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ABSTRACT

The service companies in Tanzania are facing isargachallenges to provide
quality services to their customers especiallyhim pay TV service sectorand it was
conducted at the Arusha Branch of Star Media Tamzd&umited (StarTimes).
Customer satisfaction may establish the successcause company’s poor
performance. In order to be competitive in the p&yindustry, operators need to
provide quality services to satisfy their customansl hence achieve high market
share and financial returns. This study assessecdhhllenges faced by pay TV
operators in Tanzania when striving to provide iyadervices to customers.The
research design used for the study was descripgtige study. The stratification
sampling approach was used to select customersfilldtb in questionnaires while
purposive sampling was used to select StarTime#f stad customers who
participated in interviews. Data collection was edhrough the use of observation,
Questionnaire, interviews, and documentary reviamd data were analyzed using
SPSS and Microsoft Excel. The study found that custs rated StarTimes’ services
as generally not up to the expected satisfactioelde The study further indicated
that StarTimes is failing on the SERVQUAL model dimsions and highlighted that
the company ignores the need to provide its sesvibat meet service quality
characteristics such as reliability, responsiventsgibility, empathy and assurance.
The study recommends that paid television servpesiders have to improve
performance on all the dimensions of service quafitorder to increase customer
satisfaction since consumers expect more than Wit are offering. This will
enable them maintain high level of competitivenasd achieve successful business

performance.
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CHAPTER ONE

INTRODUCTION

1.1 Background of the Study

Service businesses are expected to meet certailityquequirements by their
customers irrespective of the nature of businestually, Reichheld and Sasser
(1990) argue that the growth and survival of congmepend on their customers,
which pay TV sector is no exception. This inclu@®tar Media Tanzania Limited
operating under the brand names “StarTimes,” wiscbne of the pay television
(TV) operators in Tanzania. Delivering quality sees is all about capability,
processes and procedures that simply enable psogeat services to be delivered
according to a particular standard and with coesst. Customers need to
appreciate what is being delivered. Wolfinbarge®0@) argues that marketing
services internationally requires that companiesob®e familiar with consumer
attitudes in different service settings acrossed#ht cultures. And this has aroused
interest of businesses, governments and other iazggaoms on the delivery of quality
services. Even researchers have been motivatedniduct much more studies on
this subject area (Atherton, Mbekem and Nyalusi99)9 The key outcome of

delivery of quality services is customer satisfacti

According to Ferrari and Salini (2008), it is gealbr accepted that customer
satisfaction, like every subjective attitude, iscamplex concept that cannot be
directly observed but should instead be measuret uther observed variables,
which are connected to different aspects and tdethed of satisfaction itself. Quality

services is one of the very important area thaamiggation has to look on and always



strive to make it improve day by day; owing thetfdat from the way their services
are offered, that is how they can retain custoraecs enable them to pass positive
feedback about the business to others. The praoipjective of an organisation is to
maximize profits and to minimize cost, and onehaf tactors that can increase sales

is service quality delivery.

Notwithstanding, continuous assessment of the eeswffered to customers is very
vital for the success of the organisational sudvitiaugh the assessment can have
the clear picture whether the organisation doewvigeothe quality services to its
customer or not and what should be done to redhfy situation. Furthermore
offering the quality services to customers, orgatnd® can easily increase its client

base, sales, profit and to create the good imagegainisation.

Managers in the service sector are under incregsggsure to demonstrate that their
services are customer-focused and that continuesrmance improvement is
being delivered. Given the financial and resourgastraints under which service
organisations must manage, it is essential thabmes expectations are properly
understood and measured and that, from the cussdrperspective, any gaps in
service quality are identified. This informatiorethassists managers in identifying
cost-effective ways of closing service quality gapsl of prioritizing which gaps to

focus on.

Customers became very vital in the business duhegnarketing era of the 1950s
when companies could produce what they can selhahgust selling what they can

produce as it was during the production era. Arm@®9) observes that since the



beginning of the consumption era in marketing,fteels on customers has increased
more as the consumption era shifted to post-consampwhere organisations

morally provide more services in addition to whabffered to their customers. New
developments in service delivery started to emeoj@nging the landscape for

marketing of service businesses.

The early pioneers of services marketing in Euragspecially the Nordic School,
argues that service quality consists of two or éhtmderlying dimensions; (i)
physical and interactive quality, (ii) technicahdinsion, (iii) a functional dimension,
and the firm’s image. Further studies, however, &am with empirical evidence
from five service industries, which suggested tHate dimensions more
appropriately capture the perceived service qualdapstruct. Parasuraman et al.
(1988) developed a service quality measuremenuim&nt dubbed as SERVQUAL
to measure perceived service quality. This serguality measurement instrument
can be used in different types of service busiressguding television broadcasting
service business conducted by Star Media (Tanzamajed, which operates under

the brand name “StarTimes.”

While there have been efforts to study serviceiyyalo general agreement on the
measurement of the concept has been reached. Tjbatynaf the work to date has
attempted to use the Parasuranearal, (1988)'s SERVQUAL methodology in an
effort to measure service quality (e.g. Broekal, 1999; Chaston, 1994; Edvardsson
et al, 1997; Lings and Brooks, 1998; Reynoso and Mod®851 Young and Varble,
1997; Sahneyt al, 2004). With a focus on StarTimes’ television seegi business,

the aim of this study is to assess the challengesffering quality services with



respect to the prioritized service quality dimensioand their affections on
increasing or decreasing service quality gaps. Jtody uses StarTimes’ Arusha

Branch as a case in point.

1.2 Statement of the Problem

The quality of services has basically receivedelittonsideration in many African

countries (Adindu, 2010), especially companies gadain pay TV services

business. In its broad sense, there is no vigorstasdardized set of indicators to
measure the quality of services as experienced usyomers in Africa to date.

Existing indicators tend to be fragmented and foeitker on final outcomes or

inputs, rather than on the essential systems #lptgroduce the outcomes or make
use of the inputs (Svensson et al. 2011). Servicdity has been receiving much
celebrity of late due to its obvious relationshg dosts, financial performance,
customer satisfaction and customer retention. Serguality oriented organisations
focus on establishing customer perceptions of serwquality and afterwards

inventing tools and strategies to deliver the sanierefore, the pay TV providers

need to understand the attributes that customertaugedge service quality and

enhance service quality.

Despite delivery of quality services being one lo¢ fgreatest instruments which
contribute to the customer satisfaction, many canggain Tanzania and particularly
in the pay TV services sector face challenges olivadang quality services

consistently. The dynamic competition in the pay 3&vices market in Tanzania
calls for even effective quality service delivery tompanies like StarTimes. With

now a vast range of choices for pay TV serviced themve competitive rates,



StarTimes’ customers will constantly prefer productr services that give them
maximum satisfaction based on the quality servimided by the company. This
seems to pose an overarching challenge to StarTiegmecially on its services
delivery in Arusha region. This study uses the SERML to measure StarTimes
service delivery to customers through its Arushenbh, and assesses the challenges

experienced by the company in delivering the sesic

1.3 Research Objectives

1.3.1 General Objective

The general objective of this study is to assessHallenges that StarTimes face in
delivering quality services through its Arusha lmtanThe study determines the

extent of the quality services provided by the camp

1.3.2 Specific Objectives

The following were the specific objectives of thedy:

(@) To identify the reasons for the poor services aifgiat StarTimes through its
Arusha Branch.

(b) To identify areas of service improvement by Stadsmt Arusha Branch.

(c) To examine level of customer dissatisfaction towasdrvices offered by the

company.

1.4 Research Questions
The following research questions are raised tosassiee challenges of quality
service delivery using Service Quality Model (SERYAL) information and its

dimensions:



(@) What are the reasons behind the poor service offeby StarTimes at the
Arusha Branch?

(b) Which are the areas of service improvement thalT8tees needs to work on at
the Arusha Branch?

(c) What is the level of customer dissatisfaction taisaservice offered by the

StarTimes?

1.5  Significance of the Study

The significance of this study can be seen in oiffi€ perspectives. First, the findings
of the study offers insights to management of iv@many on how to deliver quality
services to its customers and achieve customesfaetion, which in the end will
improve sales volume and business performance. sthdy also provides the
management of StarTimes and other companies emlstetis for measuring service

quality to see whether they are meeting custonexgectations or not.

The management and staff of pay TV operators irediaia can use the findings of
this study to realize the reasons why they fadttoact and retain subscribers due to
service quality standards and ultimately take ative actions, alter some of the
policies that contribute to the cause of poor dquadervices hence improve their
services leading to improved performance. The wiltlerstand the importance of
service quality in the pay TV sector in the counagd how it helps achieve quality

customer satisfaction and also methods of improsergice quality.

Furthermore, the study shows the way forward fdmeotstudies that can be

conducted in this area. It provides suggested diaaBiture possible research by



other researchers in order to expand the growiegareh field of pay TV services
and the general television broadcasting servicdityua Tanzania and customer

behavior that determine purchase decisions for @iVises in the country.

1.6 Limitations of the Study

The study was conducted in the midst of severaltdimons, which had to be

managed to successfully complete it and achievebijsctives. First and foremost,
data availability and accessibility was a greatllehge. The study required some
data that was treated as highly confidential heheeas very hard to get them for
research purposes. The company had to review nitis¢ alata before give it out for
the study, a limitation which may have an impacttbe interpretation. However,

interviews with staff and customers covered thisakmess in the edited data
provided by the company. As the researcher condubgestudy while working, time

was a critical limitation. Some of the researchvéats were conducted deep in the
evening and over the weekends in order to overcibriselimitation and finish the

study on time.

1.7 Delimitation of the Study

The study based is based on the assessment oh#llenges facing the Arusha

Branch of StarTimes in offering its services to dsstomers. The assessment
focussed on the quality of services and therefaneducted a measure of these
services to see how the company offers its servases if its meet customers’

expectations. The analysis is restricted to theocmsrs as services receivers. The
literature is limited to those assessing servicalityy customer perceptions and

expectations of services using the SERVQUAL modeheasure service quality.



1.8 Organization of the Study

This study consists of five chapters. The firstpthais made up of the background
of the study, statement of the problem, objectiokthe study, research questions,
significance of the study, definitions of terms aehceptual framework. The second
chapter consists of theoretical and empirical difiere review. The third chapter
covers the methodology of the study. Fourth chaptarers the presentation of
findings of the study and discussions while chafitex focusses on summary of

findings, conclusion, and recommendations of theyst



CHAPTER TWO

LITERATURE REVIEW

2.1 Introduction

The aim of this section is to discuss studies atideroworks relevant to
understanding this study and to provide the conztamework of the study with a
focus on the quality of services of pay TV serviweviders. Television (TV) has
become an important media to convey information agmebviding cheap
entertainment for people. Through television, paad rich people receive equal
treatment in enjoying TV entertainment despiteat#hces in the size of the TV sets
or places of watching TV areas. Viewer satisfactisnimportant for pay TV
operators and it is also highly related with sesvgality (Busterna, 1998). As
service quality improves, the possibility of viewgatisfaction increases. The chapter
begins with a review of definitions and key coneept provides and analyses the

conceptual framework and the Gap analysis togetitarthe study model.

