2 instead of last year’s.(3)Don’t allow third-party filing fees to be deducted from a refund – When this happens, the criminals have nothing at risk in the transaction. The state is out of a refund and software programs like TurboTax get paid, too. (http://www.industriuscfo.com)
1.2
Statement of the problem 
Many governments around the world have come up with various measures on how to modernise their tax systems which are also called tax administration reforms. Zambia is one of the countries through the recommendations from the international momentary fund which has implemented the tax reforms. One of the measures was to, first integrate fragment elements of the tax administration within a single, functionally organized domestic tax, second the reorganization of the field officers on the basic of tax segments, with separate functionally organized offices focused on the large, medium and small tax payers respectively with the outcomes of improved tax compliance and third increased revenue collection, provision of better services to tax payers and traders to reduce the compliance burden (www.zra.org.zm/ history) . It was on this basis that the study was carried out to critically analyse the online service quality and customer satisfaction among small tax payers segment. 
The overall research problem addressed in this study was that despite Zambia Revenue Authority putting up a robust Tax online system for its revenue administration which includes e-filling, e-payments and client feedback system, there has been however an increase in Tax Online system down time and Low Small tax payers compliance (ZRA Annual Report, 2017). 
Further, there has been an increase in the tax payers queuing up to receive the service at the Zambia revenue authority customer service centre. This study sought to undertake a critical analysis of the Service delivery and customer satisfaction at Zambia Revenue based on Tax payer’s service charter, how do the small tax payers perceive the quality of service by ZRA? Are there on time services provided to enhance tax compliance? These are some of the questions that necessitated this study?

1.3
Purpose of the Study
The purpose of the study was to determine the Small Tax payer’s segment perception of the online Service quality they receive from the Zambia Revenue Authority and how it influences their satisfaction levels. 
1.4
Study Objectives


The Study was guided by the following research objectives:
1.4.1
General Objectives

To critically analyse the ZRA online Service quality and customer satisfaction in revenue collection among small tax payers in relation to the Tax payer service charter.
1.4.2
Specific Objectives
1 To establish small tax payers perceptions on the quality of the online services offered by ZRA. 
2 To assess the extent to which online services quality are correlated with customer satisfaction among small tax payers at ZRA.  

3 To ascertain ZRA Policy measures aimed at further enhancing quality of online service and customer service delivery.
1.5
Research hypothesis 

H0: 
The perception of small tax payers on the online service quality is Low at ZRA.
H1: 
The perception of small tax payers on the online service quality is high at ZRA.

H0:
 There is no association between online service quality and customer satisfaction among small tax payers at ZRA.
H1:
 There is association between online service quality and customer satisfaction among small tax payers at ZRA.

H0:
 The ZRA Policy measures to enhance quality of online service are not satisfactory.
H1:
 The ZRA Policy measures to enhance quality of online service are satisfactory.
1.6
Significance of the study
It is hoped that outcomes from the study will add to the body of knowledge on the online service quality delivery and Customer satisfaction in the public service sector organisations in Zambia particularly at the Zambia Revenue Authority. This will enable the institutions enhance service delivery and customer satisfaction in revenue collection and reduce compliance risks. In additional knowledge this research will add to the existing body of knowledge through prioritizing of budgetary allocations to the Customer service centres because according to marketing orientation approach Kotler and Armstrong (2008), concurs that creating value for customers and building strong customer relationships in order to capture value from customers in return is important. Marketing is thus ‘an organizational effort to create and retain profitable customers through positive relationship building between the organisation and its internal as well as external customers in a socially responsible manner.


In addition, the outcomes from the study will expand the knowledge with regards to 
informing policy makers such as permanent secretaries, ZRA management, customer 
service managers at revenue collection centres in drafting policies aimed at improving 
customer retention and measures of increasing revenue collections (Budget, 2018).


The research made valuable recommendations to the Zambia Revenue Authority 
management to enable them understand how to satisfy the different types of taxpayers ,
make the organisation concerned on bases of all its activities on the satisfaction of needs 
and wants of the targeted taxpayers and service delivery rather than products, technology 
or production 
process (Kotler, 2000).
The study on the critical analysis of small tax payer perception on the service quality they receive will assist the Zambia revenue authority in formulating a revised tax payer’s charter on service delivery. This will in turn help ZRA understand the service delivery from a customer’s perspective and this can influence policy reforms and reviews in coming up with revised standards that can address the needs of the small tax payer in service delivery as opposed to a standardised service delivery charter. This study will add new knowledge as understanding the small tax payer’s satisfaction is vital in building a national capacity and increase domestic revenue collection since there is scanty knowledge on the studies service quality and customer satisfaction at the revenue authority.
1.7
Theoretical Framework

The theory that underpins this research study is the Expectancy –disconfirmations theory (Oliver, 1997) and this provide a theoretical framework.
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Figure 1.1: Theoretical frame work

Source: Parasuraman, 2005
Expectancy-disconfirmation theory

This theory was introduced by Oliver in 1981 as a model for studies of customer 
satisfaction in the retail and service industry. The expectancy–disconfirmation theory 
posits that customers form their satisfaction with a target product or service as a results 
of subjective or direct comparisons between their expectations and 
perceptions.(Oliver,1981).Customers are asked to provide their perceptions or 
evaluations of the comparisons, using  a “worse or better than expected scale”. The 
resultant perceptions are conceptualized as a psychological construct called the 
(subjective disconfirmation). This model asserts that a customer is a direct function of  
subjective disconfirmation. The size and direction of disconfirmation determine in some 
parts the level of disconfirmation. When confirmation occurs, customer are believed to be  
remain neither  satisfied nor dissatisfied .Both the expectation and perceptions also have 
been found to influence customer satisfaction and subjective disconfirmation under 
various conditions(Churchill and Suprenamt,1982) in Pergamon(1999).


According to Khalifa and Liu,(2003) the theory of satisfaction is determined  or measured 
by the discrepancy between  perceived performance and cognitive  standards such as 
expectations and desires(Benjamin,2012).


According to Zeithmal and Berry (1988), expectations can be seen as the predictions 
which 
are made by customers about what is likely to happen during an impending 
transactional 
exchange.

The Expectations occurs in three forms. There is Positive Disconfirmation-This is when perceived performance exceeds expectations. Confirmation occurs when perceived performance meets the expectations and finally Negative disconfirmation occurs when perceived performance is below the expectations (Khalifs and Liu, 2003).
1.8
Scope of the study

This research study was conducted at the Zambia Revenue Authority in Lusaka Province of Zambia. The information was sought mainly from the Zambia Revenue Tax Payer in Lusaka at the Head office advice Centre.

The Zambia revenue authority has a regional office in Kabwe district of the Central 
province of Zambia. They also have 30 offices across the country and in the border towns 
of Zambia. However, the Zambia revenue Authority has a Centralised Customer service 
centre at the Head office in Lusaka.
The study was carried out at the Zambia revenue Authority Customer service centre offices.

1.9
Limitations of the Study

Although the research was carefully prepared and had reached its purpose, there were limitations and short comings which includes the following:


i. The data collection was confined to Lusaka district only as this was a limitation in scope. The replication of the study at different ZRA customer service centre country wide would enable better generalisation of the findings of the study. 
ii. The construct of online service quality was measured by a research instrument developed by a researcher in other country. Though the instruments shows reliability and validity, some dimensions of the instruments could not be applied in the study and so it required Modifications to meet local needs.  
iii. The study adopted a Quantitative approach mainly the Correlational research design which was restrictive. A Mixed design would have been more appropriate to provide a balance research including the qualitative aspects.
1.10
Operational definitions

1.10.1
Service Quality

An assessment of how well a delivered service conforms to the client's expectations.
1.10.2
Customer Satisfaction


According to Kotter (1996), defined Customer satisfaction as the level of a person’s felt 
state resulting from comparing a products perceived performance or outcome in  
violation to his or her own expectations.

1.11
Summary
The main theory adapted for the study was Expectancy disconfirmation theory (EDT). The expectancy–disconfirmation theory posits that customers form their satisfaction with a target product or service as a results of subjective or direct comparisons between their expectations and perceptions.(Oliver,1981).Customers are asked to provide their perceptions or 
evaluations of the comparisons, using  a “worse or better than expected scale”. The resultant perceptions are conceptualized as a psychological construct called the (subjective disconfirmation).The study had three objectives for instance the first was to establish small tax payer’s perception on the quality of online service quality at ZRA.The null and alternative hypothesis was formulated. Among the limitations, one was that the construct of online service quality was measured by a research instrument developed locally in other country which has been tested for  reliability and validity, and yet some dimensions of the instruments could not be applied in the study and so it required Modifications to meet local needs.  
CHAPTER TWO
LITERATURE REVIEW

2.0
Introduction

The first chapter looked at among other things the introduction, statement of the problem and research objectives. Chapter two reviews relevant literature on the following themes and sub themes: customer perceptions on quality of online services, several service quality dimensions will be brought out to highlight the gaps in previous research works.
2.1
Global Perspective
The global perspective on customer perceptions looks on how customers perceive the brands, products on the global level.
2.1.1
Customer Perception
Customer perception is the reality of how customers view your brand, products and services. In many cases, customers form impressions, assumptions and opinions about a firm that differ substantially from how a firm views itself. Business models that offer  a combination of online services and the traditional physical presence, creates better business opportunities to capture a huge market share than those offering online 
service only. This is because the physical presence of customer service staffs supports the online business model by building trust and confidence in online service 
(Shourah, 2014, cited in Gefan et al:Yu,2008).However, the challenges include the security of online transactions ,the difficulty in the correction of online mistakes and the computer illiteracy amongst the users could affect their perception of online services.
2.1.2
Customer’s Perception on quality of online service

According to Hse(2006), defines consumer perception towards online service as the sale 
and purchase  of products and service over the internet, which includes sharing of 
business information like the integrating of Zambia revenue authority and the commercial 
banks on the electronic payments, though the use of internet based technology to support 
business processes. This view of a business model on the use of internet  based 
technology has resulted in many consumers using lots of electronic gadgets such as 
tablets 
and computers to doing electronic business has resulted in the growth of number 
of internet users.
 


They are several studies done by scholars on the customer’s perception on the quality of 
online service in different industries.

In a study conducted by Liu et al (2017) on consumer perception and behavioural intentions in Apparel E-Shopping, the aim of the was to test the factors in consumer perception such as identified individual preference based perception, perceived price range and experience on the usefulness of online shopping. The theory adopted for this stud was the theory of Technology Acceptance Model (TAM).The target population was the 203 undergraduate students between the 13-23 years and a confirmatory factor analysis was used to analyse the variables. The findings from the study were that individual preference and the perceived price range on website positively affected customer satisfaction and experience. Also the consumer satisfaction positively affected online design intentions and repurchase intentions. The results provided a valuable reference for apparel brands to develop consumer-centred online shopping services.

The author argues that the findings from the above study cannot be generalised because the sample size of 203 undergraduate between 18-23 is very minimal. They could have been more undergraduate students in the Chinese college who could have been included in different age ranges. Though the convenient sampling technique was used to select the sample, this methods could have been Subjective. The authors view is that in order to remain objective throughout the study, probability sampling technique could have been more appropriate in the circumstance. The study only utilised the Technology acceptance model using the internal factors only without the application of the external variables.it is because of these gaps that this study aims to measure customer perception of online quality using Electronic Service Quality scale model (E-S-QUAL) and using descriptive research design. The Current study aims to fill up the gap on the sample size by increasing it to 271 participants and using purposive sampling technique so that the outcomes from the study can be generalised to all on service business. 

 In a study conducted by Masoud and Taqa (2017) on factors affecting customer’s adoption of e-banking service in Jordan. This study aimed to identify and analyse factors affecting customers' adoption of E-Banking services in Jordan. The study sample was 450 E-banking services users, who have been chosen from nine main banks selected by the researchers. The study concluded that there was a significant effect of (E-Service Quality, E-Perceived Usefulness, E-Security, and E-Reliability) on the adoption of E-Banking services. E-Service quality was the most effecting factor on customers' adoption of E-Banking services, while E-Security was the least influential factor. The study proved the existence of the effect of the following E-Service quality dimensions: E-Ease of Use, E-Privacy, E-Efficiency, E-Design and E-Cost Effectiveness and denied the existence of the effect of E-Responsiveness on customers' adoption of E-banking services.

The study by Liu et al (2017) though in the fashion industry looked at the customer perception and behavioural intention. The study aims in Liu and in Masoud and Taqa (2017) were based on different measurement scales. For instance, the latter study introduced online service quality such as E-Ease of Use, E-Privacy, E-efficiency, E-design and E-effectiveness. These measurement variables were not studies in the Liu et al (2017) .In both studies, the study sites were in India and Jordan. The results obtained in these studies cannot be applied in Zambia at Zambia revenue authority because customers could have different perceptions in different times and because of this limitation a gap is created in which the current study proposes to research on.
In a Study conducted by Kumar and Shenbagaraman (2017), the aim of this paper was to study customer perceptions of online banking and e-service quality of banks and its influence on customer satisfaction. The study has a sample size of 98 and utilised Zeithmal 11 dimensional model of measuring online service quality. A Quantitative approach and the methodology was quantitative research design. The Findings from this study revealed that variables compensation and recovery, access, personalisation and assurance play a major role in online banking service quality. Also the study revealed that customer satisfaction leads to customer loyalty. The sample size of 98 compared to the studies Liu et at (2017) and Masoud and taqa (2017) who had sample sizes of 203 and 450 is far smaller and the results could not be generalized .Although Masoud and taqa (2017) and Kumar and shenbagaraman (2017) carried out their studies in the banking industries, however, they has different study signs as the former had a study in Jordan and the latter in India. Not only that, the measurement instruments adopted in both studies though they were measuring on-line service quality but had varied measuring instruments and variables which creates a study gap and the outcomes obtained will be different.

