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}16stract 

Internationally, crime and violence are increasingly becoming recognized as a 

development problem, particularly in urban areas. The incidence of crime, 

rape, robbery and gang violence, as well as gender-based domestic violence, 

undermines both macro- and micro-economic growth and productivity of a 

country's development, as well as societal and individual well-being. Urban 

crime and violence are not a spontaneous occurrence, but, the product of a 

society characterized by inequality and social exclusion. Measures that protect 

the citizens from deprivation, unemployment, homelessness, illiteracy and 

social disintegration will ultimately also protect them from crime. 

Crim and viol n rodes social capital when it reduces trust and co-operation 

within form 1 c nd informal social organisations. Th capacity for community­

! v '1 org· niz, tions to fun tion d p nds on 1 v Is of coh ion and th bilit to 

m<' ·t to ·nll ; th1s hing ·s on p ·r. nul . ~ ty i . u Th , p 1ti ularl 

fot v om n, is fr ·qu ntl to ·void 'tft r chrl . ·ur cit 

alma t 3 million inhabitant , i xp ri n ing high ct im ra Th 

crim ar oft n linked to institutional \V akn iet~·· Crim m r n' 

\ h r th social control that operates through formal in titution, and informal 

institutions, ar brok nor weakened. 

In th1 tudy th · rol , p rc ption and in titutional C tor f th I ' n n 

h t ontrihut · to th ir p rformanc wa earn nt 

r I th K n P li mn n 
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CHAPTER ONE 

1.0 INTRODUCTION 

1.1 Background 

In today's dynamic global environment, change rather than stability is the 

order of the day. Rapid changes in customer's demand have, for instance, 

increased the rate at which companies need to alter their strategies and 

structures just to survive in the market place (Charles and Gareth, 1998). 

Th re ar many forces dictating customer expectations for better value for 

th ir m n y, fast d v loping inform tion t chnology, donor pr ur for 

impr v d fin n ial p rformanc and chang in 1 gi 1 tion nd 

g v rnment policy of encouraging private sector participation. Th 

forces have had the effect of accelerated restructuring activiti s of most 

firms in Kenya, aimed at reduction of costs, enhanced le el of ustomer 

ervice and building competitive positions within the mark t-dri n glob 1 

nvironm nt. 

At h de WI of tl 
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gomg through a strategic change. Charles & Garneth (1988) defines 

strategic change a s "the movement of a company from its present state to 

in crease its competitive a dvan tage". 

Consistent with the national aspirations, the Kenya Police must seek to 

transform itself from a 'Force', an institution defined by its hierarchical 

authority, to a 'service', whose identity is linked to the quality of service it 

offers to its citizens. (Nyaseda 2004) . 

1.2 Brief History Of The Kenyan Police. 

According to the Strategic Plan of the Kenya Police Force 2004 -

2008, th origin of th Polic in K nya can be trac d to th p riod b w n 

1887 and 1902. The Imperial British East African (IBEA) Comp n , nd 

busine man, (Sir William McKinnon) found it necessary to provid om 

form of protection (security) for their interests along the coa tlin of 

K nya. It i from thi origin that the concept of con tituting poli for 

m r d. At th t tim , polic activiti B d on rot ti n 

for rot tion thu during tho rl , d , th ti 'ti tl C 1 

u 



little training. The laws in force were also copied from India including the 

Indian Criminal Procedure Code, the Indian Evidence Act and Police 

Ordinance. It is also notable that up to 1907 the Kenya police was 

organized along military lines and the training was military in nature but 

in that year the Kenyan police was legally constituted by a Police 

Ordinance. 

In order to improve performance of the force the Governor (Sir Hayes 

Saddler) appointed a committee to look into the affairs of the Kenya Police. 

On of th r commendations of the Committee was the establishment of 

Poli Training hool in Nairobi. A a r sult of th Committ ' 

r omm nd· tion a training d pot wa 

tog ther with a small fing rprint section. 

stabli h d in N irobi in 1911 

Lat r, th office of the Inspector General was establi hed to unit • nou 

units of th Police rvice and to admini t r the op ration of th Poli 

Fore . Th First World War int rrupt d d v lopm nt f th P li th 

fore w plo d to 1 ht alon ft tl 

niz 

ih it 

h h 

h 
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The Criminal Intelligence Unit (CID) was established in 1926 with the sole 

responsibility of collecting, tabulating and recording the history and data 

of criminals, undesirable and suspicious persons. At the same time 

special sections like the finger print bureau and the CID were created 

starting with a skeleton staff composed of former police officers from 

Britain and South Mrica. This was the foundation of the current Kenya 

Police Force. As the years progressed, the nature and scope of the police 

activities increased both in terms of volume and diversity. Thus the police 

was also call d upon to deal with traffic problems and cattle rustling. As 

pr paration for th 2nd World War, police recruits were deployed in 

K ny 's North rn Fronti r district to counter any thr t from It lian 

Somali I ncl ' nd Ethiopia. B sid fighting long id r gul r ldi r , th 

K nya Polic acted as guides, interpreters and reconnais anc ag nt . 

In 1948 veral important developments were made in the Fore . For 

instance, th K nya Police R rve wa form d a an uxili 1 of th 

ore . Thi unit u d armour d cars and d plo • d in troubl pot 

To improv th tiv n o rim c n ol. ti 

in r u n a rvi 

m r n ' 

1 
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In 1957, the Police Headquarters building was opened and in 1958 the 

force was integrated within the Ministry of Defence. In the period 

immediately before independence, the Kenyan Police was greatly involved 

in the maintenance of law and order during political meetings and at the 

height of the independence election period. After Kenya gained 

independence from Britain on 12th December 1963, there was need to 

make some drastic changes in the administration of the Force. This led to 

the replacement of the expatriate officers in the senior ranks by Africans. 

Since then, the Force has realized tremendous achievements in various 

fi ld of op ration. For instance, due to the increase in criminal activities 

nd in lin with th polic r olve to ef£ ctiv ly deal with urity thr t 

· nd to bring down crim to minimal 1 v 1 , variou p cializ d unit w r 

form d. Th y included Presidential Escort Unit the Anti- tock Th ft Unit, 

Anti-Motor Theft Unit, Tourism Police Unit, The Anti-Corruption Poli 

Unit, and Th Anti T nori m Police Unit. 