2.2 Key Concepts in Service Business

2.2.1 Defining a Service

According to Hsu et al. (2002), a service is anvdgtor series of activities of a
more or less intangible nature that normally, bat necessarily, take place in
interactions between the customer and service gmetoand or systems of the
service provider, which are provided as solutiansustomer problems. Kotler and
Keller (2009) explain that a service can be angngtble act or performance that one

party offers to another that does not result inadlwvaership of anything. For a firm to
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offer and reach the customers, there must be a floeestrvices, and these services

should depend on the type of the product. Servomsprise of four unique

characteristics, which provide a big challenge ltcservice oriented organizations.

Mbura (2004) identifies these characteristics as:

() Intangibility that is, the service cannot be setmsted, felt or smelt before
purchase.

(i) Inseparability that is, services cannot be sepdrfitam the providers and are
consumed at the time of purchase.

(i) Variability that is, the quality of services is naiform, as it varies from one
service provider to another, and it depends on wiveere and how the service
is offered.

(iv) Services are perishable that is, the service cabpadattored for future sale or

use.

Many pay TV firms are measuring viewer satisfacteord the factors which help
shaping it. In relation with service quality, viemsatisfaction is another important
key for service companies. Kriger and Zapf-Schra(@601) found in terms of

viewer satisfaction, that a viewer will tend to &atisfied with the service and the
service provider. If acceptable quality range igvided within a service, the service

provide achieves high customer satisfaction levels.

2.2.2 Quality of a Service or Product
Every company strives to offer and provide qualtsoducts and/or services.

Customers’ decision to purchase or use a produskenrice is determined by the
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quality of what is being sold. Quality is a startlaf something as measured against
other things of a similar kind. According to Kotler al. (2002), quality can also be
stated as the totality of features and characiesisif a product or services that bear
on its ability to satisfy the stated or implied dselt is also clear that, quality is
related to the worth of an offer which could recslisfaction or dissatisfaction on
the part of the user. Solomon (2009) noted thalityuis one of the things that
customers look for in an offer. Thus, quality caira&t customers to television

broadcasting services offered by StarTimes in Taiaza

2.2.3 Delivering Quality Pay TV Services

Pay TV services involves the distribution of audind video signal which transmit

program to an audience may be the general pubkicrefatively large sub-audience,
such as children or young adults (Omachonu et24lQ8). There are different

varieties of TV broadcasting systems, all of whicve different capabilities. The

way these services are offered to customers canndiete the quality of the services.
Delivery of the services is thus critical to theality thereof. Gronroos (1982)

clarifies that quality service is the customers’mgarison between service
expectations and service performance. Practicadlyvice quality responds to such
guestions as: (i) Is the service delivered to qusts’ expectation or different from

what is expected? (ii) Was the service receivedatwhat expected, better or worse
than expected? Service quality is a measure of Wellvthe service delivery level

matches customer expectations.

Lewis and Boom (1983) explain that delivering giyakervice means following

customer expectations on a consistent basis. Ramaan (1988) adds that service
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quality is the difference between customer expmxtatand perceptions of the
service. He further argues that, measuring semyuadity is the identification of the
difference between perceived and expected sermi@ vialid way that could make

management identify gaps to what they offer.

The purpose of providing quality service is to Sgticustomers. Measuring service
quality is a better way to determine whether thesises are good or bad, and
whether customers will be satisfied or are satisfigth it. In his study, Haywood
(1988) reports three components of service qualiyich he names “the 3Ps of
service quality”. In the study, service quality waescribed as encompassing three
elements, which are:

(i) Physical facilities, processes and procedures;
(i)  Personal behaviour on the part of serving staff; an

(i) Professional judgement on the part of serving staff

A service company must achieve a suitable carefdlianced mix of these three
elements. However, Haywood (1988) argues that whigiposes an appropriate mix
will be determined by the relative degree of labqower, service process
customization, and contact and interaction betwibercustomer and service process.
One of the most useful measurements of servicatguslthe dimensions from the
SERVQUAL Model. The SERVQUAL scale, which is alsookvn as a gap model
by Parasuraman et al. (1988), has been recognizéa tone of the best ways to
measure the quality of the services provided tdorners. This service evaluation

method has been proven consistent and reliableobye sauthors (Brown et al.,
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1993). In the design of this model, Parasuramaralet(1988) presented ten
dimensions of service quality, but further studiesulted into some of these ten

dimensions being correlated and reduced to fiveedsions as shown in Table 2.1.

Table 2.1: Dimensions of Service Quality

Service Dimension Description of the Service Dimension

Tangibility Physical facilities, equipment and appsnce
personnel.

Reliability Ability to perform the promised servicependably
and accurately

Responsiveness willingness to help customers aptbtode prompt
service

Assurance knowledge and courtesy of employeeshadability

to inspire trust and confidence

Empathy Caring individualized attention the firnopides to its

customer.

Source: Parasuraman et al., (1988)

2.3 Forms of Service Quality

Gronrooss (1984) and Parasuraman et al., (19858)18&ve contributed to the

discussion of the factors that constitute servigality. The common factors include
process, outcome, physical environment and fagslitiinteraction between the
customer and service provider, and the corporatg@rof the company providing

the services. Process or functional quality refershe quality of the process and
procedures in producing and delivering the sertodle customer. Process quality is
usually judged by customers while the service imd@erformed. Harrison (2000)

adds that in financial services context, the preaesy refer to any mechanical or
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technical aspects of process or service delivergnyr connections with employees

and the manner in which they conduct themselves.

Output quality or technical quality is judged aftBe service has been performed.
The output is what the customer receives from #reice organisation, or what the
customer is left with after interactions have end#&uysical quality is the products or
support features of the products and serviceselgvision broadcasting services,
physical facilities such as the TV, decoders anteraras provide the physical
dimensions used to evaluate quality of service. SkarTimes services are
disconnected, customers first take a look at tlwedier and the TV set to identify the
technical problem associated with the service ¢utHow simple or easy it is for

customers to identify the problem or link up wittalSimes’ staffs determines the

physical quality of the company’s services.

Interactive quality refers to the interactions betw the customer and service
provider. Interactions may take place in firms’ fohes, face to face or by remote
means, such as telephone or internet contact. \Mechform the interactions takes
service companies need to ensure that they comateneffectively with their
customers. Corporate quality is the general imagel @erceptions of the
organisation. The perceptions of the general quafithe organisation are expected

to be based on all of the above factors.

2.4 Why Firms Offer Poor Services
Although service standards bring into the employekgy-to-day service focus to a

customer, studies show that there is no singledatainfor service quality. The lack



15

of this distresses customer expectations to a @reatent. As a result, many
companies fail to consistently and continuouslynten their service quality. This
drains the trustworthiness and importance of theises, deteriorates workers’
consciousness and so forth. Some issues that qmaseservice delivery include
labour force shortfalls, poor employee job fit, paechnology and unsuitable
supervisory control systems. Curry (1999) idersifiack of marketing research as
another major cause of poor service offering asl wsl poor staff orientation,
insufficient upward communication and too many fayef management. Equally
there are such issues like inadequate communicaiwh poor reinforcement
standards media advertising and other communications by & f{Parasuranam,

1982).

Also promising more than can be delivered raisady expectations, and lowers
perceptions of quality when the promises are niflléd. Inadequate facilities and
unskilled personnel, poor appearance of physicatilities and physical

representations of the service affects the physizaence of the services. Unskilled
personnel and tools or equipment used to provide s$ervice as well as
communication materials also are the reason forpthe service offering within a

firm.

The inability of the firm to perform the promisegrgice consistently and precisely is
another key cause for the poor service deliverypniaed (1990) argues that lack of
trust among employees, unfamiliarity of employeesthte working environment,
working tools and working procedures and their il@bto convey trusted

confidence can result into poor service delivergfifing the service role is an
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important step, but it won't get a company very farless the company has
personnel with the attitude, ability, and flexitylto fulfil the role. A study by Berry
et al., (1990) indicates that two of the principalises of poor service quality are
placing the wrong people in the service role andingi employees too little control
over the service. To resolve these service deligbpllenges, the management may

contact employees who believe their units are rextmg service standards.

2.5 Firms Can Improve Service Delivery

For their continued survival, service firms are ested to improve service delivery
and restore customers’ expectations. The need ler firms’ management
commitment to improving service quality is inevi@bHetherington (2005) argues
that the way employees treat customers will diyectflect the management’'s
commitment towards a customer care program. Firhnmsuld employ business
culture that focuses on delivery of quality sergide customers, and this culture

should be addressed from senior management towest level of employees.

Clegg (2000) suggests that there needs to be semmragement commitment
towards the frontline employees who need to bevat#d to ensure a caring attitude
towards customers, which creates a pleasant exgeri®r the customer. Whether
frontline employees are located in the organizagianvn offices or in a call centre,
Rosenblatt and Peters in Kotler (2000) suggestlibhainesses should give a higher
priority to their employees than their customersgasd employee relations will

result in good customer relations.

Armstrong (2002) advices the management of a seremmpany to empower

employees to make important decisions and encouthge involvement and
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contributions in order to improve delivery of qumliservices. Armstrong (2002)
further adds that as committing to a customer pasgram challenges all employees
within the organization, all levels of managerscdée show their own commitment
to reinforce the program and to demonstrate howontapt the program and the
customer are to the business. Employers shouldr@peduto be great at conflict

resolution, encouraging customers to complain aaklenit easy for them to do so.

Parasuranam et al. (1990) argue that managers vam t@ improve problem-
resolution service must overcome the common cust@ekception that companies
do not really care when things go wrong. Commenticavailable in service
delivery facilities and toll free telephone numbererely scratch the surface of what
is possible. Managers are encouraged to go fahiéty because service reliability
is the heart of excellent service, and outstanderyice reliability is the foundation
on which to build a reputation for outstanding sezwjuality. Breaking the service

promise is the single most important way serviaaganies fail their customers.

When a firm is careless in performing the servieben it makes mistakes, when it
does not do what it said it would do, customers lgsnfidence in the firm’s
reliability; they lose confidence in the firm’s wieevithal to do what it promises to
do dependably and accurately. Valexteal (1990) emphasize that service reliability
iIs central to most customers. Allocating timely gmral communications with
customers is a key part of the strategy. Valerial.et1990) observed that companies
frequently make two mistakes in problem resolutibiey take too long to respond to
customers, and they respond impersonally. Timeé&ysgnal communication with

unhappy customers offers a firm the best chanecegain the customer’s good turn.



18

Bennett et al. (1990) argues that silence is ntitegowhen a problem exists and the
customer is waiting to hear. Service employees mpedific training about how to
deal with unsatisfied customers and how to helgorners solve service problems.
Delivering excellent service is a winning strategg. Leonard (1990) puts it, quality

service sustains customers’ confidence and is gaktar a competitive advantage.