Samsunisa(2015) argued that the quality of online service such as e-banking by different 
groups of customers have different perception towards e- banking and the usage level of 
these banks customers is different.it was observed that different occupation groups of 
customers have  different perceptions towards e-banking service. In a related study on 
customer perception on traditional service offering. Nyandwa et al(2017) conducted a 
study on the measuring of patients perception on the quality of care  in the Democratic of 
Congo, using the service quality scale.it was found that the reliability scale was at 
0.851.This meant that there was a direct relationship between the perception by patients 
of quality of care and their social economic status. The author concludes that the 
outcomes from Samsunisa(2015) and Nyandwa et al are similar despite both studies 
conducted in different environments as former is on online service perception while the 
latter is in the traditional physical environment.
In the study of Ali and Raza (2015) on Service quality and its impact on customers’ behavioral intentions and satisfaction: an empirical study of the Indian life insurance sector. The aim of this study is to measure the relationship between service quality and customer satisfaction among the customers of Pakistani Islamic banks. This study employed a modified SERVQUAL model by introducing a unique dimension of compliance in the context of service industry. A self-administered questionnaire-based field survey was conducted with the help of modified SERVQUAL dimensions. Data were gathered from 450 walk-in customers of Islamic bank. The sample data were statistically analyzed through exploratory factor analysis followed by confirmatory factor analysis (CFA) and structural equation modelling (SEM) analysis to determine the service quality perception and customer satisfaction. Namely, CFA is used in order to test the model validity, while SEM is used for testing the impact of different service quality dimensions on customer satisfaction. Results revealed that the multidimensional service quality scale is positively and significantly associated with the unidimensional scale of customer satisfaction. In addition, the compliance dimension of the SERVQUAL model proved its importance by showing the highest contributing factor in the overall model. Furthermore, this study has practical implications for the policy-makers of Islamic banks to better understand the behavioral intentions of Islamic bank customers.The author argues that the findings from the above study using SERVQUAL model was Compliance factor which is not a factor in the current study as it looks at online service quality and customer satisfaction and the model used electronic service quality scale modified (E-S-QUAL).

In study conducted by Shoural and Abdullah (2014), the study was based on customer  
perceptions towards the use of online services in which case the Saudi 
Telecommunication sector. The study identified four online service quality dimensions 
in telecommunication industry. These are perceived usefulness, perceived ease of use, 
perceived enjoyment and privacy /security. The study discovered that all these factors  
enhance the ability of the consumer to handle the product or service and search them  
through the internet. In Masoud and taqa(2017),it measured e-reliability as a variable 

which measure was not present in Shoural and Abdullar(2014) study but it also had 
perceived enjoyment as a customer perception on the online which creates inconsistence 
between studies and creates a gap which in which the current study aims to fill.


In  a study conducted by Brar and Singh(2012)while  investigating all variables and the 
responses by consumers.it revealed that the perception of consumers can be changed and 
can be made positively by awareness program, friendly usage, fewer changes, proper 
security and the best response to the services offered.(Reddy and Reddy,2015).




Keng et al (2007) in a related study on the factors that influences consumer perception in 
online ticketing indicated that privacy, security, convenience and experience had a 
significant influence on consumer perception on ticketing.


In earlier studies conducted by Jun Minjoon et al (2003), the explanatory study identified 
six online retailing service quality dimension as perceived by customers. The quality 
dimensions were reliable/prompt responses, access, and ease of use, attentiveness, 
security and credibility. The study discovered a significant positive relationship between 
overall service quality and satisfaction.
In a recent study conducted by Gong and Yi (2018) on the effect of service quality on customer satisfaction, loyalty and happiness in five Asian countries: China, Hong Kong, South Korea and Singapore, the objectives of the research were to establish whether or nor not a service quality model can be conceptualized in the same way across Asian countries and to explore whether or not scores on the items can be meaningfully compared among the Asian countries. The findings show that the overall service quality  has a positive  influence  on customer satisfaction, which in turn  leads to customer loyalty and customer happiness and that the general pattern of structural paths show that most of them are not significantly different across the five Asian countries. The results of this study revealed four key findings. First, customer wellbeing or happiness was driven by service quality. Second customer loyalty was driven by service quality across the five Asian countries, demonstrating that the economic values of service quality could be applied to Asian countries just as they are in North American and European countries. Third, customer satisfaction was driven by service quality. Fourth, customer income increased the effect of service quality on customer happiness through customer satisfaction in China, Hong Kong, and South Korea.
The author argues that the findings from the above study cannot be generalised because it was carried out in five Asian countries which could have different demographic with Africa where the current study is being conducted .In a related study of Liu et al (2017) on consumer perception and behavioural intentions in Apparel E-Shopping .The study employed undergraduate students in the Chinese college who could have been included in different age ranges. Though the convenient sampling technique was used to select the sample, this methods could have been Subjective. The authors view was that in order to remain objective throughout the study, probability sampling technique could have been more appropriate in the circumstance. The study only utilised the Technology acceptance model using the internal factors only without the application of the external variables.it is because of these gaps that this study aims to measure customer perception of online quality using Electronic Service Quality scale model (E-S-QUAL) and using correlational research design. The findings from Gong and Yi (2018) show that that overall service quality has a positive  influence  on customer satisfaction while the finding in Lie et al (2017) indicate that website online service quality positively affected customer satisfaction in China while the  former  Gong and Yi (2018) was carried out across five Asian countries. Though both Gong and Yi (2018) and Liu et al (2017) showed positive relationship between service quality and customer satisfaction, the author argues that both of these studies were carried in different industries. The Current study aims to fill up the gap on the sample size by increasing it to 271 participants and using purposive sampling technique so that the outcomes from the study can be generalised to all on service business. 
In a related study conducted by Dean et al (2017) on the  impact of service quality ,customer engagement and selected marketing constructs on airline passenger loyalty .This study aimed to empirically analyse the determinants of airline passenger loyalty in the high-frills Indonesian airline industry. The interrelationships among passenger loyalty, customer engagement, customer satisfaction, brand image, perceived value and service quality. The study sample was 250 airline passengers were used to examine the interrelationships among the constructs. The data set was analysed using confirmatory factor Analysis and structural modelling. The empirical results demonstrate that customer engagement had the most influential effect on passenger loyalty, followed by customer satisfaction. Customer satisfaction had the largest total effect on customer engagement .Service quality, perceived value and customer satisfaction also indirectly affected customer loyalty through mediation. In Masoud and Taqa (2017), The study concluded that there was a significant effect of (E-Service Quality, E-Perceived Usefulness, E-Security, and E-Reliability) on the adoption of E-Banking services. E-Service quality was the most effecting factor on customers' adoption of E-Banking services, while E-Security was the least influential factor. Where as in Dean et al (2017), customer engagement was the most influential factor and service quality and perceived value were the least influential factors. This implies that the findings from Masoud and Taqa (2017) were inconsistent with that of Dean et at (2017).It is because of these inconsistences that creates gaps the that the current study aims to measure the small tax payers perception on online service quality and how it influences the small tax payers satisfaction using the correlational design with a sample size of 271 which is slightly higher than the 250 sample size used in Dean et al (2017).
2.2
Regional Perspective of online service quality


There has been some notable studies carried out at the regional level within the African 
context. For instance in the study of Nyandwa et al (2017), the study aimed to determine 
patients perception on the quality of care in the hospital industry in the democratic 
republic of Congo. The methodology adopted was the descriptive research design and 
Analysis of variance (ANOVA). It was found that the highest and lowest perception score 
were related to the fact that the hospital had their patient’s best interest at heart. The 
author argues that this study only looked at the patients perception in the traditional 
environment but it did not look at the online service quality on the online quality service 
which still creates a gap as online service delivery can be exploited in such a case  
provides the relevance of the current study.

In a related study mwangi (2015) carried out a study whose objective was to examine the effects of online tax compliance among small tax payers in Meru County in Kenya. The theories applied were the Ability to pay theory and the benefit theory and the methodology adopted was the descriptive research design. The study findings were that online tax system does not affect Tax Compliance level among tax payers in Meru County. The mwangi (2015) study can be criticised because it did not look at the customer perception of online service quality and hence it did not apply well to the current study. 
Both the mwangi (2015) and current study looked at the small tax payers in the revenue 
collection. However, the both studies differs in the theoretical framework and this still 
creates a gap for further research.

There seem to be scanty information from the libraries and the website on the studies on customer perception in the Zambia revenue authority on quality of service .Although there 
are other related studies on service quality in the traditional environment but the measurements instruments are different because different scales are applied to these environment.

In a study conducted Chinomona et al (2014) on the influence of E-Service Quality on Customer Perceived Value, Customer Satisfaction and Loyalty in South Africa. The aim of the was to examine the relative influence three antecedent of customer loyalty-e service quality, customer satisfaction, and customer  perceived value on consumer online shopping behaviour, using a sample of consumers in Gauteng Province of South Africa. The sample size was 150 .The findings from the study provided tentative empirical support that online shopping behaviour could be influenced by e-service quality, customer satisfaction, loyalty and perceived value outcomes in Africa.
The author argues that the findings from the above study cannot be generalised because it was carried out in one province in South Africa which could have different demographic and lifestyles with other provinces in South Africa. .In a related study of Liu et al (2017) on consumer perception and behavioural intentions in Apparel E-Shopping .The study employed undergraduate students in the Chinese college who could have been included in different age ranges where as in Chinomona (2014) used online customer. Though the convenient sampling technique was used to select the sample, this methods could have been Subjective. The authors view was that in order to remain objective throughout the study, probability sampling technique could have been more appropriate in the circumstance. The study ibid for data analysis used structured Equation modelling (SEM) while the latter used only utilised the Technology acceptance model using the internal factors only without the application of the external variables.it is because of these gaps that this study aims to measure customer perception of online quality using Electronic Service Quality scale model (E-S-QUAL) and using correlational research design. The findings from Gong and Yi (2018) show that that overall service quality has a positive  influence  on customer satisfaction while the finding in Mwangi (2015) looked at the effects of online tax compliance among small tax payers in Meru County in Kenya. The theories applied were the Ability to pay theory and the benefit theory and the study in Gong and Yi (2018) was carried out across five Asian countries. Though both Gong and Yi (2018) and Liu et al (2017) showed positive relationship between service quality and customer satisfaction, the author argues that both of these studies were carried in different industries. The Current study aims to fill up the gap on the sample size by increasing it to 271 participants and using purposive sampling technique so that the outcomes from the study can be generalised to all on service business. 
2.3
Local perspective
There has been a notable number of studies which were carried out on Service quality locally. For instance, Zulu and Chileshe (2014) carried out a study on the service quality of building maintenance contractors in Zambia. The objective was to examine service quality of building maintenance contractors .The model used was SERQUAL. The findings from the study was that there was no correlation between service quality and customer satisfaction in projects undertaken by contractors.

In a related study, Sichinsambwe et al (2017) carried out a study on the Comparison of service quality and customer satisfaction. The objective was to determine the relationship between service quality and customer satisfaction for both foreign and locals in Zambia. The Model used to measure service quality was SERVQUAL. Results of the study showed that the mean expression of the five dimensions of service quality are higher than the mean  perception thereby indicating that  in general  customers of both local and foreign banks are not satisfied with the service being offered  by banks. The findings from the study of Zulu and Chileshe (2014) was that there was no correlation between service quality and customer satisfaction by contractors in the construction while the findings in Sichinsambwe et al (2017) indicated that the mean expression of the five dimensions of quality were higher than the mean perception which indicated that in general customers of both local and foreign banks were not satisfied with the service offered by customers. The findings from a study by Mudenda and Guga (2017) was that customers of the service providers were satisfied with services. On the ranking of the service quality dimensions, Tangibility was highly ranked as the most significant leading to customer’s satisfaction.
In a Study conducted by Machayi and Ahmed (2016), the study examined the nature of factors that influence customer’s perception of service provided by Finance Bank Zambia Plc. Finance bank was a private sector indigenous bank in the country. This was an analytical study based mainly on the primary data collected through a scientifically developed questionnaire and secondary information sources. Based on the outcomes originating from the literature review, the research study used a modified SERVQUAL scale. The questionnaire to customers was administered on a sample size of 357, chosen on a convenient basis across the branch network. The statistical methods used were follows: frequencies - to describe the respondent’s characteristics; means – to identify level of perception (questionnaire statements); Independent-Samples T-Test - to identify the significance of differences in the means of retail customers and branch staff perceptions of service quality; factor analysis: to identify the differences between customers and bank branch staff in terms of the degree of importance they attached to various dimensions of service quality and Cronbach’s coefficient alpha test: to examine scale reliability and internal consistency.