1.3 The Government Of Kenya Respon e To Ch ng 

Th K n n Poli th r p n ibilit, m in u 1 1 i 

pr li nd t 

n 



professionalism, inadequate resources, political interference, and endemic 

corruption in the Service. 

Customer satisfaction is closely linked to quality. In recent years, many 

companies have adopted total quality management (TQM) programs 

designed to constantly improve quality of their products, services and 

marketing processes (Kotler, 2000). Quality has a direct impact on 

product performance and hence on customer satisfaction. In the 

narrowest sense quality can be defined as "free from defects." But most 

cu tom r-c ntr d companies go beyond this narrow definition of quality. 

In t d, th y d fin quality in t rm of custom r ali faction for x mpl , 

th Vi Pr id ·nt of quality at Motorola, a comp ny h t pion r d t l 1 

quality ffort' in th Unit •d States, ass rts that ''Quali h ' to d 

om thing for the customer. Therefore "if the customer do n't lik it, it' 

a defect (Ombati, 2000)." This customer-focused definition ugg t U1 t 

company has achi v d total quality onl , wh n it product or rvi 

m or xc d cu tom r xp ctation (Kotl r, 20 2). Thu qu lit in 

with cu tom r n d nd nd \vith u tom r 

In n mpiti 

n 
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1. What are the customer expectations of the quality of service 

provided by the Kenya Police? 

2. Do customer expectations of quality of service differ from those of 

management? 

3. How do customers perceive the quality of service delivered by the 

Kenya Police? 

4. Do institutional factors and personal characteristics influence 

perceived quality of service delivered by the Kenya Police? 

1.5 Objectives Of The Study 

n th b s of th r arch qu stion cit d abov , th obj ctiv of th 

propo d udy ar :-

1. To id ntify which attributes of the s rvice provided b lh Polic For 

ar con ider d important by both the police staff and the cu tom r 

2. To determine the p rceived level of qualit , servic d liv r d b th 

Police Fore . 

3. To d t rmin th r 1 vant importanc of h In titution l t tot 

IVic d liv •. 

fpr nl h 

f rvi 

lmpor 



2. The Police Department will find the study useful in its pursuit of 

excellence in service delivery. 

3. The Kenya Government will be assisted by the results of the 

proposed study in recruitment training and development of staff in 

the Police Force. 

4. The general public will benefit if the study's recommendations are 

implemented by the Police Department. 

Th n xt section reviews the literature, which is relevant to the proposed 

tudy. 

7 



CHAPTER TWO 

2.0 LITERATURE REVIEW 

2.1 Introduction 

The previous section presented the research questions, objectives, and the 

importance of the proposed study. The current section will review the 

relevant literature in terms of customer service, service quality, perceived 

quality, service quality models, measurement of service and measurement 

of perception. 

2.2 Customer Service 

A cording to Kotler ( 1997), customer service is a core bu in proc 

which entails "all the activities involved in making it eas for custom r to 

reach the right parties within the compan and recei quick and 

atisfactory services, answers and resolutions of probl m 

mark ing as a discipline dev lop d in connection rith lling 

product . How v r, throu 

1 d mor om1 I x; i h 

d r vi w p >in f h n rk 

th 

7 
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(i) All the activities required to accept, process, deliver and build 

customers in accordance with the customers' expectations. 

(ii) A complex of activities involving all areas of the business that 

combine to deliver and invoice the company's products in a fashion 

that is perceived as satisfactory by the customers and which 

advance the company's objectives. 

(iii) Total order entry, all communications with customers, all shipping, 

all fr ight, all invoicing and total control of repair of production; and 

(iv) Tim ly nd a urat d liv ry of product ord r d by u tom r wi 

a cur t follow up and enquiry response including timel d liv of 

invoice. 

Chri top her t a ( 1991); on the other hand view d cu tom r 

b ing cone rn d with building of bonds ';th cu nd oth 1 m 1k t 

or roup to n ur long-t rm r 1 ti n hip fm 

r for look d 

pi tiliti 

u h 
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In order to deliver quality customer service, there is need to understand 

service quality from both the customers and service provider's perspective. 

This concept is discussed next. 

2.3 Service Quality 

According to George and Shirley-Ann (1995), quality is a difficult concept 

to define and measure, yet in marketing, the quality is assuming 

increa ing importance throughout the world for a number of reasons 

nam ly: 

A. th Am rican Nur A ociation uccinctly put it, "A 

prof ·ion'· one rn for th quality of ervic con ti ut th h rt 

of it· r ponsibility to th public". 

(b) The rvic sector has become the major growth indu t ' during th 

latter part of this cntury and according to on tim t it 

onstitut s round 67% of th ro n tion 1 pr du f 

c , d tv n th r pid rvi 11 u t1 r 

f p m 11 

u u li 

q 

n 
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consequently, accountability and obtaining value for money have 

become issues of major concern. 

Closer home Mwaura (2002), posts that the umque characteristics of 

services, namely, intangibility, variability (or heterogeneity), perish ability 

and inseparability must be acknowledged for a full understanding of 

service quality. But conceptualising of service quality into a definition 

that captures all variables has remained elusive to many researchers. 

Thus Hubert (1995), observes that although the above named four 

con tructs ar distinct, they are related attributes of consumers' 

P r ption of, rvic quality. Para uraman et al (1985), in d v loping th 

rvi qu lity mod 1, d fin d s rvi quality a th gap b tw n xp t d 

rvic and p rceived s rv1ce. 

2.4 Perceived Quality 

P rc ption i th process, which attributes meaning to in omm timuli 

iv d through our fiv n s (Kib ra and \ rum 1 ). It n 1 o 

b th pr of int rpr tin 

h sb 

it 1t in hi 

1 



same situation differently. Kibera and Waruingi (1988), point out that 

perception IS objective, selective, time related, and summative. 

