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ABSTRACT
The general objective of this research study was to examine the effect of services cape on customer satisfaction at the Tanzania Telecommunication Corporation (TTCL). This research was guided by the following specific research objectives namely: To examine the relationships between customer satisfaction and services cape among the telecom service users at TTCL service centre, to examine the effects of facility exterior on customer satisfaction among the telecom service users at TTCL service centre, to examine the effects of facility interior on customer satisfaction at TTCL service centre, and to examine whether employee aesthetics affect customer satisfaction at TTCL. The research used descriptive research design. The sample size comprised of 394 customers. Stratified random sampling was used to select the sample size in which case simple random sampling was used to select respondents from stratum. Primary data was collected using questionnaires. Data analysis was done using Statistical Package for the Social Sciences (SPSS).The findings indicated that majority of the customers are satisfied with the external appearance of the corporation. It was recommended that the parking space should be taken into consideration since some of the customers were not satisfied with it because the current parking is not able to accommodate a lot of cars. It was also recommended that the TTCL staff follow a dress code which would be able to distinguish them from the rest of the customers.
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CHAPTER ONE

INTRODUCTION

1.1 Overview

This chapter covers the background to the study, statement of the research problem, research objectives, significant of the study, scope of the study and the organization of the study.
1.2 Background to the Study

Marketing as an academic discipline is relatively young having emerged in the early 19thCentury but in practice marketing has existed since time immemorial. However, ever since, the discipline has been explored and several other disciplines have been established under it. There are two major professional bodies of marketing who define marketing as follows. According to American Marketing Association (2013) marketing can be defined as the activity, set of institutions, and processes for creating, communicating, delivering, and exchanging offerings that have value for customers, clients, partners, and society at large. On the other hand, Chartered Institute of Marketing (2015, p. 2) defines marketing as, “the management process responsible for identifying, anticipating and satisfying customer requirements profitably.” One of the fathers of marketing management school of thought, Philip Kotler, defined marketing as “the set of human activities directed at facilitating and consummating exchanges” (Baker, 2016, p.8).

In addition, Kotler Marketing Group (2017) defines marketing as the science and art of exploring, creating, and delivering value to satisfy the needs of a target market at a profit. Marketing as a discipline can be broken down into various sub disciplines for example, advertising, branding, direct marketing, market research, service marketing, sales management and support among others. Service marketing typically involves all the marketing efforts directed towards the sale of a service rather than a tangible product. According to Waler (2010, p. 5) a service is “any activity of benefit that one party can offer to another that is essentially intangible and does not result in the ownership of anything. Its production may or may not be tied to a physical product.

Furthermore Waler (2010, p. 5) defines a service as “a process consisting of a series of more or less intangible activities that normally, but not necessarily always, take place in Interaction between the customer and service employees which provide solutions to customer problems.” According to Marketing-Schools (2012) service marketing is a broad category of marketing strategies which focuses on selling anything which is not a physical product. It applies specifically to the service industry and appreciates the uniqueness and intangibility of services at large.

Services marketing may as well be branched into other sub disciplines. One of the sub disciplines of service marketing is referred to as services cape. Ferrera (2015, p. 19) defines services cape as “the environment in which a service is delivered and in which the firm and the customer interact, and any tangible commodities that facilitate performance or communication of the service.” According to Ishaq, Bhutta, Hamayun, Danish, & Hussain (2014, p. 166) “services cape is designed to facilitate productivity rise, service encounter, reduce service failure and improve service delivery process.” According to Verma (2012) physical evidence that is associated with the firm’s physical facility known as servicescape can be divided into certain variables. The two main variables include facility exterior and facility interior. Facility exterior is the external part of the service and includes elements such as exterior design, signage, parking, and landscape. On the other hand, facility interior is the internal part of the facility and includes elements such as interior design, equipment, inside signage, layout, air quality and temperature. Other evidence elements associated with a service includes business cards, stationery, billing statements, employee appearance, dress, uniforms, brochures, and their websites.