All factors namely tangibility, responsiveness, empathy, assurance, image, convenience reliability, access and ATM effectiveness qualified to be designated as important because their mean index scores were above 2 and 50% or more of respondents affirmed them to be either 4-very important or 3-important.
 The sample size of 357 chosen on convenient basis compared to the studies Liu et at (2017) and Masoud and taqa (2017) who had sample sizes of 203 and 450 .Although Masoud and taqa (2017) and Kumar and shenbagaraman (2017) carried out their studies in the banking industries, however, they had different study designs as the former had a study in Jordan and the latter in India. Machayi (2016) used descriptive frequencies specifically the frequencies, means the independent –Samples T-Tests, factor analysis and Cronbach alpha test to examine scale reliability and internal consistence Not only that, the measurement instruments adopted in both studies though they were measuring on-line service quality but had varied measuring instruments and variables which creates a study gap and the outcomes obtained will be different. The author argues that the current study had a sample size of 271 small taxpayers and with the aim of critically analysing small taxpayer’s perception on online service quality and customer satisfaction.
2.4
Summary of Scholarly studies on Service Quality and customer satisfaction
	Title
	Author/Year
	Objective
	Methodology
	Findings
	Gap(s)

	Consumer perception and behavioural intention in Apparel E-Shopping:A Study on Chinese College Students.

China
	Li P. Chen J and Liu Z.

2017


	The aim of the study was to test the factors in consumer perception and behavioural on the theoretical basis of Technology Acceptance Model(TAM)
	Target population was 203 undergraduate students between 18-23 years

Confirmatory Factor analysis
	The findings were that were that individual preference and the perceived price range on the website positively affected CS and experience. Also the consumer satisfaction positively affected online design intention and repurchase intentions. The results provided a valuable reference for apparel brands to develop consumer–centered online shopping service.

	The study on Li, p et (2017) had a Target population of 203 undergraduate students while this study Target population was 74,000 with a sample size of 271 of small tax payers which makes this study relevant.

	Factors Affecting Customer adoption of E-Banking Services in Jordan


	Emad Masoud

Hanan Abu Taqa

2017
	The aim of the study was to identify and analyse factors affecting customer’s adoption of E-Banking service in Jordan.
	Study sample was 450
	The study concluded that there was a significant effect of (E-Service Quality, E-Perceived Usefulness, and E-reliability) on the adoption of E-Banking.
	The study by Taqa on factors affecting Customer adoption of E-Service was carried out in Jordon while this study was done in Lusaka.

	Measuring patients perception on the quality of care in democratic republic of congo.
	Nyandwe J Mapatano M A

Lussamba PS Kandala NB-2017


	To determine patients perception on the quality of care
	Descriptive and Analytical methods;Exit interviews

ANOVA,


	It was found that the highest and lowest perception score were related to the fact  that the hospital had their patients best interest at heart
	Nyandwa et al(2017) used a descriptive research design while this study has used correlationa research design.Exit interviews were used in that study while this study used a questionnaire and random sampling.

	A Study on customers perception of online banking and e-service quality among Chennai customers

India
	G Kumar

V M Shenbagaraman

2017
	The aim of this paper was to study customer perceptions of online banking and e-service quality of banks and its influence on customer satisfaction
	Quantitative research design, self-administered questionnaire

Sample size 98
	The Findings from this study revealed that variables compensation and recovery,access,personalisation and assurance play a major  role in online banking service quality. Also the study revealed that customer satisfaction leads to customer loyalty.


	The current study had a sample size of 271 while in Kumar and Shenbagarman had only 98 respondants and the study was carried out in india while this study was in zambia

	A study on Customers perception and satisfaction towards electronic banking in Khammam District.India
	D .N.V Krishna Reddy and Dr .M.Sudhir Reddy,2015
	To study the perception and usage level of customers towards electronic banking service and to measure their satisfaction level.
	Explorative design with a sample size of 200 people.

Judgmental sampling technique was
used
	It was concluded that around 71% of people have  positive perception and are satisfactory with E-Banking service
	The Judgemental design was used in Reddy et al(2015) and this method was biased will whose outcomes cannot be generalised while the outcomes from the correlation design can be generalised 

	Customer satisfaction on Reliability and responsiveness of self-service technology for retail banking sector, Malaysia
	Iberahim et al,2015
	To investigate the relationship between reliability &responsiveness of ATM service with CS and verify the determinants of service enhancements
	Convenience Sampling

Correlation

Multiple regression
	Results  of survey suggested the relationship of 3out of 4 elements of Service quality dimensions are important to maximise customer satisfaction
	The current study is different in terms of location as it was carried at in Zambia and used random sampling while the Iberahim et al(2015) was carried out in Malaysia using Convenience sampling technique

	Effects of Online Tax System on Tax compliance among small tax payers in Meru country .Kenya
	Harrison Mwangi 

Muturi,2015
	To examine the effects of online tax compliance among small tax payers in Meru country
	Descriptive research design-

Correlation and regression analysis
	Online tax system does not affect Tax Compliance level among tax payers in Meru country


	Descriptive research design  was used in Muturi(2015) while this study had adopted a Correlation research design


2.5
Summary

The main thematic issue drawn from the literature review was that the customer 
perception on 
quality of online service in different industrial sector will have different 
online quality 
dimensions applicable or modified to that industry. It was also observed 
that there several research instruments on online service quality and the outcomes is 
dependent on 
what the researcher is measuring.


There are a number of studies conducted in the Global perspective on the customer 
perceptions of quality of online service. The research instruments of measurement  
applied is different in each and every study and because of this reason the findings from 
these studies are different. The implication is that similar studies can be conducted in 
different study sites the outcomes cannot be generalised to other parts of the globe. 
Regional and locally.
The online service quality is part of the Electronic-business (E-business). According to Kalakota and Robinson (2015), defined e-business as the complex fusion of business processes, enterprise applications, and organisational structure necessary to create a high-performance business model. E-business is more concerned with redefining old business models and maximizing business value (Al Omoush et al (2018).Zambia Revenue Authority   has revolved from a tradition system to the use of an online system with the view to improve tax administration, tax payer’s segmentation, to improve tax compliance and to provide better services to tax payers thus enhancing revenue collections.  According to Simpson and Docherty (2014), E-Business is the application of information and communication technologies to facilitate the execution of related functions like marketing and communication management, strategy leverage, information system, logistic management, customer relationship management, and human resources managements.
According to Subbarao (2017), Electronic commerce normally known as E-commerce is the commerce in merchandise or service exploitation laptop networks, appreciates the net. Electronic commerce relies on technologies  and appreciates mobile commerce, electronic funds transfer, provide chain management, web selling, on-line dealings process, electronic knowledge interchange(EDI),and Automatic knowledge and assortment systems. Similarly, Zambia Revenue Authority has partnered with commercial banks in the provision of online payment innovative solutions known as Straight 2 Bank in making online funds transfer with the objective of improving online service quality and improving customer satisfaction. In the same vain, Electronic fiscal devices have been rolled out to Tax payers (customers) so that collection of Value added Tax(VAT) is performed through online terminal’s and in such a case enhance electronic knowledge interchange(EDI).



CHAPTER THREE




METHODOLOGY

3.0
Introduction

Chapter three presented the research paradigms and methods which includes Positivism and paradigmatic-Positivism and critical theory paradigm. The research designs, study area ,study population ,study sample, sampling techniques ,data collection instruments, data collection procedures and data analysis instruments and end with a summary.
3.1
Research Design

The research design adopted for this study was Quantitative research design and in particular correlational design
3.1.1
Correlational research design
The research design used in this study was Correlational design. In Correlational design the researcher seeks to understand what kind of relations natural occurring variables have with one another. In other words, correlational study determines whether or not two variables are correlated. This means whether an increase or decrease in one variable corresponds to an increase or decrease in the other variable. The major purpose of Correlational research was that it provides the means for testing objective theories by examining the relationships (covariations) among variables. The variables in turn could be measured on instruments, so that numbered data could be analysed using statistical procedures. This type of research provides assumptions about testing theories deductively, building in protections against bias, controlling for alternatives explanations, and being able to generalise and replicate the findings (Creswell, 2008). The study used the questionnaire in assessing the experiences that small tax papers have about the quality of online service delivery at the Zambia Revenue Authority.
3.2
Study area 

The study was carried out in Lusaka district, Zambia. Random sampling was used to select Lusaka district as the study site since the Zambia revenue authority had a centralised customer service centre based in Lusaka. The selection of Lusaka district was also because it was strategically located for accessibility by the small tax payers. The Zambia revenue authority is located at the kabwe round about corner of Cairo road in Lusaka. This is because the customer support services has been centralized to the head office and this would make the only forum where tax payers could be accessed.
3.3
Study population 

Zambia Revenue Authority has classified Tax payers in three segments namely: the Large Tax Payers, Medium Tax Payers and the Small Tax payer. The Target population of the research was the Small tax payers segment of the Zambia Revenue Authority. The small tax payers comprises of an estimated population of Seventy four thousand(74,000) small tax payers in Lusaka District and Two hundred and twelve thousand nine hundred and twenty six (212,926) for Lusaka Province as at 21 November,2017 with Lusaka district recording the highest out of the Eight districts in Lusaka Province. The districts in Lusaka province are Chilanga, Chirundu, Chongwe, Kafue, Luangwa, Lusaka, Rufunsa and Shibuyunji.
3.4
 Study sample 

The sample drawn from the population of two hundred and twelve thousand nine hundred twenty six small tax payers (212 926) for Lusaka  Province  and the Lusaka Province having Eight districts with Lusaka District having seventy four thousand small tax payers (74,000) had 271 respondents. 
The formula was proposed by  Bartlett, et al. (2001) and Cooper and Schindler (2007) was used to come up with the magnitude of the sample as follows
n 
=
N Z2 p (1 - p) 

Z2 p (1 – p) + N E2
n
= 
Sample Size


Z
=
Confidence Level@90% =Z score=1.645


N
=
Population of Small Tax Payers (Lusaka district) =74,000

P
=
Population Proportion=50 %( 0.5)

E
=
Margin of error in the proportion 5 %=( 0.05) from 2 tailed under 



the curve


=
74,000*1.652*0.5(1-0.5)



1.652*0.5(1-0.5)+74,000*0.052


=
74,000*2.72*0.25



2.72*0.25+185


=
50,320



185.68
Sample Size
=
271

3.5
Sampling techniques

The sampling frameworks that the study adopted was a probability random sampling. Under this sampling design, every item of the universe has an equal chance of inclusion in the sample. The results obtained from probability or random sampling can be assured in terms of probability that is  the measuring the errors of estimation of the significance of the results obtained from a random sample, and this fact brings out the superiority of random sampling design over the deliberate sampling design.
3.5.1
Simple Random sampling

The study employed Simple random sampling method because it ensures the Law of Statistical Regularity which states that if on an average the sample chosen is a random one, the sample chosen will have the same composition and characteristics as the universe. The small tax payers has been target group for sampling and also this was the type of group who could be mainly be affected by the ZRA service delivery since they are small in nature and may lack in depth knowledge and awareness of sophisticated tax processes in place such as the tax payers registration in terms of Tax payers identification numbers (TPIN) to be submitted online. The Sampling framework was the small tax payers in Lusaka district amounting to seventy four thousand only (74,000). The benefits of Random sampling are that it gives each element in the population and equal probability of getting into the sample and all choices are independent of one another. In addition, random sampling gives each possible sample combination an equal probability of being chosen.(Kothari,1985).
3.6
Research Instruments

There are a number of research instruments which were adopted in measuring customer 
perceptions on the quality of online service. For instance,Yoo and Donthu(2001) had 
proposed a measuring instrument of online service quality 
called SITEQUAL. The site 
qual has four dimensions which are; ease of use, aesthetic 
design, processing speed and 
security.


Madu and Madu (2002) proposed the following 15 dimensions of online service quality 
based on relevant literature review: features, structure, aesthetics, reliability, storage 
capacity. Serviceability, security and system integrity, trust, assurance, product/service 
differentiation and customization, web store polies, reputations, assurance and empathy. 

Parasur
aman et al(2005) proposed a four dimensional ,22 item scale that captures the critical dimensions  of service quality know as E-S-QUAL .however for the purpose of this study, the researcher adopted the E-S-QUAL measurement instrument as it has not only being tested for reliability and validity in kim et al(2006)  study  on context of online apparel retailers but unlike the SITE QUAL scales that excludes dimension central to the evaluation of website service quality as does Szymanski and Hise’s (2000) study and the 15 dimension scale by Madu and madu (2002) which was based on the analysis performance of the various research instruments.
3.7
Data collection instruments

The research instrument used in this study design was a questionnaire. The questionnaire has the following advantages, information can be collected from a large sample and diverse regions. Since the questionnaire is presented on paper format, there is no opportunity for interview bias and in addition.it also saves time in administering a questionnaire. However, a questionnaire has some limitations in that there is no opportunity to ask further information’s related to the answers given. There is also no direct contact so the researcher cannot deal with any misunderstanding. Data was collected through reviewing existing literature on the ZRA Policy measures aimed at enhancing quality of online service and customer service delivery in meeting the set objective.
3.8
Data collection procedure and time line

The researcher submitted the introductory letter from the University of Zambia which will be approved by the Research supervisor on the study to the Zambia revenue authority administration. Permission was granted, the researcher then administer research instruments to the respondents at the Zambia revenue authority service centre.