Consumers take many sensations that reach their awareness almost 

simultaneously. These summations add up into a complete and unified 

whole before a consumer can react to them. It is difficult to conceive how 

consumers could ever make their minds to buy if it were not for the fact 

that perception is summative. 

P rc ived quality can therefore be defined as the customer's perception of 

th ov r l1 qu lity or superiority of a product or service with respect to its 

int nd cl purpo, , r 1 tiv to alt rnativ (Z ith ml, 1988). P r iv d 

quality dife r , fr m , v ral r 1 ted cone pt uch actu 1 or o ~ ctiv 

to the ext nt which th product or ·ervi d liv r 

up rior rvice. Product based quality, which refers to the natur and 

quantity of ingredi nts, featur s or service included. And manufacturing 

quality, which r fer to conformance to p cification , th 

I. 

lit . 
ll l 1 
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also differs from attitude ( a positive attitude could be generated because a 

product of inferior quality is very inexpensive). Conversely, a person could 

have a negative attitude toward a high quality product that is over priced. 

Perceived quality is an intangible, overall feeling about a brand. 

Consumers often judge the quality of a product or service on the basis of a 

variety of information cues that they associate with the product. These 

information cures have been dichotomised into intrinsic and extrinsic 

cu (01 on, 1977; Olson and Jacoby, 1972). Intrinsic cues involve the 

phy i al compon nt of products such as flavour, colour and texture. 

u , n h oth r hand, ar product r.el t d but not p rt of th 

ph 1 pr du it lf. Th y ar by d finition out id th product nd 

in lud pric , brand name, level of adverti ing, amongst oth rs. 

2.5 Evaluation Of Service Quality 

Con urn r employ many tangible cues to judge quality of ood h n 

pur ha ing rvic , ~ wer tangibl cu Xl t ( 1ukiri, 0 1). In m t 

tan ibl limit d to 

h 

1 
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that semce quality is the ability of the organization to meet or exceed 

customer expectations. In this context, customers' expectations may be 

defined as the desires or wants of customers, that is, what they feel a 

service provider should offer rather than would offer. It is worthy noting 

that in an industrial marketing or business-to-business context, the 

concept of expectations might be modified to encompass the idea of 

'negotiated' expectations. That is, service quality is measured in terms of 

the extent to which performance as perceived by the customer meets or 

exc eds levels of expected services. 

rry, Z ithomi, P ra. un man pr s nt h following rit n of judging 

rvi qu lity: 

Reliability - thi · involves consi ·t ncy of p rformanc and d p nd bilit\. 

It m an· that th firm performs the rvice ri ht th fit t time:. 

p cifically, it involves, accuracy in billing, k ping r 01 d 011 tl • nd 

p rforming th rvic at he d signat d tim . 

R pon iv n h 

pr 1d 

Ill 



Access includes approachability and ease of contact. It means that 

waiting time to receive service is not extensive, location of service facility is 

convenient and the service is easily accessible. 

Courtesy entails politeness, respect, consideration and friendliness of 

contact personnel. It embraces clean and neat appearance of public 

contact personnel.. 

Communication involves keeping customers informed in a language they 

• n unci rst nd and li t ning to th m. In other word i m n b ing 

n xibl wh n ommunicating nd rec iving fe db ck from cu tom r 

Credibility re£ r to trustworthiness, believabilit , and hone t . Fa tor , 

which contribute to credibility, include organizations nam , r put tion 

and P rsonal charact ri tics of the contac p r onn l. 

Security 

pl 

to fr dom from d n r, ri k n 

md c n 1 n li . 

nd n th 

ll 
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Tangibles refer to physical evidence of the service such as physical 

facilities, tools or equipment used to provide the service and appearance of 

contact personnel. 

These criteria will be applied in some sections of the current study. 

2.6 Service Quality Models 

There are several service models but for this study the P-C-P model and 

Servqual will be the ones that will be discussed. According to Palmer 

(1992), for companies to better understand the expectations and 

P r plions of th ir customers they can use the servqual technique. It is 

pplicabl a ross bro d rang of rvic indu tri nd c n b ily 

modi 1 d o l k a ount of the sp cifi.c r quir ment of comp ny. 

2.6.1 P-C-P Model 

R s arch by Georg and Shirley-Ann (1996), came up' ith a P-C-P mod 

aft r s v ral criticism of the ERVQUAL mod 1. Th P-C-P mod 1 

att mpt to pur u th d v lopm nt of m a ur m nt for 

rvi ctor. Th b ic pr mi of th 

(l h r n 

11) 
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of information or the quality of education received from an 

organization. 

(iii) A combined (single) scale should be used to measure the 'gap' 

between expectations and perceptions, as opposed to two separate 

scales. 

(iv) Individual dimensions should have different weights attached to 

them to indicate the importance with which the consumer holds 

th m. 

Th P-C-P mod 1 can b st b de crib d b xamining th figur 1. 

According to th model, very service consists of three, alb it ov rl pping, 

ar as where the vast majority of the dimensions and concept which hav 

thu far b en used to define service quality can and will b mclud d. 

Thes rank d levels can loo ely be defined as the input , pro e G nd 

outp t of a s rvic organi7..ation. Thi notion i om t imil 1 t th 

hr 

r p 

ms mod l of n org· niz tion n h n 

- piv p 

n 'n' 'n n 

1 tjl inti • 

m 



encounter. In other words, what the consumer expects to achieve and 

receive, perhaps even 'take away', when the service process is duly 

completed. Core attributes, centred on the pivotal attributes, can best be 

described as the amalgamation of the people, processes and the service 

organizational structure through which consumers must interact and/ or 

negotiate so that they can achieve or receive the pivotal attributes. 

Expressed simply, during a service encounter, if the consumers come into 

contact with anyone or anything in the service organization, then the 

consum r will ssentially be considered to be core attributes. The third 

1 v 1 of th mod 1 focus s on the peripheral attributes which can aptly be 

d fin d , th 'incid ntal xtra ' or frill d ign d to add 'roundn ' to 

th rvic n ount r and m k th whol xp ri nc for th con urn r 

ompl t d light (se figure 1). 