A lot of focus has been put on employees and a new term has been put forward called “aesthetic labor”. Nickson, Warhurst, & Dutton (2005) explain that employees are now expected to not only demonstrate “soft skills” in regards to their attitude but also should have the ability to “look good” and “sound right” which are referred to as the aesthetics skills and from which the term “aesthetic labor” has been derived. Dudovskiy (2012) define customer satisfaction as the person’s feeling of pleasure or disappointment which results from comparing a product’s perceived performance or outcome against expectations. 
The customers set certain expectations towards products and services. If the performance of the product or service exceeds their expectations then they are said to be satisfied. Hill, Brierley, & MacDougall (2017, p. 7) further illustrates on the matter of customer satisfaction stating that “customer satisfaction is a measure of how your organization’s ‘total product’ performs in relation to a set of customer requirements.” The marketplace has become more competitive than ever and in order for businesses to compete for customers, customer satisfaction has been recognized as a key differentiator. It has also increasingly become a key element of business strategy (Felix, 2017).

In the service industry, intangibility of a service makes it important for organizations to look for other tangible ways which can be used to satisfy customers. One of the ways of doing so is through the services cape. One of the famous scholars who thoroughly explored the effect of services cape on customers and employees was Mary Jo Bitner. According to Bitner (1992) managers plan and control the organization’s physical environment but the effect of specific designs on the ultimate users is still not fully understood. Furthermore, the effect of this physical surrounding to create an image for the firm and to influence behavior is more obvious in service organizations since in these firms the service is produced and consumed simultaneously for example hotels, restaurants, health clinics, hospitals, banks, airlines and schools. It is also evident that consumers tend to look for cues in order to be able to have an idea about the quality of the service based on the physical surrounding.

There is evidence of a lot of research done on services cape in the hospitality industry all around the world. However, not much has been researched on telecommunication industry and how their services cape affects the satisfaction of the customers. Lin &Chiu (2012) explain that over time communication services and architecture has changed from collection-centered to user-centered. Even though technology has greatly changed the channels of acquiring information, users still consistently demand the physical telecommunication space. Related research indicated that the design and ambiance of services cape affect the user intent and attitude towards the telecommunication’ physical space. With increase in demand for more sophisticated and well-designed telecom utilities, it is important to establish what servicescape factors affect the satisfaction of the users in such an environment.

Furthermore, research was carried out by Mamahit (2017) which included 346 respondents of a college library and their opinions based on five services cape factors including cleanliness and comfortable facilities, aesthetic facilities, accessibility to layout, facility appearance and functionality of facilities. The research concluded that in order to attract visitors to the library it must be supported by attractive interior design, furniture and interesting colors. Furthermore, the aspect of space and the exterior of the library are considered important factors. The equipment used should also be modern and visually attractive and the overall facilities need to support the physical appearance of a library. 
In Tanzania, in regards to servicescape a study was conducted by Kimei (2014) and Laura (2017) both studied the physical environment of different restaurants. Both the research studies concluded a significant effect of servicescape factors on customer satisfaction. Furthermore a study was also carried out by Vivian (2017) on supermarket ambience and its effect on customer satisfaction. The research included a sample of 336 customers and 31 branch managers of Nakumatt, Naivas and Choppies (Uchumi). The study established that supermarket ambience had a statistically significant influence on customer satisfaction in these supermarkets. Among the factors of servicescape, enough space for air circulation, spacious aisles, hygiene factors and background music were top priority to the management.
1.3 Statement of the Research Problem