The collection of data was done in second week period in the month of January 2018.
3.9
Data analysis instruments and procedures

The data collected was analysed using the statistical packages for social sciences (SPSS).This analysis tool allowed one to calculate the statistics such as multiple regression analysis, linear regression, Pearson-product Moment correlation and mean.
There are two main advantages to analyzing data using a Pearson regression model in the study. The first was the ability to determine the relative influence of one or more predictor variables to the criterion value. The second advantage was the ability to identify outliers, or anomalies. The type of data that was collected was Primary Data and it was analyzed using Statistical package for Social sciences. Primary data was collected because it was tailored, time saving and cost efficient. The time-saving advantage begins when it's time to analyze, sort and compile the primary data into a report.
The research study used Quantitative research because it allows researchers to collect much more data than experiments. 
Reliability of measurement scales was estimated by analyses of internal consistence and Cronbach’s alpha coefficient.

The procedure to be followed was that data was coded on the questionnaire for the compatibility into the SPSS Version 16 package for windows.
3.10
Ethical considerations

There are certain ethical protocols that have been followed by the 
researcher. The first is soliciting consent from the respondents; this 
ensures that their participation to the study is out of their own volition. The researcher also ensured that the respondents were aware of the objectives of the research and their contribution to its completion. One other ethical measure exercised by the researcher is treating the respondents with respect and courtesy (Schutt, 2006).This was done so that respondents will be at ease and are more   likely to give candid responses to the research instrument.

There were also ethical measures that have been followed in the analysis to ensure the integrity of data. This was carried out to ensure that the statistics generated from the study are truthful and verifiable (Schutt, 2006).All the responses obtained are to be treated with strict confidentiality and is meant for the sole 
purpose of the Academic purpose only.
3.11
Summary
This looked at the introduction of the chapter three, the research paradigms such as the positivism, anti-Positivism   paradigm and critical theory paradigms and Critical theory paradigm. Research design adopted was the Descriptive survey design, the study site being Zambia revenue authority customer service centre, study population, study sample and sampling techniques were explained. The Data Collection instruments, Data Analysis instruments have being fully explained.





CHAPTER FOUR





PRESENTATION OF FINDINGS
4.0
Introduction
Chapter four presents research findings. The findings are presented according to themes and subthemes derived from research objectives. The themes that emerged from the study were firstly the perception on the service quality of online service with a sub theme Small tax payer’s perception on the service quality of online service. The online Service quality has been further presented in the service quality dimension, system availability dimension, contact dimension, Privacy/Security dimension. The second theme was correlation of service quality on online service with customer satisfaction. Thirdly to ascertain ZRA Policy measures aimed at enhancing quality of online service.
The results for the research findings are shown below in Tables and figures:

4.1
Biographical information of the respondents

In trying to establish small tax payers perception on ZRA online service quality, the study 
first sought biographical information of which gender was first to be presented.

4.1.1
Gender

Table 1: Respondents distribution by gender

	Gender
	Number
	Percent (%)

	Female
	74
	27.3

	Male
	197
	72.7

	Totals
	271
	100


Source: Field data 2018
From the above Table 1, there were (74) 27.3% Female respondents while the (197) 72.7% were men. 
4.1.2
Age

Table 2: Respondents distribution by Age



	
	
	Frequency
	Percent (%)

	
	<20 years
	15
	5.5

	
	21-25(years)
	38
	14.0

	
	26-30(Years)
	49
	18.1

	
	31-35(years)
	49
	18.1

	
	36-40(Years)
	67
	24.7

	
	40years and above
	53
	19.6

	
	Total
	271
	100.0


  Source: Field data 2018

The mode age of the respondents was ranging between 36-40 years amounting to 67 respondents which represents 24.7%, while 53 of the respondents (19.6%) are above 40 years old and 49 respondents are at par in the range of 26-30 years which is (18.1%) old and 31-35 years old had49 respondents amounting to 18.1% respectively and 15 respondents was 5.5%for less than 20 years. 
4.1.3
Level of Education


Table 3: Respondents distribution by Level of education 
	

	
	Frequency
	Percent %

	
	Primary
	11
	4.1

	
	Secondary
	71
	26.2

	
	College
	141
	52.0

	
	University
	48
	17.7

	
	Total
	271
	100.0


Source: Field data 2018

The above table illustrates the education level of small tax payers In Lusaka district. The Table indicates the Education attained and this was ranging from primary to University Level shown in the bar chart above. The mode of the respondents was 141 from College which was 52%. 
4.1.4
Duration of Registration with ZRA

Table 4: Respondents distribution by Duration of registration with ZRA

	
	
	Frequency
	Percent %

	
	<2 years
	52
	19.2

	
	2-4(years)
	48
	17.7

	
	5-7(years)
	42
	15.5

	
	8-10(years)
	57
	21.0

	
	11-13(years)
	37
	13.7

	
	40 years and above
	35
	12.9

	
	Total
	271
	100.0


Source: Field data 2018

The above table above shows the duration in which small tax payers have been registered 
With Zambia Revenue Authority. Most of the small tax payers fall in the range 8-10 years and has the mode of 57 respondents which represents 21% of the sample size. 
4.2
Level of Turnover to describe business

Table 5: Respondents distribution by Level of Turnover to describe business
	

	
	Frequency
	Percent (%)

	
	200,000-400,000(ZMW)
	71
	26.2

	
	400,000-600,000(ZMW)
	52
	19.2

	
	600,000-800,000(ZMW)
	53
	19.6

	
	Total
	271
	100.0


Source: Field data 2018

Table 5 above illustrates the level of annual Turnover for Small Tax payers. From the Table above, the modal range of the small tax payers fall in the range 1-200,000(ZMW).The mode of the most tax payers is 95 which represents 35.1% .This means that most of the Small tax payers are from Start-ups with annual turnover of less than two hundred thousand kwacha (200,000). 
4.3
Perception on the Service quality of online service

Having presented respondents biographical data, next is small tax Payers perception on 
the Quality of Online Service.
4.3.1
Small tax payers perception on the quality of online service

Table 6: Respondents distribution by Perception on the quality of online service


	
	Efficiency(4)
	System availability(3)
	Contact(3)
	Privacy/
Security(2)
	Perception
on Quality of online service
	Percent (%)

	Strongly agree
	74
	39
	140
	15
	268
	8.24

	Disagree
	129
	113
	170
	41
	453
	13.93

	Neutral
	221
	200
	138
	102
	661
	20.33

	Agree
	503
	365
	286
	275
	1429
	43.94

	Strongly agree
	157
	96
	79
	109
	441
	13.56

	Total Scores
	1084
	813
	813
	542
	3252
	100


Source: Field data 2018

Table 6 illustrates the overall Score for the respondents on the perception on the quality of online service offered by ZRA. Four dimensions were used to assess online service quality and these are Efficiency, System availability, contact and Privacy/Security on the quality of online services. The Small payers perception overall score was 3252.A total of 1429 representing 43.94% agree and 441 scores strongly agree giving a total score of 1870 representing 57.50%.The neutral score for the respondents was 661 representing 20.33% and the 268 scores represent strongly disagree amounting to 8.24%.The disagree has a  score of 453 representing 13.93% and overall disagree was  22.17%.The highest score was 1870 on the agree ,while disagree was 721 and thirdly was 661 neutral and the total score was 3252.The mode of the score was 1429 agree representing 43.94%.
4.4
Efficiency dimension
Table 7: Respondents distribution by perception of efficiency dimension
	
	Ease to use
	Ease to navigate
	Ease to complete transaction
	Information well organised
	Perceptions on efficiency
	Percent (%)

	Strongly disagree
	25
	13
	22
	14
	74
	6.83

	Disagree
	31
	35
	32
	31
	129
	11.90

	Neutral
	51
	57
	44
	69
	221
	20.39

	Agree
	130
	134
	119
	120
	503
	38.31

	Strongly agree
	34
	32
	54
	37
	157
	14.48

	Total scores
	271
	271
	271
	271
	1084
	100.00


Source: Field data 2018

Table 7 above measures the average of four variables as shown above and the average mean is 3.49815.From the Likert scale, the mean is more than the neutral position and therefore from the score of 1084,74 respondents represent 6.83% of disagree, 129 respondents 
disagree  representing
11.90%,221  respondents neither agree or disagree represents 20.39%.503 respondents agree representing 38.31% and 157 respondents represents 14.8%.The sum total of the number of respondents on the disagree was 203 representing 18.73%,221 respondents were neutral representing 20.39% while the sum total of the agree was 660 respondents representing 60.89%,therefore the highest score was agree and this shows a high perception by respondents. This is supported by the      mode which is 503 respondents agreeing to the perception of efficiency affecting online services offered by ZRA.
4.4.1
Ease to use site

Table 8: Respondents distribution by Ease to use site
	
	
	Frequency
	Percent (%)

	
	Strongly disagree
	25
	9.2

	
	Disagree
	31
	11.4

	
	Neutral
	51
	18.8

	
	Agree
	130
	48.0

	
	Strongly Agree
	34
	12.5

	
	Total
	271
	100

	Mean Value 3.4317


	Std.deviation 1.13282
	Variance of 1.283


Source: Field data 2018

Table 8 illustrate the ease to use of site variable in measuring efficiency. From the above table and the bar chart, the mode of the respondents is 130 which is 48% of the agree.25 respondents represents 9.2% Strongly disagree,31 respondents represents 11.4% disagree.51 respondents neither agree nor disagree which is18.8% of small payer.12.5% of the respondents which is 34 agree to the ease of use and 48% of the small payers amounting to 130 respondents  strongly agree. The sum total of the respondents were 271. The mode of the respondents of 48% agree and therefore with a mean of  ease to use of site is 3.4317 above the neutral in the likert scale  which shows that most respondents perceive that the ZRA site makes it easy to find what they need and do agree and therefore the perception is high. 
4.4.2
Ease to Navigate on site

Table 9: Respondents distribution by Ease to navigate on site
	

	
	Frequency
	Percent

	
	Strongly disagree
	13
	4.8

	
	Disagree
	35
	12.9

	
	Neutral
	57
	21.0

	
	Agree
	134
	49.4

	
	Strongly Agree
	32
	11.8

	
	Total
	271
	100.0

	Mean value 3.505
	Std deviation 1.01788
	variance of 1.036



Source: Field data 2018

Table 9 illustrate the ease to navigate on site variable in measuring efficiency. From the 
above table and the bar chart, the mode of the respondents is 134 which is 49.4% of the 
agree.13 respondents represents 4.8% Strongly disagree,35 respondents represents12.9% 
disagree.57 respondents neither agree nor disagree which is 21% of small payer.49.4% of 
the respondents which is 134 agree to the ease to navigate on site and 11.8% of the small 
payers amounting to 32 respondents  strongly agree. The sum total of the respondents 
were 271. The mode of the respondents of 49.4% agree and therefore with a mean of  
ease to navigate on site is 3.5055 above the neutral in the likert scale  which shows that 
most respondents perceive that the ZRA site makes it easy to get anywhere on the site 
and  agree and therefore the perception is high. 
4.4.3
Ease to Complete Transaction quickly



Table 10: Respondents distribution by Ease to complete Transaction quickly
	
	
	Frequency
	Percent (%)

	
	Strongly disagree
	22
	8.1

	
	Disagree
	32
	11.8

	
	Neutral
	44
	16.2

	
	Agree
	119
	43.9

	
	Strongly agree
	54
	19.9

	
	Total
	271
	100.0

	Mean value 3.5572
	Std deviation 1.17199
	variance 1.374


Source: Field data 2018

Table 10 illustrate the ease to complete transaction quickly on site variable in measuring efficiency. From the above table and the bar chart, the mode of the respondents is 119 which is 43.9% of the agree.22 respondents represents 8.1% Strongly disagree,32 respondents represents11.8% disagree.44 respondents neither agree nor disagree which is 16.2% of small payer.43.9% of the respondents which is 119 agree to the ease to complete transaction quickly on site and 19.9% of the small payers amounting to 54 respondents  strongly agree. The sum total of the respondents were 271. The mode of the respondents of 43.9% agree and therefore with a mean of  ease to complete transaction quickly on site is 3.5572 above the neutral in the likert scale  which shows that most respondents perceive that the ZRA site makes it easy to get anywhere on the site and  agree and therefore the perception is high. 
4.4.4
Organisation of information



Table 11: Respondents view on information organization
	

	
	Frequency
	Percent (%)

	
	Strongly disagree
	14
	5.2

	
	Disagree
	31
	11.4

	
	Neutral
	69
	25.5

	
	Agree
	120
	44.3

	
	Strongly Agree
	37
	13.7

	
	Total
	271
	100.0

	Mean value of 3.4982
	Std deviation 1.03235
	variance of 1.066


Source: Field data 2018

Table 11 illustrate   information at this site is well organized as a variable in measuring efficiency. From the above table, the mode of the respondents is 120 which is 44.3% of the agree.14 respondents represents 5.2% Strongly disagree,31 respondents represents11.4% disagree.69 respondents neither agree nor disagree which is 25.5% of small payer.44.3% of the respondents which is 120 agree to the information is well organized on site and 13.7% of the small payers amounting to 37 respondents  strongly agree. The sum total of the respondents were 271. The mode of the respondents of 44.3% agree and therefore with a mean of  information is well organized on site is 3.4982 above the neutral in the likert scale  which shows that most respondents perceive that the ZRA site has information well organized on the site and  agree and therefore the perception is high. 
4.5
System Availability
The system Availability dimension include site availability for ,site launches and runs right away and site does not crash. 
Table 12: Respondents distribution by perception of system dimension
	
	Site available for business
	Site launches and runs right away
	Site does not crash
	Perceptions on system availability
	Percent (%)

	Strongly disagree
	9
	13
	17
	39
	4.80

	Disagree
	35
	26
	52
	113
	13.90

	Neutral
	56
	75
	69
	200
	24.90

	Agree
	137
	130
	98
	365
	44.90

	Strongly agree
	34
	27
	35
	96
	11.81

	Total scores
	271
	271
	271
	813
	100.00


Source: Field data 2018

Table 12  illustrates the summary of the system dimension with the total score of 813.The mode of the score was 200 representing 24.9%.The total numbers of respondents on the agree were 461 representing 56.72% and those who disagreed were only 152 representing 18.7%.