Looking at th model proposed by George et al (1996), it i al o p rtin nt 

to dis u s th impact that th y believe each of th attribut m h. 

on th ati f and h nc h rvic qu lit' out 

P rticul Th u t th n 

v lu ti n rvi r, I tl 

h 

1 



not always be the case; as the service is used more frequently, the core 

and peripheral attributes may begin to assume greater importance. If the 

pivotal feature of the service is delivered to a consequently high standard, 

then the consumer will begin to look more rigorously and thoroughly at 

the other features (core and peripheral) to see if they too come up to the 

same high standard; in many respects this infers a type of hierarchical 

ordering until all the service attributes have been critically assessed. 

Again, it must be emphasized that irrespective of the service, the 

customer's satisfaction levels may depend more on the output of the 

s rvi , and r lativcly less on the personnel and the organizational 

tru tur nd p riph ral attribute ) involved. Th chall ng f ing 

ny rvic , h r for , i t d light the customer in all thr ar (pivot 1, 

cor and p riph ral attributes) so that the service becomes 

percent satisfactory. 

I 7 
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Figure 1: Framework for Measuring Service Quality. 

(The P-C-P Model) 
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The p opl , proc ss & organization tru tur 

through which the consumer must int ract 

and/ or negotiate in order to achieve , r eel\' 

the Pivotal Attribute . 

PERIPHERAL ATTRIBUT 

In id nt 1 x r or frill d d d 

k th wh n 

u~ : 

1 urn 1 o 

I. 7 p 7 

7 



According to George and Shirley-Ann ( 1996), any service sector or 

individual service organization, which plans to adopt the P-C-P model, 

should begin by asking itself the following issues: 

(i) By addressing this question the organization will be able to identify 

the pivotal attributes that are relevant to its service operations. 

(ii) Successfully understanding the role of the personnel and the 

organizational tructures involved in the d liv ry of th s rvice will 

n bl th org niz tion to r cogniz 

p riph ral attribut 

nd i ol t h cor nd 

(iii) A consumer approaches a service organization with c rtain n d 

that have to be addressed, and he ·will interact" •th th org n.iz lion 

and its p rsonnel in a uniqu mann r that c n not rb n - pi d 

In hi 

t 1 

1 



2.6.2 SERVQUAL (Service Quality) Model and Service Gaps 

Products can be good or impressive on their own but this is not what 

customers want. The products and services should meet customer's 

needs. It is important that the said company's products meet the needs 

and expectations of the customer (Okatch, 2000). Customers generally 

have expectations of quality delivery based on word of mouth, past 

personal needs and external communications from the service provider 

experience. Owino (1996), identified five gaps, which lead to poor service 

quality; th major contributing factors to the gaps and finally presented a 

mod 1 for continuously r ducing the gap and h nc improving rvi 

qu lity. P lm r (1992), id ntifi d fiv gap wh r th r m y b 

b tw n xp elation of service l v 1 and p rc ption of tual rv1 

delivery. These service gaps are seen in Figure 2. 

7 



Figure 2: Conceptual Model of Service Quality 
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GAP 1: Difference between management's perception of 

consumer expectations and consumer's expected service 

Knowing what customers expect is the first and most critical step in 

delivering quality service. Providing a service that customers perceive as 

excellent requires that a firm know what customers expect. Being a little 

bit wrong can mean expending money, time and other resources on things 

that do not count to customers, or even not surviving in a fiercely 

competitive market. For instance, the Kenyan Police Force can invest in 

improving the customer service, while the customers prefer an corruption 

fr force. Th diff renee between what customers exp ct and what 

man g m nt p rc iv th y xp ct i oft n th r ult of ov rlooking th 

n d to fully und r ·tand cu ·tom r' ' xp ct tion . m · rvi h 

clearly defined and tangible cues, gap one i consi ·tentl larg r in rvic 

organizations that it is in manufacturing. 

Mugo (2000) sugge t that the key rea on for p on 

marketing r arch ori ntation a vid nc d b ' in u 

r arch, inad quat u 

b tw n m n.: 

f m m 

mdin n 

7 

k of 

rk tin 

n 
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study where the management's perspective was compared with the 

customers' expectations of the service quality. 

GAP 2: Difference between the Management's perception of 

consumer expectations and the translation of the perception 

into service quality specifications: 

Once managers accurately understand what customers expect, their next 

critical challenge is to use this knowledge to set service quality standard 

for the organization. Management may not be willing (or may fail) to put 

m place th system to match or exceed customers' expectations. 

R our ' on traint , hort-t rm profit ori ntation, mark t condition or 

manag m nt indiH rene could all account for g p two (th di cr p n 

b tw en manag rs' perceptions of custom r ' xp ctation ). Almo 't 

always, change requires a willingness to be op n to dif~ rent \ . , of 

tructuring, calibrating and monitoring the \ a· t:he rvice i provid d. 

GAP 3: Difference between the translated service quality 

specifications and the service delivery (in luding pr . and 

po t-contact ) 

In m m n mn 



gap 1s common in the service industry. Key reasons for gap 3 are role 

ambiguity, role conflict, poor employee-job fit, poor technology-job fit, 

inappropriate evaluation/ compensation systems, lack of teamwork, etc. 

Empowering employees to satisfy customers helps to reduce gap three. 

GAP 4: Difference between the promised service {from 

external communications) and the service delivery 

(including pre- and post-contacts). 

Accurate and appropriate company communication- advertising, personal 

lling, and public relations that do not over promi e or ov r repre nt a 

product or rvic is s entia! in d livering s rvic that cu tom r p rc iv 

a high in quality. Th gap b tw n what a firm promi ab ut th 

or product and what it actually d liver mu t b · con ·ciou ·1 nd 

d liberately minimised. Becau e of the less controllable natur of human 

b ings (as opposed to machines), the potential to over promi on rvic 

high. When advertising personal elling or an: oth r 

communication ct up unreali tic xp ctation for r , tu. 1 

ncount r di appoint th m. It i U1 rot of m k tin t ur tl • t 

xt rn 1 omr tion t I ' (1f m1 lim l 

in unt r , 

r m1 
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GAP 5: Difference between the customers' expected service and 

the perceived service: 

Service quality is the discrepancy between customers' expectations and 

customer's perception of the delivered service. This discrepancy is gap five 

and is made of gaps one, two, three and four. The objective of 

management in organizations that wish to maintain a competitive edge in 

quality service delivery is to close the gaps in all the four cases above. 