2.6 Levels of Customer Dissatisfaction

Customer dissatisfaction is a direct result of mekting the customers’ expectations

by the service providers. It should be noted thatl¢évels of dissatisfaction is not the

same for all products and services even if theyeapeally poor on all features.

Likewise, the extent of dissatisfaction is not saene for the same product or service

under different conditions and at different poimt$ime. Dissatisfaction is individual

and reliant on supposed performance and anticipatd the customer towards the
service provider and if the products or servicesvtdaneet the customers’
expectations then dissatisfaction exists. LeBo2000Q) outlines the expected levels
of the customer’s dissatisfaction, and these irelud

() Failure to meet the client’s expectations;

(i) The failure in surpassing the customers ‘expeatation which failure to
impress the business user can lead to them se&itey products and services
elsewhere;

(i)  Failure to achieve the clients’ goals and objestjive

(iv) Applying old fashioned technology and infrastruetur

(v) Perception of inequity or unfairness when the ausiofeels to be treated low

comparing with other customers.
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A company with the intent to achieve customer &attgon will evaluate its service

delivery to identify if the satisfaction levels angpits customers. Any extent of
customer dissatisfaction will have to be resolved devising customer focused
service delivery strategies that improves its qualf services to achieve customer

satisfaction.

2.7  Quality Service Delivery: A Theoretical Framewok

Baker and Taylor (1994) observed that service uahd customer satisfaction are
broadly acknowledged as key stimuli in the formatiof consumers’ purchase
intentions in service environments. Blose and Tesikg (2004) argued that while
market theorists have devoted a great deal of tefflar the conceptualization of
service quality, the practical guidance availablesérvice providers continues to be
very limited. Grénroos (1984) concludes that qyaliimensions are interrelated and

that the importance of image should be recognised.

He suggests developing a service quality modeledam test of a sample of
business executives, which describes how the guafitservices is perceived by
customers by looking its marketing repercussiomsyhich practical quality is seen
to be a very significant measurement of a percesarglice. Indeed, the theoretical
frameworks for examining quality in the service teecare lacking in general.
However, theorists have developed models and tedor services quality focusing

primarily on manufacturing sector.

A balance theory by Heiders (1958) explains howiser organization, service

provider, and consumer interrelationships influeseevice quality. Balance theory is
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applied to explain how service organization, sexvigrovider, and consumer

interrelationships influence service quality. Rysals are existing relating to:

() How and why positive or negative relationships aghahe parties in this
triangle are developed, and

(i)  The significances of these relationships on sergicaity, effective outcomes

and withdrawal behaviours.

The important effect of service quality on perfonoa and the relevance of the
research are supported by the results of the wsemnducted by Lai (2004) by
enrolling Hungarian based and owned medium compaianagers held that the
most useful performance indicators are: product sed/ice quality, as well as
customer satisfaction. Fornell (1992) asserts ¢ixgtoring the correlation between
the performance of companies and the quality peedeby the customer is an issue
of highest priority. They presumed that increassegvice quality would result in
growing customer satisfaction and loyalty, thusrdasing expenses and eventually a
better financial situation. Investigation of thawsee three-way relationship within
this framework can enhance understanding of quakiyvice delivery and guide
future research efforts. A tool for measuring thmldgy of services has, however,
been developed already. The SERVQUAL model has depitted as vital tool for
measuring service quality. The model was develdpedarasuraman et al (1985,

1988).

2.8 The SERVQUAL Model
Shahin (2010) has reported that the SERVQUAL imsegmt has been the

predominant method used to measure customers’ gieyoe of service quality.
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Iwaarden et al. (2003) describes the five geneanedsions or factors of this model,

which are stated as follows:

(&) Tangibles: Physical facilities, equipment and appearance estgnnel in the
service delivery process.

(b) Reliability: Ability to perform the promised service dependabhd accurately
as per customers’ expectations.

(c) ResponsivenesWillingness to help customers and provide proneptise.

(d) Assurance:This includes competence, courtesy, credibilityd asecurity. It
requires knowledge and courtesy of employees aeid #bility to inspire trust
and confidence.

(e) Empathy: (including access, communication, understanding tustomer).

Caring and individualized attention that the firnoydes to its customers.

Customer perception of service quality is a compecess. And Brady and Cronin
(2001) have noted that multiple dimensions of senquality have been suggested.
The SERVQUAL model suggests service quality dimamsithat can be adopted in
determining the quality service delivery. This miodebased on the perception gap
between the received service quality and the ergestrvice quality, and has been
widely adopted for explaining consumer perceptibseasvice quality. Originally, 10

dimensions of service quality were proposed. These: reliability, responsiveness,
competence, access, courtesy, communication, digdilsecurity, understanding

the consumer, and tangibles. Later, these wereceeltio five, which are: reliability,

responsiveness, empathy, assurances and tandiblei® is general agreement that

the aforementioned constructs are important asp#ctervice quality, but many
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scholars have been skeptical about whether thesendions are applicable when
evaluating service quality in other service indigsti{(Finn and Lamb, 1991; Cronin

and Taylor, 1992).

Cronin and Taylor (1992) argued that the evaluatibeervice quality based on the
expectation-performance gap derived from Parasuraetaal (1985, 1988) is
insufficient because much of the empirical reseagpported performance-based
measures of service quality. This has more exptapgiower than measures that are
based on the gap between customer expectationsamite performance. This is
according to studies and findings by Babakus antleB¢1992), Babakus and
Mangold (1992), and Churchill and Surprenant (1982p suggest the need for
another model that can take care of the weaknesheirSERVQUAL model. In
addition, Kang and James (2004) argued that SERVIQfb&uses more on the
service delivery process than on other attribufeservice, such as service-encounter
outcomes, such as the technical dimensions. Inrotwds, the SERVQUAL

measurement does not adequately explain techritchiudes of services.

Gronroos (1984) suggested two attributes of seswaleich have been identified as
dimensions of service quality based on the conedighition of service quality as
between perceived service and expected servicearAgxtension of Groniroos’
model, Rust and Oliver (1994) provided a three-congmt model explaining service
qguality through service product, service deliveryd aservice environment. And
Brady and Cronin (2001) suggested three servicktguaamension service outcome,
consumer-employee interaction and service enviromm@&he notion of service

product/service outcome and service delivery/corsuemployee interaction is
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consistent with the idea of technical attribute &mlctional attribute derived from
Gronroos’ model. The interrelationships of varigbtiefining the antecedents and
also the consequences of customer satisfaction Ibese studied extensively since
last 25 years (Anderson and Sullivan, 1993; Chlr@nd Superenanat, 1982;
Cronin and Taylor 1992; Lepak, 1998; La Barbera liadursky, 1983; La Tour and
Peat, 1979; Oliver and Bearden 1985; Oliver andJaebo, 1988; Westerbrook

1981, and Yi, 1990).

The purpose of the present study is to present yedt@n Structural Regression
(BSR) paradigm for modelling service quality of kemy services using the
SERVQUAL model. Unlike previous research studidss tstudy uses adaptive
structural methods to model the SERVQUAL items. sehenethods are based on
conjugate Bayesian theory discussed by Dempst&9{18nd made operational by
Chen (1979) using the EM method (Dempster, Laird &ubin, 1977). The
Bayesian approach provides a mechanism for incatipgy prior structural
information in to covariate estimation. This infation can be either vague or
specific and is used only to the extent that itecf worthwhile information and

about the interrelationships among the variablgsoasible.

2.9 Service Quality and Service Experiences

The basic conceptualization of service quality kaslved significantly over the
years. According to Blose and Tankersley (2004% service quality today is
generally believed to be a multi level conduct withaltiple dimensions making up
each level. Service quality has been defined ins®land Tankersley (2004) by

Parasuraman et al (1988) as ‘a consumer attitutiectiag the perceived overall
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superiority and excellence in the process and oogcof a service provider (p. 77).
While this understanding seems to be forthrigtghaping the process by which such
approaches are formed, it has proved to be diffiagdks. Customers understand
service quality as the degree of difference betwbeir expectations or desires and

their perceptions.

The differences prevail along dimensions of reliphiresponsiveness, assurance
and empathy. Only the tangibles dimension suclppsaance of physical facilities,
equipment, personnel, and communication materialseaxls the customers’
minimum acceptable service level, and this dimensg at all times viewed by
customers as the second least important for me@sqguality. On the other hand a
service experience is understood as the serviceuater and/or service process that
creates the customer’s reasoning, emotional andvimmlral responses (Johansson
and Clark, 2006). Customer experience has a stirapgct on customers’ quality

perceptions.

According to Cronin (1992), organizations focus enand more on experiences to
engage customers, to create and support branddoaddferentiate themselves.
Berry et al. (2002) observes that positive and ompsing customer experiences

seem to be more and more important in forming serguality perceptions.

2.10 Customers’ Expectations from Service Delivery
Customer expectations mainly tell what customeesims out of the relationship
with service providers, and what customers senseséinvice provider should offer.

In case the service levels fall short of expectetjat that time it is clear that the
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service is unsatisfactory although that cannotrbaestated that the entire level of
service is low. Harrison (2000) advises that itngortant to preserve promise to
customers to gain their confidence on the servitered. Kotler (2000) shows that

through past experience with the business, custerpectations are created.

However, Thompson, (2000) observes that while #fugity to delight customers
may be profitable in some industries, it may notpossible to achieve in other
industries. And yet customers will put businessedeun pressure to perform and meet
their expectations. Anderson (2002) gives an auithli feature of customer
expectation, which is that customers can changpiéetly which makes it difficult

for businesses to provide what the customer wasatixy.

Corrigan (2003 maintains that customer expectations and buyingawebr
repeatedly adjust the rules of competition. Helessinesses that pursue innovation
with regard to their products and services willdisée to fulfil customer expectations
and will, in turn, further contribute to the comipijeh within their industry. As a
result, businesses that acclimatize to the changiadket place and innovate to meet
customer expectations will become market leademsariwhile, Thompson (2000)
advises businesses need to monitor and recogniae tivbir customers’ value with

respect to their needs and expectations.

2.11 Customers’ Perceptions and The Gap Model
Smith (2000) explains that customer perceptionseawice quality result from a
comparison of their expectations before they rexéneir actual experience with the

service. The gaps model of service quality was fieveloped by a group of authors
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such as Parasuraman, Zeithaml and Berry (1985, 19883edBan investigativ
studies of service such as executive interviews faods groups in four differel
service businesses, the authors proposed a coataptdel of service qualit
indicating that consmers’ perception toward a service quality dependshe four

gaps existing in organization consumer environme

They further developed in depth measurement sdaleservice quality in a late
year (Parasuraman, Zeithaml and Berry, 1988). Rexdeservice quality can b
defined as the difference between consumers’ eapest and perceptior

(Parasuraman, Zeithaml and Berry, 19
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The magnitude and the direction of each gap wikdafthe service quality. For
instance, Gap 3 will be favourable if the delivefya service exceeds the standards
of service required by the organization, and itl viaé unfavourable when the
specifications of the service delivered are not. denithal et al., (1985) developed a
gaps model to analyze quality problems and helpagers to understand the ways of
improving service quality as it is represented a&bofParasuraman et. al.,

1988).Figure 2.1 indicates the Integrated Gaps MaoidService Quality.