4.5.1
Site available for business
Table 13: Respondents distribution by site availability for business
	

	
	Frequency
	Percent (%)

	
	Strongly disagree
	9
	3.3

	
	Disagree
	35
	12.9

	
	Neutral
	56
	20.7

	
	Agree
	137
	50.6

	
	Strongly agree
	34
	12.5

	
	Total
	271
	100.0

	Mean value 3.5609
	Std deviation 0.97894
	Variance 0.958




Source: Field data 2018

Table 13 illustrate Site is available for business as a variable in measuring system availability. From the above table, the mode of the respondents is 137 which is 50.6% of the agree.9 respondents represents 3.3% Strongly disagree, 35 respondents represents12.9% disagree.56 respondents neither agree nor disagree which is 20.7% of small payer.50.6% of the respondents which is 137 agree to the site always available for business and 12.5% of the small payers amounting to 34 respondents strongly agree. The sum total of the respondents were 271. The mode of the respondents of 50.6% agree and therefore with a mean of  site always available for business  is 3.5609 above the neutral in the likert scale  which shows that most respondents perceive that the ZRA site is always available for business and  agree and therefore the perception is high. Field data 2018

4.5.2
Site launches and runs right away

Table 14: Respondents distribution by site launches and runs right away
	
	
	Frequency
	Percent

	
	Strongly disagree
	13
	4.8

	
	Disagree
	26
	9.6

	
	Neutral
	75
	27.7

	
	Agree
	130
	48.0

	
	Strongly agree
	27
	10.0

	
	Total
	271
	100.0

	
	Mean value 3.4871
	Std deviation 0.96553
	Variance 0.932





Source: Field data 2018

Table 14 illustrate Site launches and runs right away   as a variable in measuring system availability. From the above table, the mode of the respondents is 130 which is 48% of the agree.13 respondents represents 4.8% Strongly disagree,26 respondents represents 9.6% disagree.75 respondents neither agree nor disagree which is 27.7% of small payer.48% of the respondents which is 130 agree to the site launching and running right away  and 10% of the small payers amounting to 27 respondents  strongly agree. The sum total of the respondents were 271. The mode of the respondents of 48% agree and therefore with a mean of  site launch and runs right away  is 3.4871 above the neutral in the likert scale  which shows that most respondents perceive that the ZRA site launches and runs right away  and  agree and therefore the perception is high. 
4.5.3
Site does not crash


Table 15: Respondents distribution by site does not crash
	
	
	Frequency
	Percent (%)

	
	Strongly disagree
	17
	6.3

	
	Disagree
	52
	19.2

	
	Neutral
	69
	25.5

	
	Agree
	98
	36.2

	
	Strongly disagree
	35
	12.9

	
	Total

	271
	100.0

	

	Mean value 3.3026
	Std deviation 1.11089
	variance 1.234


Source: Field data 2018

Table 15 illustrate Site does not crash as a variable in measuring system availability. From the above table, the mode of the respondents is 98 which is 36.2% of the agree.17 respondents represents 6.3% Strongly disagree, 52 respondents represents 19.2% disagree.69 respondents neither agree nor disagree which is 25.5% of small payer.36.2% of the respondents which is 98 agree to the site does not crash and 12.9% of the small payers amounting to 35 respondents strongly agree. The sum total of the respondents were 271. The mode of the respondents of 36.2% agree and therefore with a mean of site does not crash is 3.3026 above the neutral in the likert scale which shows that most respondents perceive that the ZRA site does not crash   and agree and therefore the perception is high. 
4.6
Contact

The contact dimension to measuring perception of small tax payers on the quality of 
online service is measured using three variables as stated below,
Table 16: Respondents distribution by perception of system dimension
	
	Site provides a telephone number
	Site has  customer service representative
	Site offers ability to speak to a live person
	Perceptions on Contact
	Percent (%)

	Strongly disagree
	10
	63
	67
	140
	17.22

	Disagree
	28
	72
	70
	170
	20.91

	Neutral
	39
	50
	49
	138
	16.97

	Agree
	148
	72
	66
	286
	35.18

	Strongly agree
	46
	14
	19
	79
	9.72

	Total scores
	271
	271
	271
	813
	100.00


Source: Field data 2018

Table 16 illustrates the summary of the contact dimension with the total score of 813.The mode of the score was 286 representing 35.18%.

4.6.1
Site provides a telephone number


Table 17: Respondents distribution by site provides a telephone number
	
	
	Frequency
	Percent

	
	Strongly disagree
	10
	3.7

	
	Disagree
	28
	10.3

	
	Neutral
	39
	14.4

	
	Agree
	148
	54.6

	
	Strongly disagree
	46
	17.0

	
	Total
	271
	100.0

	

	Mean value 3.7085
	Std deviation 0.98877
	variance 0.978


Source: Field data 2018

Table 17 illustrate Site provides a telephone number as a variable in measuring contact. From the above table, the mode of the respondents is 148 which is 54.6% of the agree.10 respondents represents 3.7% Strongly disagree, 28 respondents represents 10.3% disagree.39 respondents neither agree nor disagree which is 14.4% of small tax payer.54.6% of the respondents which is 148 agree to the site provides a telephone number   and 17% of the small payers amounting to 46 respondents strongly agree. The sum total of the respondents were 271. The mode of the respondents of 54.6% agree and therefore with a mean of  site provides a telephone number  is 3.7085 above the neutral in the likert scale  which shows that most respondents perceive that the ZRA site provides a telephone number  and  agree and therefore the perception is high. 
4.6.2
Site has customer service representatives available online


Table 18: Respondents distribution by site has customer representative online
	
	
	Frequency
	Percent

	
	Strongly disagree
	63
	23.2

	
	Disagree
	72
	26.6

	
	Neutral
	50
	18.5

	
	Agree
	72
	26.6

	
	Strongly disagree
	14
	5.1

	
	Total
	271
	100.0

	

	Mean value 2.6384
	Std deviation 1.24210
	variance of 1.543


Source: Field data 2018

Table 18 illustrate Site has customer representative online as a variable in measuring contact. From the above table, the mode range is 2.00a of the respondents is 72 which is 26.6% of the diagree.63 respondents represents 23.2% Strongly disagree, 63 respondents represents 23.2% strongly disagree.50 respondents neither agree nor disagree which is 18.5% of small tax payer.26.6% of the respondents which is 26.6 agree to the site has customer representative online   and 5.2% of the small payers amounting to 14 respondents strongly agree. The sum total of the respondents were 271. The mode of the respondents of 26.6%  disagree and therefore with a mean of  site has customer service representative online  is 2.6384 below the neutral in the likert scale  which shows that most respondents perceive that the ZRA site  has no customer representative available online   and  disagree and therefore the perception is low. 
4.6.3
Site offers ability to speak to a live person if there is a problem
Table 19: Respondents distribution by site offers ability to speak to a live person
	
	
	Frequency
	Percent

	
	Strongly disagree
	67
	24.7

	
	Disagree
	70
	25.8

	
	Neutral
	49
	18.1

	
	Agree
	66
	24.4

	
	Strongly disagree
	19
	7.0

	
	Total
	271
	100.0

	

	Mean value 2.6310
	Std deviation 1.28106
	variance of 1.641


Source: Field data 2018

Table 19 illustrate Site offer ability to speak to a live person variable in measuring contact. From the above table, the mode range is 2.00 of the respondents is 70 which is 25.8% of the diagree.67 respondents represents 24.7% Strongly disagree, 67 respondents represents 24.7% strongly disagree.49 respondents neither agree nor disagree which is 18.1% of small tax payer.24.4% of the respondents which is 66 agree to the site offers ability to speak to a live person if there is a problem   and 7% of the small payers amounting to 19 respondents strongly agree. The sum total of the respondents were 271. The mode of the respondents of 25.8% disagree and therefore with a mean of site has no ability to speak to a live person if there is a problem is 2.6310 below the neutral in the likert scale which shows that most respondents perceive that the ZRA site offers no ability to speak to a live person if there is a problem   and disagree and therefore the perception is low. 
4.7
Privacy/Security

The Privacy/security is the fourth dimension that is used to measuring service quality 
perceptions using the variables below
Table 20: Respondents distribution by perception of Privacy/Security dimension
	
	Site does not share information
	Site protects information about banking information
	Perception on Privacy/Security
	Percent (%)

	Strongly disagree
	11
	4
	15
	2.77

	Disagree
	19
	22
	41
	7.56

	Neutral
	50
	52
	102
	18.82

	Agree
	135
	140
	275
	50.74

	Strongly agree
	56
	53
	109
	20.11

	Total scores
	271
	271
	542
	100.00


Source: Field data 2018

Table 20 illustrates the findings on the privacy/security perception. The total score was 542 and the Agree amounts to 275 representing 50.74 %.
4.7.1
Site does not share personal information with other sites



Table 21: Respondents distribution by site does not share personal information with other 
sites
	
	
	Frequency
	Percent

	
	Strongly disagree
	11
	4.1

	
	Disagree
	19
	7.0

	
	Neutral
	50
	18.5

	
	Agree
	135
	49.8

	
	Strongly agree
	56
	20.7

	
	Total
	271
	100.0

	
	Mean value 3.7601
	Std. Deviation 0.99146
	


Source: Field data 2018

Table 21 illustrate Site does not share personal information with other sites as a variable in measuring Privacy/Security. From the above table, the mode of the respondents is 135 which is 49.8% of the agree.11 respondents represents 4.1% Strongly disagree, 19 respondents represents 7% disagree.50 respondents neither agree nor disagree which is 18.5% of small payer.49.8% of the respondents which is 135 agree to the site not to share personal information with other sites and 20.7% of the small payers amounting to 56 respondents strongly agree. The sum total of the respondents were 271. The mode of the respondents of 49.8% agree and therefore with a mean of  site does not share personal information is 3.7601 above the neutral in the likert scale  which shows that most respondents perceive that the ZRA website  does not share personal information with other sites  and  agree and therefore the perception was high. 
4.7.2
Site protects banking details for online transaction


Table 22: Respondents distribution by site protects banking details for online transaction
	
	
	Frequency
	Percent

	
	Strongly disagree
	4
	1.5

	
	Disagree
	22
	8.1

	
	Neutral
	52
	19.2

	
	Agree
	140
	51.7

	
	Strongly agree
	53
	19.6

	
	Total
	271
	100.0

	
	Mean value 3.7970
	Std deviation 0.89822
	variance 0.807


Source: Field data 2018

Table 22 illustrate ZRA website protects information about my banking details online as a variable in measuring Privacy/Security. From the above table, the mode of the respondents is 140 which is 51.7% of the agree.4 respondents represents 1.5% Strongly disagree,22 respondents represents8.1% disagree.52 respondents neither agree nor disagree which is 19.2% of small payer.51.7% of the respondents which is 140 agree that site protects information about my banking details  for online transaction  with other sites and 19.6% of the small payers amounting to 53 respondents  strongly agree. The sum total of the respondents were 271. The mode of the respondents of 51.7% agree and therefore with a mean of  site protects  information about my banking details  for online transaction is 3.7970 above the neutral in the likert scale  which shows that most respondents perceive that the ZRA website  protects information about  my banking details for online transaction  and  agree and therefore the perception is high. 
4.8
Customer satisfaction

The results for the customer satisfaction are shown below in table 23.
Table 23: Respondents distribution by Satisfied to register for online service
	
	Satisfied to register 
	Decision was good 
	Happy with experience
	Perceptions on Customer satisfaction
	Percent (%)

	Strongly disagree
	10
	9
	14
	33
	4.06

	Disagree
	25
	22
	27
	74
	9.10

	Neutral
	41
	31
	40
	112
	13.78

	Agree
	137
	137
	122
	396
	48.71

	Strongly agree
	58
	72
	68
	198
	24.35

	Total scores
	271
	271
	271
	813
	100.00

	Mean value 11.4059/3=3.801967   
	
	Std. Deviation
2.64530/3=0.881767
	
	
	


Source: Field data 2018

Table 23 above measures the average of three variables as shown above and the mean is 3.801967.From the Likert scale, the mean is more than the neutral position and therefore 594 of the respondents score representing 73.06% .The total  score was  813 and the  strong disagree and disagree was 109 representing 13.16%.
4.8.1
Satisfied to register for online service
Table 24: Respondents distribution by Satisfied to register for online service
	