These result in closing ultimate gap between the customer expectations 

and the customer perception of the quality of service delivered (Sokoni, 

1996). The quality that a customer perceives in a service is a function of 

th magnitud and direction of the gap b twe n xp t d s rvice and 

p rc ived s rvice. This gap i influenc d by th four pr ding g p . Th r 

is little chance of management acting in any m aningful wa to lo th 

gap between performance and expectations if these two key variabl s ar 

not defined and measured. If the gap is great, the task of bridging the 

subsequent gaps becomes greater and indeed i ould b aid that in u h 

circumstances quality service can only be achi ' d b • ood lu k 1 th 
1 

than good m n g m nt (Mu o, 2000). 

2.7 M ur m nt rvl u 

q Llit 

(1 



expect with perceptions of the service they receive in evaluating service 

quality; Smith and Houston ( 1982) claimed that satisfaction with services 

is related to confirmation or dis-confirmation of expectations, they based 

their research on the dis-confirmation paradigm, which maintains that 

satisfaction is related to size and direction of the dis-confirmation 

(Churchill and Suprenaut, 1982). In the measure of performance, it is 

measure of perceived performance that counts rather than the reality of 

performance (Christopher et. al 1991). 

2.8 Measurement Of Perception 

Kotl r ( 1995), r port. that an individual' p rc ptu 1 proc imply 

attune its lf mor clo ly to tho of th nvironm nt th t r 

important to that person. . Expectations affect the wa 'Om on will 

perceive an object or event. People usually see what the exp ct to 

and what, they expect to see is usually based on familiari , on pr viou 

experience , or on preconditioned s t. 

To m asur p rformanc th cu nd t OI 

of 1 - 5. 5 b t h th 

II 



CHAPTER THREE 

3.0 RESEARCH METHODOLOGY 

3.1 Research Design 

The aim of the study was to establish customers, and police officers, 

perceptions of service quality offered by the Kenya Police force. According 

to Donald and Pamela (1998), such a study which is concerned with 

finding out who, what, where, how is a 'descriptive study'. A descriptive 

research design has in the past been used by Ngatia (2000); Maina 

(2001); Muragu (2003); Njoroge (2003); Odhiambo (2003}; and Mazrui 

(2003) . Th curr nt r s arch r also found the d sign to b appropri t . 

3.2 The Population 

The population of interest in the study encompas ed resident of Nairobi 

as well as the Police officers in the 27 stations. According to th c ntral 

Bureau of Statistics (CBS) the population of Nairobi in 2000 tood t 

2, 143,254. According to Ombati (20041 th otal p pul tion o li 

offic r in Nairobi w fiv thou c nd 

3.3 mpling 1 n 

r h 1 u } I u ·. h 

f 



to the Police Officers. This is because the population varies by station and 

by geographical area. 

The Central area comprises Starehe, Kariokor, Mathare, Ngara, 

Pumwani, Eastleigh, Kamkunji and Bahati. With a total population: of 

438,553 ; The West includes Parklands, Kitusuru, Kangemi, 

Lavington, Kilimani, Dagoretti, Waithaka, Kenyatta, Golf course. With a 

total of population: 448,119; The South comprises of Kibera, 

Langata, Hardy, Golf Course, Olympic, Karen, N/West.: Total 

Population: 286, 739; The North encompasses Kasarani, Kahawa, 

Ru r k , nd Kariobangi. Total Population: 338,925. Th East 

M kad r , Maringo, Embaka i, Umoja, Dandora, av nn h, Ru i nd 

Kayole. With a total population: 632,318. 

3.4 Data Collection 

This study us d the survey method to conduct the r arch nd lf-

d qu tionnaire to collect primary d ta. In om tl 

fac - to-fac in coil ction • u 11 th 

r pond n w 1 in if obi. 

Th timm nt ir n . It 



3.5 Operationalization Of The Service Quality 

Using the criteria of judging service quality by Berry, Zeithomi, and 

Parasuraman, the questions relevant to these properties were formulated 

to facilitate assessment by the customers. The questionnaire uses the 

likert scale to measure the expectations and perceptions. 

Table 1: Operationalization Table 

CRITERIA FOR DEFINITION OF RELEVANT ISSUES FOR CUSTOMERS OF RELEVANT 

JUDGING THE DIMENSION POLICE OFFICERS QUESTIONS IN 

SERVICE 

QUALITY 

Relinbll1ty Ability to p rfonn 

promised 

de p ·ndahly 

accurately 

rv1c 

nnd 
• 

QUESTIONNAIRES 

Dor offic rs att nd to p opl orrectly first 1, 2, 3 nnd 4 

t1me. 

Do offic 1 olv compl int ·fir t tim ? 

Willingn s to • Arc hothne taff ready to help 5, 6, 7 and 9 

help 

and 

customer 

provide 

prompt erv1c 

kill nd 

knowleci e 

WhO ·e SUpply I interrupted. 

• Do the offic r solve complaint quicklv? 



CRITERIA FOR DEFINITION OF RELEVANT ISSUES FOR CUSTOMERS OF RELEVANT 

JUDGING THE DIMENSION POLICE OFFICERS QUESTIONS IN 

SERVICE 

QUALITY 

Security 

Access 

ommuntcntton 

Under tandmg 

the Cu tom r 

honesty of the 

service provider 

what they do to resolve complaints? 

QUESTIONNAIRES 

Freedom from • Are the police force offices safe for 10 

danger, risk or 

doubt. 

customers? 

Approachability • How easy is it for public to see supervisors 12, 13, 15 and 19 

and ease of when in problems? 

contact. 

List< nmg to 

customer und 

k ptng th m 

inform •d tn 

languag they 

under tund. 

M. king the effort 

to know 

cu to mer nd 

the1r n d 

• Are the police force offices open during all 

office hours? 

• Are officers accessible at all times? 

Arc stations conveniently located? 