2.11.1 The Gaps Model Theory

This is the most popular service quality model that been embraced by both
practitioners and academic researchers in drawitenteon to issues regarding
service quality. It is encompassed by identifyiagtbrs that impact service quality
and where the systematic breakdowns or gaps mighirqlacobucci et al, 1994).
Despite its wide use, the model has also beencigetl for its limitations of
postulating only relative evaluations, with no ddesation of an absolute level of
the prior standards. lacobucci et al. (1994) exglahat the gaps model predicts that
customers will evaluate a service favourably ag las their expectations are met or
exceeded regardless of whether their prior exgeagtvere high or low. In setting
expectations of customer standards, the model basamsidered differentiation of
customer groups as well as different occasions s&s wf the service provision

(Bitner et al., 1990; Bargtze, 1992).

Again the model does not consider any financialdias; such as price, cost or value
but limited in understanding and predicting consurbehaviour (Crosby and

Stephens, 1987; Zeithaml, 1988; and lacobucci gt 1894). It is after these



28

criticisms that the model underwent several modifans to include the relationship

between service quality and customer satisfactlefining the expectation standards
for both service quality and customer satisfactimonsidering the concept of value

in deriving customer satisfaction as well as intrcdg the idea of service quality as
an attitude like the concept in the model. Furtmedifications have suggested the
quality-satisfaction relationship at the transactievel and the impact they have on
the global impressions about the firm. In ordeunderstand the differences between
customers’ expectations and perceptions, there gi@pslentified. These gaps are as

explained as follows:

() Gap 1 tells the difference between consumer expestaand management
perceptions of consumer expectations. This gap @eserwhen the

management’s perception of the customer expectati@s incorrect.

(i) Gap 2 clarifies the difference between managemenrtdeptions of consumer
expectations and service quality specificationse Teéasons for the gap are
management commitment, internal quality prograneryvise design and

perception of feasibility.

(i) Gap 3 states the difference between service quapgcifications and the
actual service delivered. The gap comes when tladitgispecifications laid
down for the staff to follow were not met at theai of service production and
delivery process. This can be due to problems @tifipations, employees not
fulfilling the roles, customers not fulfilling theles, failure to match demand
and supply, deficiencies in human resource poliame$ problem with service

intermediaries.
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(iv) Gap 4 tells the difference between service deliamy what is communicated

v)

about the service to consumers. These gaps happen tere is a planning
problem or lack of integrated services marketingiocwnication, execution
problem or ineffective management of customer etghens and over

promising.

Gap 5 is the difference between expected servideparceived service by the
consumer. When an experience is better than theroess’ expectations there
is positive disconfirmation of the expectations anbtomer contentment is
foreseen. When an experience is not as good as thkeacustomer had
expected, there is negative disconfirmation of te&pectation and

disappointment is foreseen.

2.11.2 Applications of the Gaps Model

The gap model is applicable to management; sermegketing and consumer

behaviour. This model categorically views the sssgias a structured, integrated

model which connects external customers to intespalices between the different

functions in a service organization.

The gap model of service quality gives insights gmwpositions regarding

customers’ perceptions of service quality. Cust@raways use 10 dimensions to

form the expectations and perceptions of servicgityu The model helps predict,

generate and identify key factors that cause tipetgde unfavourable to the service

firm in meeting customer expectations. The impdregplications of the model are

as presented in Figure 2.2.
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2.12 Advantages of Service Quality Improvement to Firm

Improvements in quality of services have many athgas including an increase
productivity. Armstrong (1995) explains that thiscars because costs are reduce
rework, mistakes, and delays in the process dexrdas to quality improveme
efforts. Harrison (2000) notes the benefits of improvingveer quality by arguint
that reducing the mistakes and getting processe@peotedures right the first tin
can lead to a dramatic reduction in the cost ofemtive measures and compensa
claims. hdeed a reduction in mistakes and an improvemenpratess an
procedures can improve productivity and increadessdf process and staff

working effectively and efficiently, more time igpent on selling products thi

correcting them.




31

Some studies have also indicated that improvemensgrvice quality can increase
staff morale. Staff satisfaction can be increasedesult of dealing with satisfied
customers and producing a quality service. Satis$iaffs are also more likely to
become loyal and staying with the organization flmmger. Reduction of staff
turnover also results into reduced costs associaithdstaff recruitment and training
of new staff. It is also likely that relationshiptiveen employees and their employer
will be enhanced and better quality products andice satisfied customers and
employees contribute to the enhanced image of tlgantsation. Heightened
corporate image has an impact on brand value. &quiality is commonly noted as
a critical precondition and element of competitiess for establishing and sustaining
satisfying relationships with customers and in ceting the relationship between

customers and the organization.

There are few studies that have substantiated nipowriance and impacts of the
improvements in the service sector. Sureshchariddr @002a) examined and came
up with a positive understanding on service qualdiivery. Robinson (1999) shows
that the concept of total quality service has gaimereased attention as the total
quality service is often considered as having @@nge perspective, implying that
organizations embracing total quality service celmeve the rewards of their quality

improvement initiatives only after many years dfdar and hard work.

In examining current literature, a lack of reseaochgroup service encounters is
evident. In particular the influence of each indial’'s and other group members’
contributions on the service experience is seenfietonderrepresented in scholarly

publications. Service quality studies despite hgwieceived considerable attention
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from academics and practitioners alike (Hue et200Q9) have largely and almost
exclusively focused on perceptions of the individoastomer and the role of the
service employee. Parasuranam et al. (1990) pespasconceptual framework
which integrates the customers’ activity duringvems co-creation by extending the
technical and functional quality dimensions of enyeles as suggested by Gronroon

(1983) to contribution of customers.

2.13 Empirical Studies on Challenges Regarding Qué&} Service Delivery

In an investigation conducted by Bryslan and CY&§01) in a catering service
company, a total of 140 questionnaires were digted to all of the previous year’'s
customers and 52 useable questionnaires were eeturasulting in a 37 per cent
response rate. All questionnaire responses weratinegand an overall departmental
weighted SERVQUAL score of - 1.6 was recorded,dating a significant shortfall

In meeting customer expectations across all seaneas and dimensions.

The highest gap scores were for reliability angoesiveness; this is real cause for
concern and provides a definite starting pointdervice improvements. As can be
seen from the results, the customer expects mmsttine reliability dimension of the

catering service. The relatively low importancetarigibles could be attributable to
the fact that customers are aware of the finar@aktraints which are typical in the
local authority funding context, and simply do mpect much when it comes to

aesthetics; instead, they attach more importanteetdelivery aspects of the service.

Customers allocated to assurance the lowest weghiindicating it to be of least

importance to them, yet they expect most from $kiwvice dimension. This apparent
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anomaly is probably due to the fact that custoregpeect staff to be knowledgeable
about the service and therefore they can see somdar this dimension not to be
achieved. Customers are very keen to employeesivimir in services industry

especially in the pay TV services sector.

It is assumed that for this reason, customers haeehted this dimension
lowest.Tahir and Abu Bakar (2007) investigated iservquality and customer
satisfaction of pay TV operators by using SERVQUAIMalaysia. They found that
responsiveness is rated as the most important gimerof service quality. It was
found that accurate communication, proper serviekvery and effective conflict
handling results into overall customer satisfactregarding pay TV services in

Malaysia (Nelson, 2006).

It is more probable for customers to be satisfiethe service performance meets
(confirmation) or exceeds (positive disconfirmajiotmeir expectations. On the
contrary, customers are more likely to be disgatisif the service performance is

less than what they expected (negative disconfionat

Khalifa and Liu (2003) discussed that taking exageh disconfirmation as the only
determinant of satisfaction; this theory does natse the fact that if high
expectations are confirmed, it would much more le@ad satisfaction than
confirmation of low expectations. To resolve thiawlback perceived performance is
included as an additional determinant of satistactin other words the only way to
ensure satisfaction is to empirically create disicoration by manipulating

expectations and performance.
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2.13 The Conceptual Framework of the Study

Several business organizations are frequentlypreasure caused by the increasing
competition from the different upcoming businesgamizations. Various strategies
have been developed by the business entities ®rnihin purpose of retaining
customers. The key strategy for customer retenidmproving quality of services
or products. Parasuraman et al. (1985) recommaeatdtiile foundation strategy for
the progress and continued existence of any busipneganization is to deliver
quality services to customers. It is also recomredrithat the quality of services or
products is an important determinant of customeisfaation. The SERVQUAL
model has been recommended as a helpful tool t@narderstanding the nature of

the linkages between the experiences and consesgiehquality services delivery.

The SERVQUAL model is based on the perception gapéden the received service
quality and the expected service quality. This nhdaes been widely adopted for
explaining customer perception of service qualis discussed earlier, ten
dimensions of service quality were proposed oritynawhich are reliability,

responsiveness, competence, access, courtesy, cooatmn, credibility, security,

understanding the consumer, and tangibles. Howéwey, were later reduced to the
following five dimensions, which are reliability, esponsiveness, empathy,
assurances, and tangibles. These were then usedewelop the conceptual

framework of the study.

A conceptual framework is a diagrammatical resedodt intended to assist the
researcher to develop awareness and understanflithg situation under scrutiny

and to communicate this (Kandampully, 2008). A emtaal framework is used in
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research to outline possible courses of actiom @résent a preferred approach to an
idea or thought. It can be defined as a set ofdbidaas and principles taken from
relevant fields of enquiry and used to structusaibsequent presentation. As stated
above, the service quality dimensions in the SER¥QUnodel were used to

develop the model.

Although the SERVQUAL model is important to measgrservice quality, it is not
sufficient on its own to convey customers’ desir@gorge (2008) argues that the
provision of quality service or production of qulproducts or services depends on
company environment such as policies, the levakodfinology and participation of
company employees to improve such services or tfireaquired level of customer

care.

SERVQUAL Service
Dimensions
- Reliability

7y > Service
- Responsiveness Quality

- Empathy

- Assurances

Depg Tangible

Independent variables - Management commitment

- Quality of employees

- Staff motivation systems

- Service quality resource
commitment

Moderating Variables

Figure 2.3: Conceptual Framework of the Study
Source: Developed by the Researcher (2014)
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The application of SERVQUAL model and quality deliy services strategies leads

to service quality delivery. The connection is prasd in the following conceptual

framework shown in Figure 2.3.

A dependent variable is what is measured in theemx@nt and what is affected
during the experiment, it responds to the independeriable. The dependent
variable in the study was service quality. An inglegeent variable is one that is
presumed to affect or determine a dependent varidtbhtan be changed as required,
and its values do not represent a problem requexpganation in an analysis, but are
taken simply as given. The independent variableshen study were: reliability,

responsiveness, empathy, tangibility and assurance.
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CHAPTER THREE

RESEARCH METHODOLOGY

3.1  Introduction

The aim of this section is to explain the methaald procedures which were used to
conduct the study. These methods include the gori of the study area, a

research design, as well as sample size and sapfpdime of the study. The chapter

also presents the data collection techniques usttistudy as well as data analysis.