	
	Frequency
	Percent (%)

	
	Strongly disagree
	10
	3.7

	
	Disagree
	25
	9.2

	
	Neutral
	41
	15.1

	
	Agree
	137
	50.6

	
	Strongly disagree
	58
	21.4

	
	Total
	271
	100.0

	
	Mean value 3.7675
	Std. Deviation 1.0083
	Variance of 1.016


Source: Field data 2018

Table 24 illustrate that am satisfied to register for online service as a variable in measuring Customer satisfaction levels. From the above table, the mode of the respondents is 137 which is 50.6% of the agree.10 respondents represents 3.7% Strongly disagree,25 respondents represents 9.2% disagree.41 respondents neither agree nor disagree which is 15.1% of small tax payer.50.6% of the respondents which is 137 agree to that am satisfied to register for  online service  and 21.4% of the small payers amounting to 58 respondents  strongly agree. The sum total of the respondents were 271. The mode of the respondents of 50.6% agree and therefore with a mean of  am satisfied to register  for online services  is 3.7675 above the neutral in the likert scale  which shows that most respondents perceive that  they are satisfied to register for online service and  agree and therefore the perception is high. 
4.8.2
Decision to register was good
Table 25: Respondents distribution by Decision to register was good
	
	
	Frequency
	Percent (%)

	
	Strongly disagree
	9
	3.3

	
	Disagree
	22
	8.1

	
	Neutral
	31
	11.4

	
	Agree
	137
	50.6

	
	Strongly disagree
	72
	26.6

	
	Total
	271
	100.0

	

	Mean value 3.8893
	Std. Deviation 0.99755  
	Variance 0.995


Source: Field data 2018

Table 25 illustrate that the decision to register online was good for online service as a variable in measuring Customer satisfaction levels. From the above table, the mode of the respondents is 137 which is 50.6% of the agree.9 respondents represents 3.3% Strongly disagree, 22 respondents represents 8.1% disagree.31 respondents neither agree nor disagree which is 11.4% of small tax payer.50.6% of the respondents which is 137 agree to that am satisfied with the decision to register online was good and 26.6% of the small payers amounting to 72 respondents strongly agree. The sum total of the respondents were 271. The mode of the respondents of 50.6% agree and therefore with a mean of  the decision  to register online was good   is 3.8893 above the neutral in the likert scale  which shows that most respondents perceive that the decision to register online was good and  agree and therefore the perception is high. 
4.8.3
Happy with experience of online services
Table 26: Respondents distribution by Happy with experience of online service



	
	
	Frequency
	Percent (%)

	
	Strongly disagree
	14
	5.2

	
	Disagree
	27
	10.0

	
	Neutral
	40
	14.8

	
	Agree
	122
	45.0

	
	Strongly disagree
	68
	25.1

	
	Total
	271
	100.0

	
	Mean value 3.7491
	Std. Deviation 1.09703
	Variance 1.203


Source: Field data 2018

Table 26 illustrate that am happy with the experience of online service as a variable in measuring Customer satisfaction levels. From the above table, the mode of the respondents is 122 which is 44% of the agree.14 respondents represents 5.2% Strongly disagree, 27 respondents represents 10% disagree.40 respondents neither agree nor disagree which is 14.8% of small tax payer.45% of the respondents which is 122 agree to that am happy with the experience of online service and 25.1% of the small payers amounting to 68 respondents strongly agree. The sum total of the respondents were 271. The mode of the respondents of 45% agree and therefore with a mean of  the decision  to register online was good   is 3.7491 above the neutral in the likert scale  which shows that most respondents perceive that they are happy with the experience of online service and  agree and therefore the perception is high. Field data 2018.
4.9
Correlation of Service quality of online service with customer satisfaction
The study further sought to establish the degree of association between Service Quality and Customer Satisfaction.
4.9.1
Table 27: Pearson Moment bivariate correlation between service quality and 
customer satisfaction
	
	
	Overall SQ Perception
	Customer satisfaction

	Online Service Quality Perception
	Pearson Correlation
	1
	.461**

	
	Sig. (2-tailed)
	
	.000

	
	N
	271
	271

	Customer satisfaction
	Pearson Correlation
	.461**
	1

	
	Sig. (2-tailed)
	.000
	

	
	N
	271
	271

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



Source: Field data 2018

Cohen(1992) proposed the following guidelines for the interpretation of correlation 
coefficient.

Table 28: Correlation coefficient and Association


	Correlation coefficient value
	Association

	-0.3 to +0.3
	Weak

	-0.5 to -0.3    or 0.3 to 0.5
	Moderate

	-0.9 to -0.5     or 0.5 to 0.9
	Strong

	-1.0 to -0.9      or 0.9 to 1.0
	Very Strong



Source: Cohen, L. (1992).Power Primer. Psychological Bulletin, 112(1)155-159.
Table 27 above illustrates the relationship between overall service quality on online services and customer satisfaction. The results indicates  the Pearson Correlation of 0.461 and Sig.(2-tailed) of 0.000.The total number of respondents was 271.
4.9.1
Regression Analysis Model

 Below is the model summary of the regression of service quality of online service 
and customer satisfaction.

Table 29: Model summary showing correlation coefficient and coefficient of 
determination
	

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

	1
	.461a
	.212
	.210
	2.35184

	R is Correlation coefficient of 0.461
R Square is 0.212 or 21.2%
Adjusted R2  is 0.210

Std .Error of 2.35184

Source :Field data 2018

	



The above model summary in Table 29 has a correlation coefficient of .461, Coefficients 
of determination (R2) is 0.212 which means there is 21.2%.The 21.2% increase or 
decrease in service quality perception will affect the customer satisfaction by 21.2%.The 
adjusted R-Squared is a modified version of Squared that has been adjusted for a 
number of predictors in the model. The adjusted R Squared of 0.210 will only increase 
only if the new term improves the model more than would be expected by chance.it 
decreases when a predictor improves the model by less than expected by chance. The 
Std.Error of the estimate was 2.35184.

Table 30: Table of beta Coefficients
	

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	27.824
	1.573
	
	17.691
	.000

	
	Customer satisfaction
	1.145
	.134
	.461
	8.520
	.000


 Source: Field data 2018


Table 30 illustrates the table of coefficients. The independent variable is Overall service 
quality and the dependant variable is Customer satisfaction. The Unstandardized 
Coefficients (b) are the regression coefficients. The regression equation is as follows,


Overall service quality =27.824+1.145(Customer Satisfaction)

Equation 1
Table 30 illustrates the table of coefficients, From the Unstandardized Coefficients, the Standard error for constant was 1.573 standard error on Customer satisfaction was 0.134. The Standardized coefficients (Beta) was 0.461.The t-test for constant was 17.691 and 8.520 on customer satisfaction. The 2 sided Observed level of significance was 0.000.

4.9.2
Scatter plot diagram
Figure 2.2: Respondent distribution by regression on Scatter plot
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Source: Field data 2018

Figure 1 illustrates the relationship between the independent Variable Service Quality and dependent Customer satisfaction. The coefficient correlation indicates 0.461 which means the relationship is a Positive correlation. The Variables are concentrated between zero (0) and 0.5 heading a Positive direction. The outcome of 0.461 is a strong coefficient and indicates a strong relationship.
4.9.3
Cronbach alpha test
	Table 31: Table of Reliability statistics testing internal consistency of data

	Cronbach's Alpha
	Cronbach's Alpha Based on Standardized Items
	N of Items

	.741
	.753
	12


Source: Field data 2018

A Cronbach alpha test was carried out to test the reliability of the test items for internal consistency. The Cronbach alpha produced a reliable measure of .741 which is a moderate indicator and the Standardized items of 0.753.The total number of the test items were 12.
4.10
ZRA Policy measures aimed at enhancing quality of online service.
The policy measures ZRA has put in place includes the operationalization of the Tax Online systems and automated system for customer data (ASYCUDA) for efficient Tax Collection and Management of Customs duties and Taxes. The formulation of the Corporate Strategic plan for the 2016-2018 and its implementation and the Tax Payers charter.www.zra.org.zm/about us
4.11
Summary
This Chapter was looking at the Presentation of Findings. The findings from the presentation were arranged in themes and sub themes in relation the Objectives. The main themes were Perception on the service quality of online service with sub theme small tax payer’s perception on the quality of online service, Correlation between quality of online service with customer satisfaction and the ZRA Policy measures aimed at enhancing quality of online service. The online service quality was further sub divided into online service quality dimensions such as efficiency, System availability, contacts and Privacy /security.




CHAPTER FIVE




DISCUSSION OF FINDINGS
5.0
Introduction
Chapter five discusses the findings from chapter four and provide a critical analysis. The focus of this chapter is to analyse the research findings in order to provide an answers to the research hypothesis.
5.1
Small tax payers perception on the quality of online service
The study was about the small tax payers with regards to their perceptions on the quality of online services offered by Zambia Revenue Authority. The results revealed that 1870 perception scores out of a Total of 3252 perception score of respondents representing 57.5% agree and had a highest perception. The perception of small tax payers with regards to online service quality was perceived by small tax payers as high. The Modal score was 1429 scores on the agree representing 43.94%.It is interesting to note that Masoud and Taqa(2017) also included perception on E-Service quality as a factor that affected customers perception and adoption  of e-banking service in Jordan. The findings from ibid were statistically significant of (E-Quality, E-Perceived usefulness, E-security, E-Reliability) on the adoption of e-banking service. E-service quality was the most significant factor affecting customer perception on the E-banking. The outcomes in the current study are consistent with the findings in Masoud and Taqa (2017).However, when compared with Liu et al (2017), in a study on consumer perception and behavioural intentions in Apparel E-Shopping. Individual preference and perceived price range on website positively affected customer satisfaction and experience and not online service quality.
When compared to Samsunisa (2015) on the quality of online service such as e –banking by different groups of customers had different perceptions towards e-banking. The findings were that different groups of customers had different perception towards online banking.
When compared with Jun Minjoon et al (2003), online service quality in terms of security dimension had a positive relationship between overall service quality and satisfaction which is consistent to the findings in the study. According to keng et al (2007) 
in a related study on factors that influence consumer perceptions on online ticketing indicated that online service quality dimensions such as privacy ,security  had a significant  influence  on consumers  perception on ticketing which was perceived as high by online ticketing customers.
It is interesting to note that the variable “site has customer representative online” under contact dimension indicated that 135 respondents representing 49.8% disagreed which meant that they had a low perception. Another variable, site offers ability to speak to a live person under contact dimension indicated that 137 respondents representing 50.6% disagreed which meant that 137 respondents did not agree that ZRA website offers the ability to speak to a live person and this was perceived as low perception .However, findings on both variables is at variance with the article “effective communication is key to call centre operations in which it was emphasized that  without the correct model of communication in play ,call centre  operations will have an extremely tough time relaying messages and  imperative information to those agents who connect to its customers. ”(Epstein,2011).When compared to the Tax payers charter, it can be noted that that the ZRA service charter omits to provide a measure for online interactive support and the ability  to speak to a live online customer representative on site despite ZRA Putting up  telephone numbers  on their website.
When compared to the Tax payers charter, small tax payers perception on the  overall online service quality was  perceived high ,which meant small tax payers were satisfied with current level of service delivery by ZRA that included Tax registration process which is undertaken to be done in 3 working days. The 30 days ZRA has undertaken to pay refunds from the date of lodgements of a Value added Tax (VAT) form, Income refunds, customers deposit refunds, and duration of Tax clearance certificate and the 20 minutes service efficiency if satisfactory. Other service delivery guidelines includes fairness, acknowledgements of comments and complaints and queries to be resolved in 3 working days are also perceived as high by small tax payers.
The research findings from the study rejects the research hypothesis that small tax payers on the online service was low and adopts the alternative that supports that the perception of small tax payers was high although the on service quality, the contact dimensions had two variables were  perceptions was low.
5.2
Correlation of quality of online service with customer satisfaction
The study further sought to establish the degree of association between online service quality and customer satisfaction.
5.3
Extent to which online services are correlated with customer satisfaction

From the presentation of the results, online service quality is correlated with Customer satisfaction. The results indicate correlation coefficient of 0.461.The coefficient of 0.461 indicates a moderate association between online service quality and customer satisfaction. According to Cohen (1992) if the Correlation coefficient falls between -.5 to -0.3 or 0.3 to 0.5 indicates a moderate association which range the current results. The    moderate association 
could be attributed to an innovative online payments system piloted through the banks using the Improved E-Payment system. To this effect, ZRA and      banks have entered into partnerships to implement a payment system through internet known as straight2bank (S2B) Electronic tax in which tax payers are allowed to pay online.
5.3.1
Sig (2-Tailed) value

The research findings indicate sig (2-tailed) value of 0.000.Since the Sig. (2-tailed) value lies between 0.000 to 0.05 or P<0.5(Probability valve) the outcome is said to be significant. This means the increase or decrease in online service quality variable will significantly affect the customer satisfaction variable. However, if the Sig.(2-tailed) value is greater than the P-
Value(P>0.5) then it means there is no statistically significant correlation between the two variables. That means, increases or decreases in one variable do not significantly 
relate to increases or decreases in the second variable .From the results in Table 31, the Sig. (2-tailed) value is 0.000.This value falls in the range of 0.00 to 0.5 and is significant. This means any increase or decrease on service quality will affect 
the customer satisfaction respectively.