Wh n th public hnv probl ms ar 

manug rs willmg to list n? 

• Wh ·n pubh r qu for ompl 

rc elution, i th r ff cttve ~ edba k? 

Do someone in 

r cogn12 lar 

u tamer ? 

Ar n tb ln mm 

ul ? 

11, 17 and 1 



CHAPTER FOUR 

4.0 DATA ANALYSIS 

The primary data gathered from the Police officers and Customers 

(Members of public) were summarised, analyzed and presented by way of 

percentages, and mean scores. The analysis of the data was based on the 

research objectives. The data was analysed to determine which attributes 

of the ervices provided by the police force were considered important by 

both h polic t ff and th cu tomcr , d t rmine th perc iv d 1 v 1 of 

qu lily rvi d liv r d by th polic fore , det rmin th of 

importanc of the in titutional factors that influence level of ervic 

delivery and to determine the effect of personal characteristics of 

customers on perceived quality of service provided by the police. 

3.1 Sample Demographics and Behavioral Pattern 

The cu tom r compri d 60.27% nd 33.5 % F m 1 \\hil .17 Y< 

ir 



Table 1: Customers and Police officers Age Groups 

Age group 

18- 30 

31- 40 24.66 49.4 

41- 50 10.27 19.1 

Above 50 4.11 3.4 

Did not indicat 5.48 4.5 

N= 146 100% 100% 

The highe t numbers of customer respondents w re of the age group 

18-30. Those over 50 years constituted less than 5% of the respondents. 

For the two grouping of the police force, the highest numbers of 

r pendent were of th ag group 31 - 40 and the lo\i · t for th poli 

fore wa of the group 50 and abov . 

irobi w divid d int ortl , t . 

d nt h it t I 

1 



Ndunyu. South comprised of Langata, Dagoreti, Kibera, Ngong, Highrise, 

Ngumo, Karen, Nairobi West, Kilimani, and Ngando. East comprised of 

Eastleigh, Embakasi, Jogoo Road and Buru Buru. 

Table 3: Customers Interviewed 

Sample Design Percentage 

South 31.5 

West 23.29 

1--- --
North 6. 16 

East 11.64 

1-
C ntral 6.85 

Olh r r gion 20.56 

Total 100% 

As shown in the table the highest percentage of customer intervie' ed 

were from the outhern part of Nairobi and the lowest from the orth rn 

par of Nairobi. 



Table 4: Police Force Staff Years Of Service 

Years of Service Total Number of officers 

Less than 1 year 2% 

1 to 4 Years 5% 

5 to 9 years 22% 

Over 1 0 years 49% 

Years not indicated 2 1% 

Total 89 

Th high t numb r of r pond nts from th police fore was from tho 

who h d rv d for ov r 10 y ars. This makes the analy i from the polic 

fore to be more significant because they have been in the force longer. 

3 .2 Attributes Of The Service Provided By The Pollee Force That 

Are Considered Important By The Police Force And Cu tomer . 

An organization d livcring scrvic 

con id ration c rt in ttribut 

tom r on th oth . r h nd ill 

1 of rvi 

to th public h 

to nh 

to t k int 

Tl 

t) 



ratings range from 1 to 5 where 5 is the best and 1 is worst on a sliding 

scale, 

Table 5: Attributes Of The Services Provided By The Police Force 

Attributes Police Customers Overall 

officers Mean 

Mean Mean 

1. Ability to offer dependable service 3.5 

2. Ability to Solve problems 3.3 

3. Willingness to help customers 3.9 

4. Provision of prompt service 3.3 

5 . Knowl dg of offic rs on the services they offer 3.5 

6. Po ion of Skill by offic r olving problems 3.4 

7. Court ou , Fri ndly and Polit offic r 3.3 

Tru tworthin , B li vability and hon sty of 3.3 

9 . curity when in Kenya police force 3.5 

premi es 

2.5 

2.1 

2.3 

2.1 

2.5 

2.6 

2.0 

2.0 

2.3 

3.1 

2.9 

3.4 

2.8 

3.2 

3.2 

2.9 

2.9 

2.8 

10. Con_v_e_n~i~e-n_c_e_o~f~o~f~fi-ci~ru~o-p~e~n~in~g~h~o~u~r~s-------i~3~.~4-----4~2~.~9--------+--3--.1--~ 

11 . Con venienc of location of o;:;.ffi~c-es-------+·-:3~.1=-----+-=-2 .-=7----1- 3.0 

12. 3 2.7 2.8 



According to table 5 the most important attribute to the police officers is 

willingness to help customers and the least important is the appearance of 

the Kenya Police Force facilities and Equipment. The most important 

attribute to the customers is convenience of official opening hours and the 

least important attribute is feedback of queries by staff. 

From the mean score columns for both the police and the customers, the 

most important attribute is willingness to help customers .If the police 

fore are not willing to help their customers then they will render a shoddy 

rvic . Th oth r two factors that have also been highlighted are 

knowl dg of offi rs on th rvic th y of£ r and pas ion of kill by 

offi r ·olving probl m . An offic r ne d to und r tand th kind of 

· rvic h f h ha to offer to the cu tamers then he/ sh needs th kill to 

offer those "rvic s. On the general mean rating both customers and 

polic force are not much concerned about the appearance of the police 

fore equipm nt. 

3.3 Perceived Level Of Quality Of Service Offered By Th Polic 

Cu iv n ,h n to v lu t th q 

b• 11 nt, 1 



Table 6: Level of Quality Service Offered By The Police 

REGION PERCENTAGE RATINGS 

Excellent Very Good Poor Very Did not 

Good poor indicate 

South 2.1 4 .2 33.3 45.8 10.4 4.2 

West 0 0 20.6 65.5 10.3 3.6 

-North 0 0 44.4 44.4 11.2 0 

- 1-
E t 0 11.8 41.2 35.3 11.7 0 

- 60.0-1-0 C n r 1 0 0 40.0 0 

Oth r 0 7.7 38.5 38.5 3.8 11.5 

Mean ratings 0.35 3.95 36.33 48.25 7.90 3.22 

Those who opt for an alternative police force: 

25.2% of th cu tom r r spond nt y th y vould for 1t 

p lie for Ul r ·nt p i1 

r mi om 



3.4 Institutional Factors That Influence Level Of Service Delivery 

The respondents were asked to choose institutional factors that affect 

service delivery of the police. The percentage ratings are as shown in 

tables 7 and 8. 