3.2 Research Design

The research design decision was critical for ssefoé conduct of a study. Malhotra
(1999) argues that good research design ensurésthibaresearch is conducted
effectively and efficiently. The research desigferg to the overall strategy that is
chosen to integrate the different components ofstoey in a coherent and logical
way, thereby to ensure there the research probkereffectively addressed. It
constitutes the blueprint for the collection, measent, and analysis of data

(William, 2006).

The case study research design was used in thg baahuse it covers only the
StarTimes Company in Arusha. Case study reseaigrdes an in-depth study of a
particular research problem rather than a compabherstatistical survey. It is often
used to narrow down a very broad field or researtb one or few easily

researchable examples (Kothari 2004). The casg sasgarch design is also useful
for testing whether a specific theory and modelialéy applies to phenomena in the

real world. The choice of the case study desigritisrresearch is also supported by
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Johnson (1994), who argues that, unlike some dtrers of research, case studies

are particularly suitable for single-handed redeans.

3.3 Description of the Study Area

The study was conducted specifically in Arushah&sstudy area. Arusha Region is
one of Tanzania’s 30 administrative regions. Iligitehand largest city is the Arusha
City. Arusha Region had a population of 1,694,3a4(®012 (National Bureau of
Statistics [NBS], 2012). The region is bordered Kgnya to the north, the
Kilimanjaro Region to the east, the Manyara andyiim regions to the south, and

the Mara and Simiyu regions to the west.

Arusha Region is a global tourist destination aadthe centre of the northern
Tanzania tourist circuit. Star Media (Tanzania) ited operating under the
StarTimes brand is one of the companies providahgvision broadcasting services
in Arusha region. It has already attracted a largmber of customers due to its
affordable and range of services. However, amoegihany other regions in which
StarTimes operates in Tanzania, customers in Artstian have shown discontent
over the services of the company despite theiricoet use of services. This
necessitated the choice of Arusha branch of StaeJias a case organization for the

study.

StarTimes claims to be heavily committed to theiairmoperation of running
subscription television services in selected faraeigarkets in Africa. The company
provides state-of-the-art digital television seeddncluding packages of up to 140

channels, and acquired over 7 million subscribewfrica. StarTimes has registered
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local companies in 16 African countries, includiNggeria, Kenya, Tanzania and
Uganda, and carried out operation in 9 countriégtT8nes is now the most fast-
growing and influential digital TV operator in tlegion with the goal of enabling
every African family to afford, access and watclog@aligital TV, enjoy digital TV

and build the firm into becoming Africa’s most imdéintial digital TV operator. In
Tanzania StarTimes operates pay TV services byigiray a variety of premium
digital television programs, and a series of highaldqy digital TV terminal

equipment.

The first phase of the construction covers fouresijt (including Dar es Salaam,
Dodoma, Arusha, and Mwanza) which have been coegplet 2010. StarTimes
intends to adopt the Convergent Mobile Multimediaod&icasting (CMMB)

technology as a mobile TV standard, which has alideatures, such as carrying
more channels, high quality image, clear and sm@atture, supporting different
kinds of terminals, and economy. The digital br@ating television sector is new in
the county hence it is an area of interest for nresearchers now in order to
understand how the digital service are positivaelynegatively impacting on the

services provision in the industry as comparedhéoprevious analogue system.

3.4  Unit of the Study

Because the study focuses on understanding thetyqus&rvices delivery, with
specific interested in customer’s satisfaction, trespondents selected were
StarTimes customers only. This group is importaot give their levels of

satisfactions of the services offered by the cornpparder study.
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3.5  Sampling Frame, Sampling Techniques and Samp&ize

The first step taken was to define the populatibmterest to this research (Borg,
1963), and the population of the study has beemetktfabove. At the outset of the
study, | decided on the sampling frame from which draw the sample of
respondents who are important to assessing théenbabk facing StarTimes in the
delivery of quality services in Arusha. Ghauri a@dgnhaug (2005) describe a

sample frame as a listing of units from which a&eesher draws the actual sample.

A sampling frame includes a numerical identifier gach individual, plus other

identifying information about characteristics oétimdividuals to aid in the analysis
and allow for division into further frames for maredepth analysis. Simple random
sample were used in this study because is the lsasnpling method assumed in
statistical methods and computations. Yet, to coleesimple random sample each
unit of targeted population was assigned a numbsmg probability sampling,

every individual customer got a chance to be setkcand 250 customers were
selected. Customers’ assigned random numbers 1 2580clients were chosen to

form the sample for the study (Babbie, 2001).

3.6 Data Collection Methods
This study has collected both primary data and re#exy data to successfully
achieve its objectives. The following sections diéscand discuss how these data

were collected using the identified methods.

3.6.1 Primary Data
Primary data are those first hand original dataaioled directly from respondents

(Kothari, 2004.) Primary data were gathered throadiministering questionnaires to
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respondents and conducting interviews with staff alembers of the management
team of StarTimes Arusha branch, who were selguiggosively. The data collected
through questionnaires were subjected to analysigyuhe approached discussed in

Section 3.9 below.

3.6.2 Secondary Data

The study also used secondary data, which is Hataxtas collected, processed and
analyzed for some other purpose other than tharmgsat hand, which Saunders et
al (2003) describe as the main difference betwesngpy and secondary data. One
of the reasons behind the decision to use secormiaayis that it saves a lot of time
and minimizes costs, which allows the researchdretable to broaden the research
topic than otherwise possible. As | was not ableditect all data for the study from
primary sources due to time and cost, identifiecbedary data supplemented the
primary data. However, the secondary data usetidndissertation were treated to

suit the presentation in a way that supports thipgae of this study.

3.6.3 Data Collection Tools and Techniques
| used questionnaire survey, observation methodsamai-structured interviews to
collect primary data relevant for the study. Howest methods were used is

described below.

Questionnaire Survey
The questionnaires for collecting the primary datae developed after an in-depth
literature review and therefore incorporated aspfoim the reviewed literature. The

guestionnaires were designed as an adoption of SERVQUAL design
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(Parasuraman, 1991) but were modified to make tlestgpnnaires suitable in the
StarTimes environment in order to assess the clgdke of quality service delivery
by the customers. Questionnaire instrument forectihg data from customers was

designed to capture their views on the qualityises/provided by StarTimes.

The questionnaires required StarTimes’ customerentp answer according to the
five dimensions of service quality model which amdiability, responsiveness,
tangibility, assurance and empathy. Also the qaastires required the respondents
to rate the satisfaction level of the StarTimesviser delivery according to their
personal view and experiences. Five pre-definedelsevof service quality
measurement using 5-point Likert scale were usetht® satisfaction levels. The
format of a typical 5-point Likert scale items indE; (i). Strongly disagree, (ii.)
Disagree, (iii) Neither agree nor disagree; iv) égr v) Strongly Agree (see

Appendix 1: Research Questionnaire).

The use of questionnaires as data collection instnis in research studies like this
one ensures that no bias reporting is experiensethe researcher is not present
when the participant is filling in the questionmaand therefore they were very free
to answer the questions; questionnaires ensureyamtynof the respondents as
findings are not linked to specific respondentsy &ime questionnaire format was

standardized for all respondents.

To ensure high response rate, the researcher ademngd the questionnaires by
delivering to selected respondents of the studg rEsearcher was always available

to respondents to clarify issues in the questioesaiwhen necessary. Each
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participant was asked to complete the questionniilg and return it to the

researcher.

Observation

Observation method has been applied in the studsiuse this method has enabled
the researcher to observe the real situation and geal picture of what is happening
during service provision. At various points in tingeiring the study, | visited
StarTimes offices and observed how employees wemviding services to
customers. In the process, | was making noteseokéhmvice delivery processes and
procedures which were then incorporated in thegmtsion and analysis of the

findings of this study.

Semi-structured I nterviews

To complement information obtained through questaores and the observation
method, semi-structured interviews were held wiime of the StarTimes employees
and members of the management at the Arusha brdreh.management team
members and staff whose input was deemed very tanioto supplement the data
collected through other techniques and sources wemposively selected for

interviews. These staff included customer servicesager, technical installations

manager, branch manager and the cash office engdoye

The researcher used the semi-structured interviewsving that is useful to gain
opinion from these informants. Among the many atkg®es of using semi-
structured interviews, Burns (2000) argues thairff@mant is able to use their own

perspective and the language natural to them rétlhherthat of the researcher. Other



44

strengths of this type of interview are that alspendents are asked the same
questions in the same order and interviewees anadad with the opportunity for
personalization (Cohen et al, 2000). This allowssfame degree of comparability in
answers. During the conduct of the semi-structimeztview the researcher used the
following procedure:

() Read the questions as they were written so thdt espondent answered the

exact same question.

(i)  Probed inadequate responses non-directly by reigirto the question and
asking the interviewee to elaborate on his/her answ

(i) Record the answers without discretion. Everythihg tespondent says is

recorded using a tape recorder.

(iv) Avoid personal comment on any answer given by tspaondent (Floyd,

Fowler and Mangione, 1990).

To ensure high response rate and easy access t@gpendents, the researcher
conducted the interviews at the convenience oirttegviewee. These were generally
conducted at weekends and after working hours. AR the questionnaire, the

interviewee was advised that answers are configleartid that he/she can proof read

the transcription prior to use if he/she wishes.

3.7.2 Validity and reliability of data
As is advised for researchers to take a precautiase of secondary data, it will be
necessary to crosscheck and verify the reliabdig validity of the secondary data

to be used in the dissertation. Joppa (2000) defiakability as the extent to which
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results are consistent overtime and an accurategeptation of the local population.
Under this study will be referred as reliable ahthe research of the study can be
reproduced under a similar methodology, then tleearch investment would be
considered to be reliable. Validity on the othendhaetermines whether the research
study measures what is intended to measure, othier avords does the research

instrument allows you to hit bull’'s eye of your easch object.

Dochartaigh (2002) offers a guide on the use obiséary data as he argues that
secondary data that has been collected from lamgd;known organizations are
likely to be trustworthy and therefore can be usethe study. The study used the
secondary data that exclusively originates fromrTStaes and either government
entities or well-known service companies or newvistef meetings and other well
selected sources which have authority to publiststédd data as these can be
considered to be reliable for use in the dissenmatiThe researcher generally
determined validity by asking a series of questiand often linking for answers in

researches concluded by others.