The research results indicate that the service quality dimension which make up the 
overall service quality are linearly correlated with customer satisfaction.it is interesting to 
note that Masoud and taqa (2017) findings were that the e-service quality was the most 
affecting factor on customer satisfaction. However, Oliver (1997) in the expectancy 
disconfirmation theory posits that customers form their satisfaction with target products 
or service as a result of subjective or direct comparison between expectations and 
perceptions. The theoretical framework underpins the relationship between service 
quality and customer satisfaction or dissatisfaction depending on the customers 
perception.The resultant perceptions are conceptualized as a psychological construct 
called the (subjective disconfirmation). This model asserts that a customer is a direct 
function of subjective disconfirmation. 

When compared with Nyandwa et al (2017), the findings had a measuring of internal 
reliability of 0.851 which meant that there was a direct relationship between the 
perceptions by patients of quality of care and their social economic status. The research 
findings had an internal reliability of data of 0.741 which was good. Therefore, the 
findings from the study was in line with the literature review and the theoretical 
framework of expectancy disconfirmation theory.
5.3.2
Regression Analysis

The results from Table 30 on the presentation of findings indicates the measure of the relation of online service quality and the corresponding customer satisfaction through the equation of Overall service quality =27.824+1.145(Customer Satisfaction).This results indicates a Linear relation from the product moment correlation and according to 
 the Coefficients of determination (R2) of 21.2%.This means the variation of online service quality was due to customer satisfaction. Further the decrease or increase in online service quality perceptions equally affected the customer satisfaction in the study. When compared to Iberahim et al (2015), the results of the survey suggest the relations 
of 3 out 4 elements of service quality dimensions were important to maximise customer satisfaction which are in line with the findings of study. However, in a similar study of Muturi (2015) the results indicate that there was no relationship between online tax system and tax compliance level among small tax payers in mount Meru. The results from the Muturi (2015) are at variant with the findings of the study as the present study indicated a relationship between online service quality and customer satisfaction which could enhance tax compliance. 


The Standardized coefficients (Beta) are what the regression coefficients would be if 
the model were fitted to standardized data, that is, if from each observation, subtract the 
sample mean and then divide by the Sample Standard deviation. The beta is 0.461. A 
95% confidence interval for the regression coefficient for online service Quality is 
constructed as (1.145 [image: image2.png]


k 0.134), where k is the appropriate percentile of the t distribution 
with degrees of freedom equal to the Error DF from the ANOVA table represented by 
DF=(k-1) in which case the k is equal to 271. Here, the degrees of freedom is 
270(residual value) and the multiplier is 2.00. Thus, the confidence interval is given by 
(1.145 [image: image3.png]


2.00 (0.134)). If the sample size were huge, the error degrees of freedom would 
be larger and the multiplier would become familiar 1.96 or 1.65.
The t statistic tests the hypothesis that a population regression coefficient [image: image4.png]


is 0, that is, H0: [image: image5.png]


= 0. It is the ratio of the sample regression coefficient B to its standard error which is 27.824/1.573 equals 17.691 and 1.145/0.134 equals 8.520. From the Normal distribution curve with a critical values of 1.645 two tailed significant. The t values lies outside the critical values and therefore the conclusion was to reject the null hypothesis. This meant that at the confidence interval of 90% and alpha of 5% from a two tailed normal distribution, the regression coefficient of 0.461 indicates a moderate association of online service quality and customer satisfaction and that when compared to  the t statistics which also confirms that results lies in the accepted zone of 90% with critical values of 1.645.The reject zone on the two tailed significant also confirms the low perception on the site does not have online customer representative and ability to speak to a live person which lies in the rejected zones of  17.691 and 8.520 as the alpha is equal to 0.05 as those two variables are not provided for in the Tax Payers charter.
5.4
ZRA Policy measures aimed at enhancing quality of online service.

In trying to establish ZRA Policy measures aimed at enhancing online service quality 
perceptions, the study first sought Operationalization of Tax online systems and 
Automated Systems for Custom DATA (ASYCUDA) to be presented first as the 
measures to enhance online service 
quality.
5.4.1
Operationalization of Tax Online Systems and Automated System for Custom Data (ASYCUDA)
The Zambia revenue authority has put in place and operates two(2) management information system which are the Tax online system and the Automated System for Custom Data(ASYCUDA).The Tax online system is used for domestic tax administration and management system used for registration, deregistration, returns and payments for domestic tax payers while the Automated System for customs Data is used for processing customs transaction(ASYCUDA) consists of a transaction processing module for customs declaration, a payment module for payment processing and a Transit module for management and acquitallal of transit declaration(Auditor report,2014).These measures are aimed at improving revenue collection  through cost efficient methods and  the provision of flexibility in the manners customers are served which measure improves both traditional and online customer service.
5.4.2
Corporate Strategic plan 2016-2018

The Zambia revenue authority has Policy measures aimed at enhancing service delivery. The measures are embedded in the corporate Strategic plan for the 2016-2018 and the Tax payer’s charter. The corporate strategic plan has been aligned with the Medium term expenditure Framework. The medium term expenditure is a government expenditure strategic tool the government uses to monitor government revenues and expenditures in the medium term. Among the areas prescribed by the medium term expenditure framework (MTEF) is enhancement of domestic revenue collection. The medium term expenditure framework has been aligned both with Vision 2030 in which Zambia will be a middle income country and the Seventh National development plan. (SNDP2017-2021).According to the ZRA corporate strategic plan, specific strategic plans, initiatives  that 
will assist in the achievement of the revenue collection include the following: encouraging increased use  of e-payment by tax payers, introduction of the IT Solutions(electronic cash registers) for managing  collections of Value added Tax from cash traders, and building capacity for specialized audits skills to counter transfer pricing and base erosion, conducting of seminars and works for members of staffs and Tax payers.(www.zra.org.zm).


The Corporate strategic plan 2016-2018 is based on the Balanced score card formulated 
by Kaplan and Norton in 1992 and the model has the following perspectives:

· Financial perspective (results)-This perspective is a financially based measure that looks at revenue collections which include total revenues, expenditure related costs and the overall financial performance of the Zambia revenue authority in relation to set standards and actual performance(ZRA Corporate strategic plan, 2017-2018)

· Business processes-The business process has its focus on the operational efficiency of the authority. Specific measures included is to improve efficiency in the operations in meeting service delivery targets set by the institution and to develop appropriate infrastructure to enhance revenue collection. (ZRA Corporate strategic plan, 2016-2018)

· Employee Satisfaction-The corporate strategic plan has an employee perspective. The purpose of his perspective is to enhance the professionalism and productivity of the human capital. Specific committees such as the integrity committee and internal affairs units have been put in place to enhance professionalism and monitor employees conducts(ZRA Corporate strategic plan, 2016-2018)

· Customer satisfaction-The fourth perspective covered under the corporate strategic plan is customer satisfaction. The purpose of this perspective is to provide accurate, courteous, timely and professional services to internal and external customers (ZRA Corporate strategic plan, 2016-2018).
There are four perspectives in the corporate strategic plan as highlighted above. In the fourth perspective, customer satisfaction aims at providing accurate, timely and professional services to the external customers. The customer perspective could be correlated with the research hypothesis in which ZRA has put up measures to enhance quality of online service and also the association between online service quality and customer satisfaction. 
In order to enhance quality assurance in service delivery, ZRA has further implemented an automated modern Queue management system and further refurbished the customer service Centre as this would enhance customer satisfaction. In addition, ZRA has put in place a Small and Medium Enterprise Taxation Compliance Strategy 2018-2020. (ZRA Annual report, 2017).Further ,the Germany government through the Deutsche Gesellschaff fur international Zusammenarbeit (GIZ, is assisting ZRA in  the development of a mobile  phone based e-tax solution for SMES called the Zambia Mobile  Electronic  Taxation (ZAMeT) project.(ZRA Annual report,2017).
5.4.4
Tax Payers Charter

To enhance service delivery and customer satisfaction, ZRA has expounded the Customer satisfaction perspective in the corporate strategic plan 2016-2018 into critical success factor area. The critical success factors in this case is the area in which performance could be measured to enhancing quality of online service and customer service delivery. The following below are some of the key performance indicators (KPI) outlined in the Tax payers charter to measure performance.(www.zra.org.zm)

Standards for ZRA Service delivery.


Zambia revenue authority has set the below benchmarks for service delivery

· Tax registration-ZRA has undertaken to complete the process within 3 working days.

· VAT refunds-ZRA has undertaken to pay refunds within 30 working days from the date of lodgment of a VAT refund claim.

· Income tax refunds-ZRA has undertaken to pay refunds within 45 days of submission of lodgment of an income tax return.

· Customers deposit refund-ZRA has undertaken to pay the refunds within 48hours of the submission of a refund claim.

· Tax Clearance Certificate-According to the ZRA standard for service delivery. Tax Clearance certificates will be issued within 48 hours upon receipt of an application from the tax payers.

· Service Efficiency-ZRA has undertaken to attend to clients within 20 minutes of their arrival at the customer service Centre.

· Fairness-ZRA has undertaken to allow the clients their rights and obligations and treat them equitably, and in accordance with the law.

· Information-ZRA has undertaken to  provide clear  information on tax matters

· Acknowledge comment complaints-ZRA has undertaken to acknowledge comments. Complaints and queries within 5days of their receipt.

· Respond comments and complaints-ZRA has undertaken to respond to all comments, complaints within 14 days of their referral to the appropriate manager.

· Performance Reporting-ZRA has undertaken in the Standard delivery charter to publish information about their   performance against these targets four (4) times a year. (www.zra.org.zm).
ZRA has in place Policy measures aimed at further enhancing online service  quality and customer satisfaction in the Tax payers charter such  as the provision of service efficiency to clients within 20 minutes at the customer service Centre although the same has not been provided for online small tax payers. The Corporate strategy document 2016-2018 also provides measures under the balanced score on how to improve business process through operational efficiency. The forth perspective covers Customer satisfaction whose objective was to provide accurate, timely and profession services to internal and external customers and which supports the ZRA mission statements of cost effective and transparent system, professionally managed to meet the expectation of all stakeholders which includes customers who are Tax payers.
The implications of the benchmarks to the study was that if ZRA could not meet the set standards in the Tax payer’s charter through service delivery. This could mean that small   tax payers would perceive the online service quality as low and could results in low customer satisfaction.

5.5
Summary
This Chapter was looking at the discussion of the findings. The first objective was to establish small tax payers’ perception on the service quality of online service. . The results indicates that 1870 scores out of a Total of 3252 score of respondents representing 57.5% agree and had a highest perception. The perception of small tax payers with regards to online service quality was perceived by small tax payers as high. The Modal score was 1429 scores on the agree representing 43.94%.It is interesting to note that Masoud and Taqa(2017) also included perception on E-Service quality as a factor that affected customers perception and adoption  of e-banking service in Jordan. The findings from the study was triangulated with the findings of Masoud and Taqa(2017) and Liu et al (2017) and the findings from the study of Samsunisa(2015) whose  findings were that different groups of customers had different perception towards online banking. The findings from the study rejects the perception of small tax payers on the quality of online service being low at ZRA.
The second objective of the study was to assess the extent to which online services correlated with customer satisfaction among small tax payers at ZRA. The findings from the study revealed that there was a correlation coefficient of 0.461 which indicates a positive correlation. The coefficient of 0.461 indicates a moderate association between online service quality and customer satisfaction. According to Cohen (1992) if the Correlation coefficient falls between -.5 to -0.3 or 0.3 to 0.5 indicates a moderate association. Further, the research findings indicate a sig (2-tailed) value of 0.000.Since the Sig. (2-tailed) value lies between 0.000 to 0.05 or P<0.5(Probability valve) the outcome is said to be significant. The findings are in line with the research hypothesis which indicated that there was a correlation between the online service quality and customer satisfaction. 
The third objective was to ascertain ZRA Policy measures further aimed at enhancing quality of online service and customer service delivery. From the literature, it has been revealed that Zambia revenue authority has in place and operates two(2) management information system which are the Tax online system and the Automated System for Custom Data(ASYCUDA).The Tax online system is used for domestic tax administration and management system used for registration, deregistration, returns and payments for domestic tax payers while the Automated System for customs Data is used for processing customs transaction(ASYCUDA) consists of a transaction processing module for customs declaration, a payment module for payment processing and a Transit module for management and acquitallal of transit declaration(Auditor report,2014).Zambia Revenue Authority has in place a Corporate strategic plan 2016-2018 . The corporate strategic plan has been aligned with the Medium term expenditure Framework. The medium term expenditure is a government expenditure strategic tool the government uses to monitor government revenues and expenditures in the medium term. Among the areas prescribed by the medium term expenditure framework (MTEF) is enhancement of domestic revenue collection. The medium term expenditure framework has been aligned both with Vision 2030 in which Zambia will be a middle income country and the Seventh National development plan. (SNDP2017-2021).The specific service quality measures has been outlined in the Tax payers.





CHAPTER SIX




CONCLUSION AND RECOMENDATIONS

6.0
Introduction

The previous Chapter looked at the Discussion of findings of the research study. Chapter 
five linked the research objectives to literature review and the theoretical framework in 
order to provide accept or reject the research hypothesis.