Table 7: Factors That Influence Service Delivery according to 

customers 

Factors Percentage 

Cell Phone 9.5 

1-- ·-
Airtime 7.0 

Training 25.9 

t-
Working vehicles 20.9 

Long hours of rest 
t--
5.8 

Fuel 11.8 

Working Gadgets 19.1 

Total 100% 

From h u t m r' t, bl tr·lining t ·n 

hi hi d li , . 
m u m r ~ lt 



Table 8: . Factors That Influence Service Delivery by Police according 

to Police officers 

Factors Percentage by Police officers 

Cell Phone 10.2 

Airtime 9.3 

Training 18.5 

Working vehicles 18.0 

Long hours of rest 8.4 

r--
Fuel 16.7 

1- -- -
Working Gadgets 18.9 

Total 100% 

From table 8 Police officers consider working gadgets and training as 

factors that will highly influence service delivery by the police force. In 

addition the following factors were also mentioned by the police offic rs. 



Table 9 Additional factors mentioned by the Police Officers 

Continuous & Regular training 46% 

Specialised training on Customer 22% 

Service 

Good Housing 85% 

Good relations between top & 23% 

Junior offic rs 

R habilitation on non performing 18% 

offi r 

Mod of Promotion 323% 

3.5 Effects Of Personal Characteristics On Perceived Quality Of 

Service Provided By The Police 

In reference to some of the comments by customers, there are defini 1 • 

orne per onal characteristics on perceived quality of crvic 

fore . Thi may b du to ignor nc or p t xp n n 

polic fore \\ r a k d i th r , r • n h , 

h of tl p >li 

p li 

tl 

u h 



It is clear that there is lack of Public understanding of the services offered 

by the police. The views expressed by the Police officers were as follows: 

> The public have a negative attitude towards the Police; they view 

them as brutal and as enemies 

> The public are not aware of the powers of the police 

> Members of the public think that they are always right 

> The public are not clear on the role of the police and so do not 

appreciate their work 

> Th public ar ignorant about the rule of law and the law which the 

polic h v to fulfil and should therefore be educated on the same 

I• rom th naly i and comments her above it is vident that the public 

r , in g n ral, ignorant of some aspects of the Police service. What has 

b n mentioned by the Police officers is the fact that the public is not 

a war of th "powers" of the Police. 

4.6 Perceived Changes That Needs To Be Made On The Police Fore 

Th m mb r of th Polic fore k d to li t d \! rn on thin th 

bout th I oli or Th 

m n I nt 



Police officers views: 

)> A review of the force standing order. This is since the current one is 

outdated and also to bridge the gap between the Senior Police 

officers and the junior officers. 76% 

)> Creation of Kenya Police Service Commission to undertake quick 

reforms. 16% 

)> Officers to be under Public Service Commission to allow self-defence 

incase of a problem in the line of duty 9% 

)> Chang Uniform, Mode of promotion, and Avoid un necessary 

25% 

> Improv on the r 1 tion hip b twe n the S nior and Junior officer 

32% 

D link Polic from the government to serve as a private frrm for 

b tt r s rvices 4% 

Introduction of Community Policing at training centers 41% 

Police to join a trade union 5% 
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APPENDICES 

Appendix 1 

,. 

TO WHOM IT MAY CONCERN 
., 

.. # ,,: _. ... 
E: ANNE GACHENGO 

h above named person is a civil servant working' ftic o 
the resident. She is a student at the Univ r ity of n· 1 

ursuing her Mast rs D gr e usin ss Adn1ini lr. li 1 

. 
\11 

.. 
7 



Appendix 2 

INTRODUCTION LETTER AND QUESTIONNAIRE 

Hi, My name is Ann Gachengo 1 am an MBA Student at the University of 

Nairobi. To graduate all MBA students are required to carry out an 

empirical study on their area of interest. I will therefore be grateful if you 

could fill this short questionnaire for me. Your information will be treated 

in the strictest of confidence. 

QUESTIONNAIRE FOR OFFICERS 

PART A 

1. How long have you worked for the Police Force? 

] Less than 1 year [ ] 1 - 4 years 

] 5-9 years [ J over 10 years 

2 . Kindly indicat h nam of ·ot r 

t 0 r 

, t tit I . 



Attribute/Rating 

a) The police force needs more specialized 

training on Customer Service. 

b) The training offered should be continuous 

or regular. 

c) There is need to weed out officers who are 

non - performers 

d) There is need for more tools / equipment 

to facilitate Service delivery. 

CJThere IS good communication between 

top, middle and 1rst level policy Force 

manag m nt 

n There IS coorchnallon b twc n vnnous 

offic m th polic force. 

g) Th police fore s ar well equipped to 

handle the case arismg m their area of 

JUri diction. 

h) Do you fe I ther are areas, which a a 

Force you can improv on? 

1) Others spec.if 

4. Ar th t 

I I Y 

Strongly 

agree 

5 

h publi 

I I 

Somewhat 

agree 

4 

Neutral Somewhat 

disagree 

3 2 

t 

Strongly 

disagree 

1 

n 



5. Gender of respondent [Tick only one] 

[ ] Female [ ] Male 

6. Age in years: 

[ J 0-30 [ J 31-40 [ J 41-50 [ ] 50 and above 

7. Please tick the areas you feel would enhance the service quality of the 

Police. 

J Cell-phone [ J Air time [ ] Training 

] Longer hours of rest. [ ]Fuel 

[ ] Oth r .............. ..................... . 

PARTB 

] Working Vehicles 

] Gadgets 

8 . Please indicate on the scale of 1 to 5 below the extent to ' hich ou 

consider the following attributes as important to ou in e aluation of 

the services you offer. Please tick ( )appropriate box. 