3.8 Data Analysis Methods

The design of the questionnaire was important &8 dallected were entered into
Statistical Package for Social Sciences (SPSS)afRal2001). This package was
used as it is designed for use in executing rebeamd in the field of statistics. All
data collected were analysed using SPSS. It wasrtangt that the questionnaire is
prepared in a manner, which facilitated the analydithe data. Therefore, it was
necessary to decide what statistical tests weleetased on the data in advance of

carrying out the in-person distribution of the dque@maires.
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Items in the questionnaires were laid out to asiasa entry. SPSS is a qualitative
package, which allows the database to sort andigerdata in a logical manner and
allows for ease of results. After completing théadeollection exercise; the data
were entered onto the SPSS as presented by respend® achieve desirable
outcome of the data analysis, | engaged a stadistauring the analysis of the data.
The guantitative data obtained by analyzing th@arses presented on the 5-point
Likert scale were analysed by means of descrip$tagistics using the SPSS.
Findings from observation and documents are wellysed qualitatively and by use

of words, numbers, percentages, and diagrams.

3.9 Ethical Considerations

Every research study has ethical constraints, wtielresearcher must consider. In
any research where people are objects of the wsedhere are ethical
considerations (Coheat al, 2000). In this study, the researcher will obserite a

ethical considerations in undertaking the study.
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CHAPTER FOUR

DATA PRESENTATION AND ANALYSIS

4.1  Introduction

This chapter presents the results of the data sisadyd discusses the findings of the
study. This research focussed on assessing thieeseuwality delivery challenges of
pay TV operators in Tanzania using the Arusha WbramicStarTimes as the case
organization. The study adopted the modified SER¥QUnodel to measure the
service quality of pay TV services provided by $iares in Arusha. A key sample
of the study was 250 customers of the company, abuivhich 240 customers

responded by completely filling in and returning tuestionnaires.

Thus the study achieved a response rate of 96%edatgeted sample. This response
rate was favorable according to Mugenda and Mug€R@@3) who asserted that a
50% response rate is adequate and 96% was ratextaltent response.The chapter
discusses the findings of the study with regarth&oobjectives that were set out in

Chapter One.

The objectives of the study were to assess thecseguality delivery at the Arusha
branch of StarTimes, to identifying the reasonstl@r poor service quality offering
at StarTimes, identifying areas of service improgamin the study area and
examining the level of customer dissatisfaction do¥g service offered by the
company. The chapter also discusses the findingsthen areas of service
improvement and the level of customers’ dissattsfactowards services offered by

StarTimes through the Arusha branch.
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4.2 Customer’s Expectations and Perceptions of Sece in Pay TV Services
Customers’ expectations of the services and custqmeeceptions of the actual
service received were measured against the dimengicche SEVQUAL model for
measuring service quality. The questionnaire wasigded to ask StarTimes
customers’ to assess the pay TV operator’s serviges dimensions of SEVQUAL
were analyzed to get customers views of the quality therefore effectiveness of
services offered by StarTimes in these aspects. dieensions were service
reliability, service responsiveness, service taitigp assurance and service
empathy. The findings on these quality dimensioiith wegard to StarTimes’ pay

TV services are presented and discussed in thenfiiy sections.

4.2.1 Service Reliability in Pay TV Services

For pay TV services, the reliability dimension afngce quality evaluates the
promises of the TV broadcasting services, commtioicand entertainment and its
execution from customers’ point of view. Cronin &t (2000) emphasize that
reliability is very important determinant of semiguality besides good personal
service, staff attitude, knowledge and skills. e tstudy, | asked participants to
assess whether StarTimes’ pay TV services arebtel@ not. The data presented in
Figure 4.1 indicate that 91 out of the 240 partaifs, which is 38% of respondents
strongly disagree that StarTimes’ pay TV services raliable, and only 24 of the
240 participants, which is 10% of the respondemtsngly agree that StarTimes

performs better on the reliability attribute of\gee quality.

The findings for service reliability dimension icdie that more than 38 percent of

all respondents in this category have low expeamtaton the reliability dimension of
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service delivery by StarTimes. Busterna (1998) &xgl that service reliability is the
service “core” to most clients. It is important fpay TV service operators in
Tanzania especially StarTimes to use every oppiyttm build a “do-it-right-first”

attitude among its management team and employeesdar to achieve customer

satisfaction with their pay TV services.

Service reliability

m Sstrogly agree

H Agree

= Neither agree nor
disagree

m Disagree

m Strongl disagree

Figure 4.1: Service Reliability at StarTimes Arusha
Source: Developed from survey data, August 2014
Atalik and Arslan (2009) reported that reliable vée® is the outcome of the
continuous improvement. Therefore, pay TV serviaeviglers need to continuously
monitor the delivery of their services and engageantinuous improvement in all
their pay TV facilities, systems, processes andallvservice delivery to increase the

reliability of their services.

4.2.2 Service Tangibility in Provision of Pay TV Sevices
In assessing the quality of pay TV services, theise tangibility dimension reflects

the willingness or readiness of employees to pmwdick services to customers.



50

Customers are very keen to employees’ behaviogeixices industry especially in
the pay TV industry. In this dimension, | wanted nweasure the customers’
expectations on the physical appearance of the apynpspecially on areas and
facilities that are visible and or involve custosiephysical exposure to pay TV
operator’s service delivery. As shown in Figure, 4h2 findings indicate that 115 out
of 240 participants, which 48% of the customersrgjly disagree that StarTimes
have quality looking equipment such as computeghjoles, and/or buildings. The
visual quality of the physical facilities (the couatprs, vehicles, and/or building) are

not attractive and therefore do not depict qualéyvice delivery.

Service Tangibility

B Sstrogly agree

H Agree

m Neither agree nor disagree
B Disagree

m Strongl disagree

Figure 4.2: Service Tangibility at StarTimes Arusha
Source: Developed from survey data, August 2014
As results indicate, 48% of the respondents’ haweet expectations on the
tangibility dimension. This implies that customdrad high expectations with the
physical appearance of the company facilities. Bhedy further revealed that

StarTimes employees do not appear professional teedompany does not have
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visually appealing materials as only 12% (29 of @0 participants) strongly
agreed. In case where the company had set higlbtitiggstandards, then customers
will always be satisfied with this aspect, and il be translated that the service

offered is of expected high quality.

4.2.3 Service Responsiveness in Provision of Pay Bérvices

The service responsiveness dimension of servicétyjueflects the willingness or
readiness of employees to provide quick servicesustomers. Customers are very
keen to employees’ behaviour with regard to theedp which they take note of the
presence of a customer and how they make themsebashly available to the
customer to handle any enquiry, request or comiplaims is critical in the services
industry especially in the pay TV service sector. the study, the researcher
measured responsiveness quality dimension in terimthe receptiveness of the

services by StarTimes customers.

Service responsiveness

m Sstrogly agree

B Agree

= Neither agree nor disagree
m Disagree

m Strongl disagree

Figure 4.3: Service Responsiveness at StarTimes Asfua

Source: Developed from survey data, August 2014
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The research results in Figure 4.3 indicate théb 80the respondents (72 of the 240
participants) strongly agree that StarTimes providermation on how and when
exactly the services will be provided. Also 23%tlo¢ respondents (55 of the 240
participants) claim that StarTimes employees ateatwoays ready to provide in this

case the service gap still exists.

The results indicate that customers’ expectatioesevhigh in the responsiveness
dimension while as the actual service delivery Wwakw the expectations. Again
higher expectations may denote higher service tyuati the other way round it all

depends on the company quality standards beingrbet.study found that correct
match between staff skills and customers’ expeamtatican result in better service

quality towards customers.

Thus, StarTimes needs to be more responsive towrmoess and the company
therefore needs to work on the planning and execuwifort. It was also revealed
that this frequently offer greater rewards and grenbnce improvement if the
company succeeds in being responsive to custommeits idelivery of pay TV

services. The study found it imperative for Star@ato develop a culture that is
much more supportive of such responsiveness. Calan¥ickery and Droge (2005)
suggest that a strategy that favours the developns introduction of

responsiveness with these characteristics mighaled proactive.

4.2.4 Service Assurance in Provision of Pay TV Saoes
In pay TV service provision, service assurance ne @f the most important

innovations and it involves the ability to understavhat the customer actually sees,
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rather than just the state of devices distribuiaryices from the pay TV operator to
the customer. It has been noted that some pay Bvatgs have reduced credits to
customers by 70% within two months by having a keawledge of faults in the
home. This dimension indicates the employees’ kedgeg, courtesy and their ability
to convey trust and confidence. Service qualigis® linked to the client satisfaction
as how employees use their knowledge and courtas\treeir ability to incorporate

trust and confidence.

During the study, the researcher examined how #t@J pay TV services

customers are guaranteed or assured to have theeseat all times. The study
reports that 108 out of the 240 participants, whéch5% of the respondents strongly
disagree that StarTimes pay TV services do meetséneice assurance attributes

especially on customers’ needs. Figure 4.4 presbase results.

Service Assuarance

B Sstrogly agree
B Agree

Neither agree nor disagree
m Disagree

m Strongl disagree

Figure 4.4: Service Assurance at StarTimes Arusha
Source: Compiled from survey data, August 2014

The findings indicate that the majority of respomde45%) had low expectations on

the assurance dimension. Indeed this may be ttaddlaat in the case of StarTimes
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has not high standard to meet the customers’ eafi@ct then the services quality
will look poor to customers. According to Chau addo (2009) assurance is an
essential dimension of service quality after relipband responsiveness towards
customer satisfaction. Khalifa and Liu (2003) aldttcustomers are more likely to
be dissatisfied if the quality of service perforroaris lower than the expectations
(negative disconfirmation). And this may cause Btaes to lose its customers if it

is not addressed.

As the stud revealed, customer expectations omtecydar service quality dimension
is vital to determining the quality of StarTimesypV services. On this regards, one
can refer to the expectation disconfirmation theomhich states that the only
determinant of satisfaction is customers’ expeatatl his would therefore mean one
should determine customer expectations to enstisfagdion. According to Fornell
and Wernerfelt (1997), the assurance dimensiorenfice quality has the strongest
impact on client satisfaction that leads to positivord of mouth outcome ensuring
performance. Therefore pay TV operators in Tanzamigt strive to achieve high
assurance levels in their customers to achieve beghice quality. Reduction in
unnecessary service cut-off and technical hitchegldvbe vital in achieving service

assurance.

4.2.5 Service Empathy in Provision of Pay TV Serves

This dimension shows the magnitude of caring amividual attention given to
clients. In the communication and entertainmentaseclient care and individual
attention is indispensable for better performance do stiff competition. The

researcher wanted to understand how StarTimes gegsoconnect with their
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customers, establish rapport and create a senseamfwork between them. The
survey results in Figure 4.5 below indicate tha%38f the respondents (91 of the
240 participants) strongly disagree that StarTireegployees provide individual
customer attention, only 18% strongly agreeing ba mentioned attributes of

empathy.

Service empathy

m Sstrogly agree
H Agree
Neither agree nor

disagree

M Disagree

m Strongl disagree

Figure 4.5: Service Empathy at StarTimes Arusha

Source: Developed from survey data, August 2014

From the results conclusions can be drawn thatlliraspects of this dimension
StarTimes customers’ expectation about 45% hasdrpectations. Empathy is a
unique dimension in the sense that it is the gbibtput self in another’'s shoes and
the ability to imagine what it might be like to expence what the other person is

experiencing. It deals with emotions.