According to the Fall (2010), with the increase in users comes the demand to satisfy their needs. This need not only involves the sources of the information per se but also the physical structure and layout of the library and the comfort that students derive from it which can be described as the servicescape of the library. The effect of servicescape on customers has been studied by various authors. 
Yavetz-Vilnai and Gilboa (2010) carried out a study in Israel on restaurants and fast food counters revealed that there is a positive relationship between the cleanliness of a servicescape and feelings of pleasure and trust. Another study was carried out by Lin and Mattila (2010) in a Japanese restaurant whose results revealed that both the servicescape and the service encounter influence pleasure and satisfaction. A study was also carried out by Amaranota and Chanin (2016) in Suvarnabhumi International Airport, Thailand. The service performance and servicescape had positive influence on customer satisfaction. 
Research was also carried out by Mamahit (2017) which included 346 respondents of a college library and their opinions based on five servicescape factors including cleanliness and comfortable facilities, aesthetic facilities, accessibility to layout, facility appearance and functionality of facilities. The research concluded that in order to attract visitors to the library it must be supported by attractive interior design, furniture and interesting colors.

In Tanzania, research concerning servicescape has been carried out by Vivian (2017) on supermarket ambience and its effect on customer satisfaction. The study established that supermarket ambience had a statistically significant influence on customer satisfaction in these supermarkets. According to Otike (2004) Tanzanian libraries appear to have made great strides in the recent past and this has been evident for the Tanganyika library as well. Most of the studies, as cited above, established a relationship between servicescape and the satisfaction of customers. There has been no research on how the entire mix of servicescape elements affects customer satisfaction. Studies have been done in various service industries around the world; however, there have been none which have captured the servicescape of telecommunication industry in Tanzania. Arising from this gap, therefore, was the focus of the study which is on the effects that servicescape has on customer satisfaction in Tanzania Telecommunication Corporation Limited (TTCL) in Dar es Salaam.
1.4 Research Objectives

1.4.1 General Objective

The general objective of the study was to examine the effect of servicescape on customer satisfaction in Tanzania Telecommunication Corporation Limited (TTCL).
1.4.2 Specific Objectives

The study will be guided by the following objectives:- 

i. To examine the relationships between customer satisfaction and servicescape among the telecom service users at TTCL service centre.

ii. To examine the effects of facility exterior on customer satisfaction among the telecom service users at TTCL service centre.
iii. ii. To examine the effects of facility interior on customer satisfaction among the telecom service users at TTCL service centre.

iv. To examine whether employee aesthetics affect customer satisfaction at TTCL.
1.5 Research Questions

i. Is there a relationship between customer satisfaction and servicescape among the telecom service users at TTCL service centre?

ii. What are the effects of facility exterior on customer satisfaction at TTCL?
iii. What are the effects of facility interior on customer satisfaction at TTCL?

iv. Do employee aesthetics affect customer satisfaction at TTCL?
1.6 Significance of the Study

The study will be of benefit to the following:

Telecommunication Companies: Communication companies will benefit from this research because it will help them establish which elements of the servicescape affect the customers the most and this will help them make decisions on the overall design and the feel of their companies. Such a study would help these companies enjoy competitive advantage through designing their firms that better suit the tastes of their users
Customer: Customers, in this communication users, will also benefit from this study as the overall results of the research will help address their tastes and preferences which may eventually lead to telecommunication companies be designed in a manner that the users desire.
1.7 The Scope of the Study

The study aimed at examining the effect of servicescape on customer satisfaction in Tanzania Telecommunication Corporation (TTCL).The study covered customers in three districts of Dar es Salaam region. The study covered six months.
1.8 Organization of the Study

This dissertation is organized in to five chapters: The first chapter has presented the introduction, background of the study, statement of the problem, objective of the study, specific objectives, research questions, significance and the scope of the study. The second chapter presents literature reviews, and conceptual framework that underlines this study and literature. Third chapter present research methodologies, which include: research design, research sample, sampling procedure, data collection technique and data analysis technique. Chapter four present the findings, analysis and discussion of the finding. Chapter five deal with conclusion and recommendation.
CHAPTER TWO

LITERATURE REVIEW

2.1 Overview
This chapter discusses and review literature based on the three specific objectives of the study. The chapter focuses on the views and thoughts by different authors on the subject matter of servicescape. The review is based on the variables of servicescape that affect customer satisfaction namely facility interior, facility exterior and employee aesthetics. The literature was derived from various sources including books, journals, reports and the internet. Each of the specific objectives has been reviewed as follows.
2.2 Definition of Key Terms