Chapter six presents conclusion of the main findings in the research study based on 
the three objectives which were to critically analyse small tax payer’s perceptions on the 
service quality of online service offered by Zambia Revenue authority in meeting their 
customer satisfaction, to assess the extent to which  online quality services are correlated 
with customer satisfaction among small tax payers at Zambia revenue authority and 
finally to ascertain Zambia revenue  policy measures aimed at further enhancing quality 
of online service and customer service delivery.
6.1
Conclusion 

The findings from the specific objectives are summarised below using the scores based 
on the frequency obtained on each variable in order to arrive at the online service quality 
perceptions.
6.1.1
Small tax payers perception on the service quality of online service

The research results indicated the findings of the small tax payers with regards to their 
perceptions on the quality of online service offered by Zambia Revenue Authority. The 
results indicates that 1870 scores out of a Total of 3252 score of respondents representing 
57.5% agree and had a highest perception. The perception of small tax payers with 
regards to online service quality was perceived by small tax payers as high. The Modal 
score was 1429 scores on the agree representing 43.94%.It is interesting to note that 
Masoud and Taqa(2017) also included perception on E-Service quality as a factor that 
affected customers perception and adoption  of e-banking service in Jordan. -banking.
6.1.2
Extent to which online quality service is correlated with customer satisfaction
From the presentation of the results, online service quality is correlated with Customer satisfaction. The results indicate correlation coefficient of 0.461.The coefficient of 0.461 indicates a moderate association between online service quality and customer satisfaction. According to Cohen (1992) if the Correlation coefficient falls between -.5 to -0.3 or 0.3 to 0.5 indicates a moderate association which range the current 
results. Therefore, it can be concluded that there is a moderate association between online service quality and customer satisfaction among small tax payers at the Zambia revenue authority. The moderate association between online service quality and customer Satisfaction could be accounted for based on the partnerships signed between ZRA and Banks (e.g. Atlas Mara) on an E-Payment system known as Straight2 bank. This innovation has enabled small tax payers remit payments to ZRA online (Zambia Daily Mail, 2016)
6.1.3
ZRA Policy measures aimed at further enhancing quality of online service and customer delivery.
The third objective was to ascertain ZRA Policy measures aimed at enhancing quality of online services and customer satisfaction. From the literature, it has been revealed that Zambia revenue authority has in place and operates two(2) management information system which are the Tax online system and the Automated System for Custom Data(ASYCUDA).The Tax online system is used for domestic tax administration and management system used for registration, deregistration, returns and payments for domestic tax payers while the Automated System for customs Data is used for processing customs transaction(ASYCUDA) consists of a transaction processing module for customs declaration, a payment module for payment processing and a Transit module for management and acquitallal of transit declaration(Auditor report,2014).ZRA has further in place a Corporate strategic plan 2016-2018 . This corporate strategic plan is aligned with the Medium term expenditure Framework. The medium term expenditure is a government expenditure strategic tool the government uses to monitor government revenues and expenditures in the medium term. Among the areas prescribed by the medium term expenditure framework (MTEF) is enhancement of domestic revenue collection. The medium term expenditure framework has been aligned both with Vision 2030 in which Zambia will be a middle income country and the Seventh National development plan. (SNDP2017-2021).The specific online service quality measures has been outlined in the Tax payers. The Policy documents includes the Tax payers charter, Vision  2030 ,Medium expenditure framework(MTEF),Corporate strategy for 2016-2018 and the Seventh Nation development Plan(SNDP) seems the appropriate tools for the institution, however the research study has identified areas that requires improvements such as the revision of the Tax Payers charter to incorporate online contact support for small tax payers  which could be interactive as this could enhance prompt resolution of customer complaints online as opposed to the traditional off line service and enhance compliance as enforcements.
6.1.4
Recommendations

The following are the recommendations;
i. Zambia Revenue Authority should expand the scope by looking at Tax administration in South Africa, Congo, Malawi, Zimbabwe, Botswana and Mozambique’s in relation to tax payers. 

ii. Zambia Revenue Authority should provide a reliable customers service centre which can answer and handle Tax payers queries promptly.

iii. Zambia Revenue Authority should provide online customer support team or service agent to handle and resolve queries on time rather than for customers to wait for few days before a response is given.

6.1.5
Summary
The chapter looked at the summary of the conclusions and recommendations. The small taxpayers perceptions was perceived as high by most small tax payers and through the positive correlation coefficient  indicated the relationship between  online service quality and customer satisfaction. One of the recommendation of the study was that Zambia Revenue Authority should provide online customer support team or service agent to handle and resolve queries on time rather than for customers to wait for few days before a response is given.

6.1.6
Recommendations for future Research

The findings from the study showed a moderate association between online service quality and customer satisfaction. The implication was that there are other factors other than online service quality that effect customer satisfaction such as Education levels of small tax payers, improved contacts with the Contact centres could lead to enhanced customer satisfaction.

The study recommends that further studies on small tax payers be carried out on the inland revenues in the southern and central region of Africa so that the outcomes could be generalised on the region level.
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Appendix Questionnaire 
A 
THE UNIVERSITY OF ZAMBIA IN COLLEBORATION WITH ZIMBABWE OPEN                   
UNIVERSITY


INSTITUTE OF DISTANCE EDUCATION

DEPARTMENT OF POST GRADUATE STUDIES

TITLE: Service Quality and Customer satisfaction among small tax payers; Critical analysis of Zambia Revenue Authority

Dear Respondent,
I am a final year post graduate student at the University of Zambia undertaking the course Master of Business Administration. I am conducting a research on the topic “Service quality and customer satisfaction among small tax payer: Critical analysis of Zambia revenue authority.”
 With reference to the above topic, you have been randomly selected to help in this research by completing this questionnaire. Be rest assured that the information you provide will be purely for academic purpose and treated with maximum confidentiality. 

 Please DO NOT indicate your name on the questionnaire.

Instructions

Kindly fill the following (Please put a tick in the correct box)


Section A: Demographic Variables

1. Indicate your gender

	F
	M

	
	


2. What is your age?

	<20
	21-25
	26-30
	31-35
	36-40
	Above 40

	
	
	
	
	
	


3. What is the highest Level of education attained?

	Primary
	Secondary
	College
	University

	
	
	
	


4. How long have you been registered with Zambia Revenue authority?

	<2years
	2-4 years
	5-7 years
	8-10 years
	11-13 years
	Above 14 years

	
	
	
	
	
	


5. Which category of Annual Turnover threshold describe your business.

	1<200,000
	200,000-400,000
	400,000-600,000
	600,000-800,000

	
	
	
	



Section B: Perceived online quality service

Please indicate your perceived service quality on online services offered by Zambia revenue authority(www.zra.org.zm)by choosing the number that corresponds with  each of the statements as indicated in the 5 Point Likert scale(1=Strongly disagree,2=disagree,3=Neutral,4=Agree 
,5=Strongly Agree)


Efficiency

6. The Site makes it easy to find what  I need


Strongly disagree
Disagree 
Neutral

Agree

Strongly Agree

	
1
	2
	3
	4
	5


7. It makes it easy to get anywhere on the site


Strongly disagree
Disagree 
Neutral

Agree

Strongly Agree

	
1
	2
	3
	4
	5


8. It enables me to complete a transaction quickly


Strongly disagree
Disagree 
Neutral

Agree

Strongly Agree

	
1
	2
	3
	4
	5


9. Information at this site is well organised


Strongly disagree
Disagree 
Neutral

Agree

Strongly Agree

	
1
	2
	3
	4
	5



System Availability

10. This site is always available for business


Strongly disagree
Disagree 
Neutral

Agree

Strongly Agree

	
1
	2
	3
	4
	5


11. This site launches and runs right away


Strongly disagree
Disagree 
Neutral

Agree

Strongly Agree

	
1
	2
	3
	4
	5


12. This site does not crash


Strongly disagree
Disagree 
Neutral

Agree

Strongly Agree

	
1
	2
	3
	4
	5



Contact

13. This site  provides a telephone number to reach the company


Strongly disagree
Disagree 
Neutral

Agree

Strongly Agree

	
1
	2
	3
	4
	5


14. This site  has customer service representatives available online


Strongly disagree
Disagree 
Neutral

Agree

Strongly Agree

	
1
	2
	3
	4
	5


15. This site offers the ability to speak to a live person if there is a problem

Strongly disagree
Disagree 
Neutral

Agree

Strongly Agree

	
1
	2
	3
	4
	5


Privacy/Security

16. It does not share my personal information  with other sites


Strongly disagree
Disagree 
Neutral

Agree

Strongly Agree

	
1
	2
	3
	4
	5


17. This site protects information about my banking details for online transactions


Strongly disagree
Disagree 
Neutral

Agree

Strongly Agree

	
1
	2
	3
	4
	5



Section C: Customer satisfaction 
18. Am satisfied to register for online service 


Strongly disagree
Disagree 
Neutral

Agree

Strongly Agree

	
1
	2
	3
	4
	5


19. The decision to register online was good 


Strongly disagree
Disagree 
Neutral

Agree

Strongly Agree

	
1
	2
	3
	4
	5


20. Am happy with the experiences of online service 


Strongly disagree
Disagree 
Neutral

Agree

Strongly Agree

	
1
	2
	3
	4
	5


THANK YOU FOR YOUR VALUABLE INFORMATION

Appendix Budget 

B
	
	Budget Category
	Unit Cost(ZMW)
	Multiplying factor
	Total Costs(ZMW)

	1
	Personnel
	Daily wage rate
	Number of staff days(Number of staff days*Number of working days)
	

	
	Researcher
	250
	5 days
	1,250

	
	Assistants
	150
	2*5 days
	1,500

	
	Data entry clerks
	100
	2*5 days
	1,000

	
	Sub Total
	
	
	3,750

	
	
	
	
	

	2
	Transport/Fuel all
	
	
	

	
	Researcher
	10 Litres of Petrol @13/litre
	10 days
	1,300

	
	Assistants
	K40 per day/Assistant
	10 days for 2 Assistants
	   800

	
	Sub Total
	
	
	2,100

	
	
	
	
	

	3
	Printing and stationery
	Cost per unit
	Number
	

	
	Questionnaire photocopying
	0.40
	399
	159.60

	
	Pens and pencils
	1.50
	400
	 600

	
	Printing and binding
	10
	5
	   50

	
	Sub Total
	
	
	809.6

	
	
	
	
	

	4
	Training
	
	
	

	
	SPSS Refresher course
	500
	1
	500

	
	Refreshments
	30
	5*1 day
	150

	
	Sub Total
	
	
	650

	
	Totals
	
	
	7,309.6

	
	5%Miscellenous expense.eg Talk time
	
	
	146.19

	
	Grand Totals
	
	
	K7,455.79


Appendix Gnatt Chart 

C 

	ACTIVITY
	RESPONSIBILITY
	JAN 2018 

1 
	FEB 2018 2
	MAR2018

3

	Prepare proposal
and submit to the University
	Researcher
	
	
	
	
	
	
	
	
	
	
	
	

	Preparation of study tools 
	Researcher
	
	
	
	
	
	
	
	
	
	
	
	

	Prepare for field Work
	Researcher
	
	
	
	
	
	
	
	
	
	
	
	

	Travel to data collection site
	Researcher and Assistants
	
	
	
	
	
	
	
	
	
	
	
	

	Select data collectors and research assistants
	Researcher
	
	
	
	
	
	
	
	
	
	
	
	

	Conducting training for data collectors and supervisors
	Researcher
	
	
	
	
	
	
	
	
	
	
	
	

	Pre-testing of the survey instrument
	Researcher and Assistants
	
	
	
	
	
	
	
	
	
	
	
	

	Data collection
	Assistants
	
	
	
	
	
	
	
	
	
	
	
	

	Data entry and Cleaning
	Researcher and Assistants
	
	
	
	
	
	
	
	
	
	
	
	

	Data analysis and write up
	Researcher
	
	
	
	
	
	
	
	
	
	
	
	

	Submission of Dissertation
	Researcher
	
	
	
	
	
	
	
	
	
	
	
	

	Presentation of Dissertation
	Researcher
	
	
	
	
	
	
	
	
	
	
	
	


Appendix: Letter of Consent to Respondent 
D

Topic: Service Quality and Customer satisfaction among small tax payers; Critical analysis of Zambia revenue authority.

Dear respondent,

My name is Joseph Batala, a student at the University of Zambia.

You have been identified as one of the respondents to participate in this research. Participation in the Survey is completely voluntary. You have the right to withdraw at any time without explanation. However, we hope you will participate in the Survey since your views are important.

 I would like to ask you questions on the customer perceptions on the quality of online service. This information will also help the Zambia revenue authority to come up with policies which are targeted at enhancing customer service delivery to meet small payer’s expectations. You are therefore asked to answer the questions provided in this questionnaire. 

Whatever information you will provide will not be shown to other persons, it will be kept strictly confidential to the extent permitted by law. 

If you need clarity, feel free to contact my supervisor Dr William Phiri. School of Post Graduate Studies, University of Zambia in collaboration with Zimbabwe Open University, Lusaka

Appendix: Request for Permission to conduct a Research study at ZRA E
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