The study discovered that the empathy dimensiorsesfiice quality is a very
important issue for StarTimes in the current stdtpay TV market in Tanzania. A
company like StarTimes, which competes acrossbsrder required to develop

efforts that ensure its services and products mieehighest quality of setstandards
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in the pay TV services market. The company requimgdementing a successful
quality management system, and empathy is one ef ctiiticalfactors that is

important in delivering quality services. BecausarBmes customers have shown
high expectations in this empathy service qualityehsion and in case companies
like StarTimes would set empathy standards high addieve them, then the
business will record success stories. In theiryst@reng and MacKoy, (1996) also
found that communication and entertainment cliecdssidered empathy as an

important dimension of service quality.

4.3 Reasons for StarTimes’ Poor Pay TV Service Deéry

The findings of the study discussed in sectioniddates that the quality of pay TV
services offered by StarTimes in Arusha is lowhwite company failing on most of
the SERVQUAL model dimensions. The study discovehad assurance dimension
of service quality has the strongest impact omtlgatisfaction that leads to positive
word of mouth outcome ensuring performance. Thdysaliso indicated that network
quality should not ignored in evaluating overalbtjy of pay TV services. On this

service quality factor, one of the customers wha waierviewed during the study
had the following to say about challenges facingrBmes and other pay TV

operators in Tanzania:

“The main challenge for most operators is to getemmmngful view of TV

service delivery into the customer hotne

This directly identifies the network quality as eylfactor of determining the service

quality of pay TV services. Network disconnecticarsd persistent failures cause
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high levels of customer dissatisfaction and hen@eT8nes’ pay TV services are

perceived as poor.

Furthermore, it was discovered pay TV operatorst@aoemuch attached to provide
traditional services without being innovative enloug develop extra services and
products that would attract customers to them. @nets view such a service
offering as poor and hence StarTimes’ finds itseH situation to develop additional
services to its customers to be seen as offerimdjtgupay TV services. The study,
thus, found the need for pay TV operators in Tarmdo find other ways of

providing extra to customers beyond the physicallifees, tangibility and other

dimension of the quality service. It has been disced that traditional approaches
cannot provide a view of device performance, acoessork performance or home

network performance.

Therefore, companies must do more to entice custrard achieve customer
satisfaction.In the study, | observed that empleyaed even some members of the
management team at StarTimes could provide cledadagoe and support to
customers who came for the company’s services. thad overall handling of

customer enquiries and complaints was unsatisfactor

The study also found customers’ poor service opiriay StarTimes is because the
company has not invest enough effort on improvihg turation to respond to

customers’ enquiries, requests and complaints laekfiore serve customers better
and be seen to deliver quality pay TV servicestdased competition from other pay

TV service providers in Tanzania such as DSTN, $tar Ting and others means
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that StarTimes need to deliver better quality sexwiand improve customer service
experiences in order to differentiate themselvesd Avith early adopting pay TV
subscribers signed up with the company long agmmguts entry into the Tanzanian
pay TV services market, StarTimes has a task obnht attracting new subscribers
but also retaining these early adaptors of itsisesv Everyone at the company has to
work harder to keep its customer base growing, #msl naturally lead to an
increasing focus on holding on to existing cust@mirough increase in service

quality.

In the study, | observed the way StarTimes empl®y@erk with customers in

providing pay TV services in Arusha. My understaigdof the customers’ behaviour
was that they expected StarTimes employees to shatwthey care by being polite,
friendly and supportive through attentive listenangd active action on the enquiries
and requests made by customers. To customersjsthigal in determining the

quality of services. However, in some instancesTa8taes employees indicated as if
they are bothered to handle customer issues aralvéétas if they were busy with
other issues which are more important than custemequests or enquiries. Chau
and Kao (2009) asserted that service quality kelinto the client satisfaction as how
employees use their knowledge and courtesy anddhbéity to incorporate trust and

confidence.

4.4 Need for Improvement in the Quality of Pay TVServices at StarTimes
In the study, we asked participants to give thpinimn on whether they are satisfied
with StarTimes pay TV services or the company nedsmprove its service

delivery. A general view from customers indicatéghhevels of dissatisfaction with
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StarTimes’ quality of services. And the need fa&r dtompany to improve the quality

of its services was eminent.

We further asked StarTimes’ members of managenmehstaff at Arusha branch as
to how the improvement in service quality would aupthe company’s business.
Interviews conducted on this aspect showed thaia@mps understand the benefits
of improve the quality of StarTimes’ pay TV senscdhe participants argued that
improving quality of services is a major businessue for StarTimes as a pay TV
service operators, and it is important in compaditiierms both for keeping

customers happy and reducing the cost of suppbe .bEnefits of an increased focus
on service quality assurance can include reduciiomsiurn through greater service
reliability and quality, but also through improveshd more proactive customer

support.

The study also revealed that customers are pleabed problems are fixed more
quickly, which can be when they are led to the smuthemselves over the phone
with the help of remote diagnostics. A good repatafor service can attract new
customers, while also encouraging existing onesxfaoit new features and boost
average revenue per user (ARPU). Reductions inatipgrcost can also be achieved
through avoidance of truck rolls, getting instatlatright first time, and being better

prepared at the call centre to reduce time spetit@phone with customers.

4.5 Strategies for Improving the Quality of StarTmes Pay TV Services
Having conducted the questionnaire survey that3taRVQUAL model dimensions

for measuring service quality in service businesdesnvisaged to finding the
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strategies for improving the StarTimes’ service liquaAs the findings in Section
4.2 indicates, StarTimes’s services have genelmbn described by its customers
are poor and therefore customer satisfaction lisvelw, especially in Arusha region.
The study went further to investigate pathwaysdaieving quality service delivery

by StarTimes and other pay TV services in Tanzania.

During the interviews and observations, it was ate@ that commitment for
improving service quality is there among StarTinsaff and management but there
is there is a general lack of monitoring the sexvgoality delivery in the company.
And this has been reported to be the case in mib&r ggay TV operators in
Tanzania. To resolve this, it was discovered thate is a need to adopt proactive
monitoring of the pay TV services delivery, in wiipay TV operators attempt to
identify problems before they occur and, where jbss preventing them from

happening in the first place.

Furthermore, | found from the interviews that ifstitannot be achieved by the pay
TV operator, proactive monitoring can at least midlmssible to warn customers in
advance of problems or acknowledge that there issare. Several operators, such as
DSTV which also operates in the Tanzania pay TVketarhave reported that the
mere act of owning up to a fault can improve custosatisfaction and even reduce
churn. Some operators feel monitoring still hashieir to go at the customer end of

the network, by obtaining more information relevamservice quality.

The study also found that for pay TV operators gahg proactive monitoring can

improve customer satisfaction and reduce churnjusdtby avoiding problems, but
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also because it allows customers to be warned wienmight occur. This can be
particularly valuable for new customers becauséhteg troubles, by their nature,
tend to occur early on and can cause loss of cendiel in the service before it has
had a chance to settle down. One of the particgpianthe study argued that the most
important innovations in the pay TV service qualdgay is the ability of the pay TV
operator to understand what the customer actualg,srather than just the state of
devices distributing services from a head end. TBtexTimes need to listen to what
customers say and want when it comes to provisibitsopay TV services in

Tanzania and other places of its market coveragfgeinvorld.

The overall outcome of the implementation of thetategies is expected to be
viewer satisfaction, which is actually customeisfattion with the pay TV services.
(Busterna, 1998) emphasizes that viewer satisfagsocanother important key for
service organizations in television broadcasting #nis also highly related with
service quality. As service quality improves, thesgbility of viewer satisfaction
increases. The study revealed that pay TV firmslneeneasure viewer satisfaction
and identify the factors that can help to shapénitrelation with service quality,

viewer satisfaction is another important key foy p& service providers.
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CHAPTER FIVE

SUMMARY, CONCLUSION AND RECOMMENDATIONS

5.1 Introduction

This chapter summarizes the findings and makesalusive remark on the whole
study. It is organized into four sections. Sectm@ provides a summary of the
research findings, while as Section 5.3 discudsesadnclusion of the study. Section
5.4 presents the recommendations of the study,Seution 5.5 highlights areas

suggested for further research.

5.2 Summary

The main objective of this study was to assess ctmalenges facing pay TV
operators in service quality delivery. And the stadiopted the case study design
using the Arusha branch of Star Media Tanzania tedhiStarTimes). The study
specifically focussed on assessing the performah&iarTimes against the service
guality measurement dimensions from the SERVQUALdebo identifying the
reasons for StarTimes’ poor pay TV services offgriidentifying areas of service
improvement and examining the level of customesatisfaction towards service

offered by the company.

In the process of identifying the reasons for paservice offering, the study
investigated the challenges that StarTimes faceshéndelivery of its pay TV

services to customers in Arusha region. Areas ofiees that need improvement
were also identified as well as the level of custshdissatisfaction with the quality

of service offered by StarTimes.
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5.2.1 The Challenges Faced by Pay TV Operators ire&ice Quality Delivery
Service Reliability

From the findings of this study, reliability is ored the challenging issues at
StarTimes as the company strives to deliver qupbty TV services to its customers.
A large percent of the respondents in the studgriladeclared their dissatisfaction
with the company’s quality of services. Specifigalthe participants argued that
StarTimes’ reliability as a pay TV service providefow. Customers have set higher
expectations on StarTimes’ pay TV service delivexlyability and the company is
struggling to meet these expectations. Hence, tladity of StarTimes services in

terms of reliability has been found to be poor.

Service tangibility

Large percent of respondents claimed that StarTisesices do not meet the

tangibility quality dimension. Nonetheless, if thempany has set low tangibility

standards, then customers will always be dissatisfiith this aspect of the service
quality, and this may impact the overall servicaldqy of the company’s services.

And the study found that the eventual effect wdagdreduction in subscribers as the
company will fail to retain its existing customensd will not manage to attract new

subscribers to its pay TV services.

Service responsiveness

On the service responsiveness dimension of semyudity measure, StarTimes
employees are very slow in responding to custoroemptaints, enquire and requests.
The study revealed that this may result into custsnmending up being frustrated

with the company’s services, and opt to go for isex/provided by competitors such
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as DSTV, Star TV, Ting and others. However, thexeraom for StarTimes to
improve on this quality dimension by setting higirnvice responsiveness standards

to meet customers’ expectations.

Service assurance

On service assurance quality dimension, the studyestigated StarTimes

competence, courtesy, credibility and security etspen pay TV service delivery.

Knowledge and courtesy behaviour employees towamdsomers, and their ability

to inspire trust and confidence were found to bengportant factor in determining

the quality of the company’'s services. Managemerdt amployee’s confidence

when handling customers’ issues was found to be &oeording to the survey

results. The study indicates that the majority efpondents (45%) had low
expectations on the assurance dimension of StasTipag TV services quality. This

means the company’s standards on service assummceot meet customers’

expectations, and hence the results on the quabkfysurement of StarTimes service

assurance shows poor performance.