On a cale of 1-5, 5 aa beat, 1 

Rat th p rformanc of th fore on ch ttr but 

1. Abtht 

7 



On a scale of 1-5, 5 as best, 1 2 3 4 5 

Rate the performance of the force on each attribute 

9. Feeling of security when in Kenya Police Force premises. 

10. Convenience of official opening hours. 

11. Convenience of location of offices. 

12. Accessibility to hotline. 

13. Accessibility to complaints' offices by personal visits. 

14. Caring and understanding staff. 

15. Feedback of queries by staff 

16 . Caring and individualised attention. 

~lexible schedules . 

i-18. Appearance of scrvic staff. 
f--:-= . 

19 . App nran of KPF' facilities and equipment. 

Thank you for your cooperation!!!! 

7 



Appendix 3 

Hi, My name is Ann Gachengo 1 am an MBA Student at the University of 

Nairobi. To graduate all MBA students are required to carry out an 

empirical study on their area of interest. I will therefore be grateful if you 

could fill this short questionnaire for me. Your information will be treated 

in the strictest of confidence. 

CUSTOMER QUESTIONNAIRE 

Pleas indicate on the scale 1 to 5 below how well Kenya Police Service has 

performed on th following attributes. 

Plea tick (")appropriat box. 

Attributes 

1. Ab1hty to offer dependable serv1ces. 

2 . Ab1hty of the Officers to solve problems correctly 

the first t1me. 

3. W1lhngn 

4. 

Excellent V.Good Good Poor V. Poor 

5 4 3 2 1 



Attributes Excellent V.Good Good Poor v. Poor 

5 4 3 2 1 

11. Accessibility of Seniors and Supervisors when 

in need. 

12. Convenience of official opening hours. 

13. Convenience of location of offices. 

14. Accessibi lity to hotlines. 

15. Accessibility to complaints' officers by personal 

VlSits. 

16. Canng and understanding staff. 

l7. ----------

Feedback of queries by staff. 

~8. Caring and individualised attention. 

1 C). r 1 x1blc , t. ff towards customers' schedul 

~0. Appenmn< Of St !"VIC . Staff. 

~!'leas· nH.!Jca tc on the scale of l - 5 our 

v lu tion of th quality of I Vi • of~ r d by 

the l'orce in Nrurob1. 

PARTB 

Pleas indicate on the scale 1 to 5 below your evaluation of th quality of 

service offer d by K nya Polic in airobi. 

PI a ti k (~) ppropri, t box. 

r 

7 



Evaluation of Services offered by the Police Force Excellent V. Good Good Poor V. Poor 

in Nairobi. 5 4 3 2 1 

6 . Possession of skills by Officers solving problems. 

7. Courteous, friend ly and polite officers. 

8. Tru stwor thiness, believability and honesty of 

employees. 

9. Feeling of security when in Kenya Police Force 

premises. 

10 . Convenience of official opening hours. 

11 . Convenience of location of offices. 

--12 . Accessibility to hotline . 

--:-::- - - - -

13 . Accessibiltty to complaints' offices by personal 

vis1ts. 

14. Caring nne! unci rstanclmg staff. 

15. Fc,•dbn k of qu nes by ~Staff 

16. Caung and mdiv1duuhs d attention. 

17 . Flexible tuff toward custom rs' sch dule 

18. Appearance of fVICe taff. 

19. Appearance of KPI' faciht1es and equ1pment. 

5. Pl as tick the area you fe 1 would e nhance th output of th 

Polic . 

I I C 11-phon I I Air tim I I Tr inin I I 11 

1 Lon 1 1 o o r t. I 1 I I 

I' 
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7 . Age of respondent in years. [Tick only one] 

l 0 - 30 l 31 - 40 l 41 - 50 ] 50 and above 

8. Kindly indicate where you reside 

On a scale of 1-5, 5 as best, 5 4 3 2 1 

Rate the performance of the force on each attribute 

1. Ability to offer dependable services. 

2. Ability of emergency crew to solve problems correctly first time. 

~ Willingness to help customers. 

- --4. Provision of prompt service. 

5. Know! dg of offi rs on th s rviccs they offer. 

-:-->. Pos sian or skills by Offic rs solving probl m 

7. Court ous, fn ndly and poht 0 ffi c --rs:-
8. Trustworthine ·s, believability and honesty of employees. 

9. Fe ling of security when m Kenya Police Force premtses. 

10. Convenience of official opening hours. 

11. Convemence of location of offices. 

12. Accesstbility to hotline. 

13. Ace tbthty to complaint 'ofhces by personal VI lt 

14. C nng and under tandmg taft. 

15. fo'eedhack of quenes b stflll 

16. C nn nd mdtvtduolised nttenuon. 

17 fo1exible staff townrd 1 t m r ' schedules. 

18, Appenmnce of uervi' staff 

!-Ap nmce of KPJo hu n l UIJI l 

or yo r co-o on h n ou 



Appendix 4 

LIST OF POLICE STATIONS IN NAIROBI & THEIR 

CONTACTS 

1. Langata Police Station 

2. Hardy Police Station 

3. Riruta Police Station 

4. Karen Police Station 

5. Central Police Station 

6. Kamukunji Police Station 

7. K.I. C.C. Police Station 

8. Parliam nt Police Station 

9. Buru Buru Police Station 

10. Jogoo Polic Station 

11. hauri Moyo Polic Station 

12. Makongeni Police Station 

13. Kayol Police Station 

14. Gigiri Police Station 

15. Sprmg Valley Police Station 

16. Parklands Police Station 

17. Kab te Police Station 

18. Runda Polic Station 

1 . Kil 1 hwa Poli 

20. Kilim ni oli ion 

1. n 

Te1.020 501 916 

Te1.020 501 916 

Te1.020 501 916 

Te1.020 882 538 

Te1.020 222 222 

Tel.020 226 640 

Tel.020 245 475 

Te1.020 222 222 

Te1.020 792 901 

T 1.020 557 766 

T 1.020 548 111 

Tel.020 558 163 

Te1.020 792 901 

Te1.020 521 353 

Tel.020 581 042 

Tel.020 3742 239 

Tel.020 32 222 

T 1.0 0 5 1 5 

T 1.0 0 5 

n 17 

7 
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