Service empathy

In the study, the empathy dimension of service igualeasurement was taken as a
unique dimension in that it involves the abilitygat self in another’s shoes and the
ability to imagine what it might be like to experee what the other person is

experiencing. The management and employees of iBtasTwere therefore expected

to show quality in their handling of customer emgps, requests and complaints and
of course in all transactions. On the empathy serquality dimension, StarTimes

scored low levels in terms of the customers’ poinview. The study revealed the
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need for StarTimes employees to measure the qudlitiyeir services through their

own use the company’s pay TV services.

5.2.2 The Reasons for Poor Service Offering at Staimes

As the findings on StarTimes performance on itsiserquality delivery against the

SERVQUAL model dimensions, the company’s qualitysefvices has been rated as

low. The study found the following to be the reasfor the company’s poor quality

service delivery:

(i)

(ii)

(iii)

(iv)

(v)

StarTimes employees have performed poorly and dfaite deliver service
reliability especially when handling of customersqeiries, requests and
complaints.

The company’s management lacks innovativeness @edspg up pay TV
service delivery without compromising the othervgsx quality dimensions.
The duration to serve customers and deliver theices is critical to delivery
of quality services.

StarTimes is not accurate in giving informatiorctsstomers and keeping them
informed at all times.

The management and staff at StarTimes lack prafiesbsm and competence
in working with customers, and they lack courtesandling customers.

The company’s employees are reportedly not friemalgustomers and do not

show politeness and sympathy.

5.2.3 Areas of Service Improvement at StarTimes Argsha Branch

The study explored areas for improvement to inae¢ls quality of pay TV services

offered by StarTimes. The areas of improvement wdeatified with regard to the
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five dimensions of service quality measurement egiaied in the SERVQUAL
model. The identified areas of service quality ioy@ment for StarTimes are as

follows:

Reliability

The study found the need for StarTimes to be keeproviding reliable services to
its customers. Reliability is about the accuracyd @meliness in the service
provision. Real customer service problems were engdd during the study as |
observed long queues, which led to customers spgmduch more time before they

get services. StarTimes offices were sometimescoverded with customers.

Service Tangibility

The findings for service quality in all five-subnaiensions of service tangibility
indicated that customers’ expectations were highan the tangibility level offered
by StarTimes. And the question of customer satigfacwith service tangibility,
about 83 percent of all customers reported to bsatisfied. This indicates the need
for the company to improve the tangibility partitsf quality of the pay TV services

delivery.

Service Responsiveness

The study findings indicate that more than 50 parad all respondents strongly
agreed of the responsiveness dimension of quadityices delivery by StarTimes.
However, about 54 - 83 percent of the respondeats wot satisfied with the service
guality on the responsiveness dimension. Hencd i&tas, need to improve service

responsiveness by, for instance, employees beimgtpal on services delivery,
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responding timely to customer enquiries, and eng#syshould be attentive to

customer demands.

Service Assurance

The findings indicate that the majority of respamdge(more than 90%) had high
expectations on the assurance dimension. Howelerrdsults on the satisfaction
level with StarTimes services were low. Customemrewnot comfortable on
StarTimes employees’ professional conduct as tlest dare much on the quality of
interaction, responding to the needs of customansl they don’'t have enough

expertise in answering customers’ questions.

Service Empathy

Large percent of customers had high expectationshenempathy dimension of
service quality in assessing the performance ofT8tees services. Conversely, on
the part of customer satisfaction the number otarusrs that are dissatisfied with
the company’s services is high (about 79 percdm@refore, StarTimes should work
hard to ensure that employees provide individuatauer attention and should have
suitable working hours that accommodate customeonweniences. Furthermore,

there is need for employees to show personal cestoare.

5.3  Conclusion

The research questions were answered using fiverdimns of SERVQUAL model
such as reliability, responsiveness, tangibilitjpathy and assurance. However the
study used customer satisfaction scope to come itip the extent of customers’

dissatisfaction. In all dimensions the results asde@ that the large number of
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customers was dissatisfied with the service qualigfivery aspects StarTimes

Arusha branch.

The research on measuring service quality has éocpsmarily on how to meet or
exceed the external customer’'s expectations, asdvigaved service quality as a
measure of how the delivered service levels egaaonsumer’s expectations. This
study measuring service quality of StarTimes mastlydied on client expectation
and perception about the services on different firaensions. There are several
interesting conclusion and research implicatiorsswirfrom these results. One of the
primary causes of service quality design failurehis lack of understanding of the
evolving need and preferences of targeted custo8tar§imes may attempt to move
itself by reshuffle its service delivery systemeiohance the SERVQUAL items in

the areas of service quality.

Dimensions of SERVQUAL items such as solving thetamer problems, service
delivery on time, quick response to customer refjussfe transactions, personal
attention and understanding the needs of the custappear to be fertile areas for
future inquiry. The findings here gives the evider&tarTimes should take proper
steps to ensure the clients satisfaction on theivices through quick response,

reliable service, and giving assurance to fulfditrexpected requirements.

The study also indicated that that service quabtyan antecedent of customer
satisfaction. Poor interaction between the custoame pay TV service provider
have been identified the cause of customer satisfacPay TV service providers

have also lamented that customers are becoming amokenore demanding and lack
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tolerance with any shortfalls in the quality of \8ees offered by the pay TV

operators.

The study conclude that customers’ dissatisfaatiay have been due to the fact that
customers had set their service expectations vegly and StarTimes has set the
quality standard very low. Because customer satiigfn is something to do with the

perception after the services encounter, then Bte§ had not been in a position to

understand customers experience and adjust thiygseivice standards.

5.4  Recommendations

Having a large number of customers not satisfieth whe service quality has a
negative impact on company productivity, hences itacommended that StarTimes
work hard on five dimensions of service qualityhaghlighted in this study, and put
specific emphasis on sub dimensions that shows vpeaformance. The study
recommends that, knowing how consumers perceiwécseguality and being able to
measure service quality can benefit managemergrgice firms. Measuring service
quality can help management provide reliable da#h tan be used to monitor and
maintain improved service quality. Using the SERVAUmodel to assess service
quality enables management to better understandaheus dimensions and how
they affect service quality and customer satistectirhis will help them to identify

their strengths and weaknesses and thereby makesag improvements.

Developing customer satisfaction tools and guidaliwill be the first important step
towards improving service quality. Customers caraining is necessary for

StarTimes staff to enable hem handle well custoniersrder to StarTimes to know
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well how its customers perceive service qualitysihecessary to develop a client’s
communication and feedback mechanisms includingnigasuggestion boxes in all

units. Because StarTimes is working in a moderrdyatris recommended to adopt
modern working facilities including modern buildgygcomputers, and furniture and

hire modern and professional staff.

The study further recommends that StarTimes aneroffay TV operators in
Tanzania should improve performance on all the dsimns of service quality in
order to increase customer satisfaction since ecoasiexpect more than what they
are offering. This will enable them maintain higivél of competitiveness. General
implication to management of paid television sesiproviders is that they should
focus on all dimensions of service quality and meferts to improve them in order
to have better performance that would lead to higlegceived service quality and

customer satisfaction.

5.5  Suggested Areas for Further Research

The study has assessed provision of quality paysé@ivices and the challenges that
face pay TV operators in this regarding using Aeubhanch of StarTimes as a case
organization. The paid television services prosder Tanzania however comprise
of various other companies and firms located ireoHreas in the country. They may
differ in their way of management and have différeettings all together, and may

as well have different nature of TV services amuvgions.

Their customers and employees will have differearteptions regarding the quality

of pay TV services. As such, | recommend otheristutb be conducted as this will
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allow for generalization of the findings for alletlpay TV services in Tanzania and
hence pave way for new policies development toeyoikrsight and regulations that
ensure provision of quality TV services. Specifigal recommend a study that
should aim to explore service quality and perforogamf the pay TV service
providers Tanzania. A related comparative study tis area would also be

imperative.

The other suggested areas for further researchnia study that will focus on
understanding the customer-company relationshijpenpay TV service sector, and
also a study that uses a cross-sectional reseastgndshould be undertaken on all
TV operators irrespective of whether they providg pV services or not in order to
benchmark the standards for service quality in @ar@® and their respective
determinants. This is because, it seems in allsatha relationship between
customers and the company is not clear. And thighig in all service dimensions,

customers are reportedly not satisfied.

As indicated by the findings of this study, there ao clear practical relationship
and communication channels between customers aedctémpany. Once the
customer has purchased the service and acquiredetivece, the pay TV service
provider makes no initiative to follow up the cusir, understand his or her
consumption of the services nor does the serviogiger find the need to study
change in tastes and quality aspects in the semvasrg offered. | thus also
recommend a study that would result into developssgvice quality delivery

monitoring system by pay TV operators in Tanzaniactv would assist the service
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providers to engage into collection of informatithrat can be used for continuous

improvement in their pay TV services.
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APPENDIX

Appendix |: Questionnaire

A QUESTIONNAIRE TO MEASURE CUSTOMER SATISFACTION ON
SERVICE QUALITY PROVIDED BY STARTIMES IN ARUSHA

INSTRUCTIONS: This survey deals with your opinions of StarTimesices as
part of my MBA dissertation. If yatrongly agree with the statement, circle the
column under number 5. If yatrongly disagree with the statement circle the
column under number 1. If your feelings are nabisty circle one of the numbers i
the middle.

Service Reliability 1 2 3 4 5

StarTimes employees will perform according to the

agreements

StarTimes employees will show genuine concern in

solving service problems

StarTimes services are will be performed at exact

time

StarTimes will provide services at the time

guaranteed

StarTimes management will assure and maintain an

error free records

Service Tangibility at StarTimes, Arusha 1 2 3 |4 5

StarTimes will have modern looking equipment

(computers, vehicles, building)

StarTimes will have visually attractive physical

facilities (computers, vehicles, building)
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StarTimes employees will appear professional

StarTimes will have visually appealing materials

(publications etc)

Service Responsiveness at StarTimes, Arusha

45

StarTimes will provide information on when exactly

the services will be provided

StarTimes will provide punctual services

StarTimes employees will always be ready to help

—t

StarTimes employees will never very busy to reply

service demand

Service Assurance

StarTimes employees’ behaviour will inspires self-

confidence

StarTimes customers will feel safe in their intéi@ats

with employees

StarTimes employees will constantly be considerat

()

on customers’ needs

StarTimes employees will have the expertise to

answer customer questions

Service Empathy

StarTimes employees will provide individual custeme

attention

StarTimes will have suitable operating hours

StarTimes employees will provide individual care to

customers

StarTimes employees will have the best attention aof

the client at heart

STARTIMES employees will understand the

requirements of the customers
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Customer Satisfaction

StarTimes employees deliver reliable service

including handling well customers problems

StarTimes is thoughtful on the duration to serve

customers and deliver the services

StarTimes is accurate in giving information and

keeping customers informed

StarTimes has appealing facilities, employees are

professionals, and competent and treat customieys

fa

StarTimes employees are friendly, polite and

sympathetic