The following is the definition of key terms in a study
2.2.1 Customer Satisfaction

Customer satisfaction is the person’s feeling of pleasure or disappointment which results from comparing a product’s perceived performance or outcome against expectations (Kotler & Armstrong, 2010).
2.2.2 Employee Aesthetics

Employee aesthetics is the aesthetics skills which employees are expected to have which not only demonstrate “soft skills” in regards to their attitude but the ability to “look good” and “sound right” (Nickson, Warhurst, & Dutton 2005).
2.2.3 Facility Exterior

Facility exterior is the external part of the service and includes elements such as exterior design, signage, parking, and landscape (Verma 2012).

2.2.4 Facility Interior

Facility interior is the internal part of the facility and includes elements such as interior design, equipment, inside signage, layout, air quality and temperature (Verma 2012).

2.2.5 Servicescape

Servicescape is the environment in which a service is delivered and in which the firm and the customer interact, and any tangible commodities that facilitate performance or communication of the service (Zeithaml, Bitner, &Gremier, 2009).
2.3 Theoretical Literature Review

2.3.1 Social Exchange Theory
Social exchange theory is one of the most important and used theories in social behavior. Homans defines the Concept of Social exchange by indicating that social behavior is an exchange of tangible or intangible goods between the individual behavior of actors in the interactions and revolving around cost and benefits in a reciprocal reinforcement manner (Homans, 1958).Meanwhile, Lau (1964) refers to social exchange as a relational exchange that generates an expectation of a future return by an actor from another party(Blau, 1964).
Apart from that, Blau and Emerson(Blau, 1964; Erneson, 1976) opine that social exchange involves sequential transactions among interacting parties where resources are exchanged reciprocally but are influenced by the power and dependency of relationships, as well as the social norms in the noneconomic social contexts (Cropanzano,2005). However, building on the reciprocity process of social exchange, an actor feels obliged to repay good deeds to whom they have received from (Couldner,1960). It has been one of the most influential concepts in understanding workplace behavior, for instance, organizational citizenship behavior (OCB) (Cropanzano, 2005; Couldner,1960) . Extending this view on the service encounter domain, interactions between service workers and tourists, as well as among tourists, will tend to influence the tourists ‘exchange behaviors in a service consumption(i.e., customer citizenship behaviors) (Boveet al,2009)(i.e., service loyalty). In fact, satisfied employees reciprocate by showing citizenship behavior in organization settings (Konovsky,1994) whilst satisfied customers are more inclined to exhibit citizenship behavior in service provisions (Anaza (2014).
2.3.2 Service-Dominant Logic (S-D Logic) Theory
Service-dominant logic (S-D Logic) theory is the dominant theory in the service sectors. Service dominant logic is viewed as a paradigm shift in marketing management institution, which illuminates this evolution from good-cantered view which is deliberately more transactional in nature to a central service view that is assertively relational in the economic exchanges (Vargo, 2008). S-D logic regards customers, suppliers, firms, and other stakeholders as operant resources and this ropes the idea    of active roles played by customers as collaborative partners (co-creator) to create values with the organizations (Vargo,2008). 
Besides, the logic points that operant resources (i.e., knowledge and skills) which are employed to act on operand resources (i.e., physical resources on which an operation or act is performed to produce an effect to create values for mutual benefits of the actors (Akaka and Vargo, 2015).  In line with the concept, the integration of physical environments and social elements in the service experiences by the interacting actors to co-create value and generates strategic benefits. The recent development of S-D logic scrutinizes the underlying social context of service-for-service exchange within the networks of stakeholders (actors) to redirect the value as “value-in-context” (Sierra, 2005) and “value-in-social-context”. 
Similarly, Akaka and Vargo (2015) address the importance of social institutions in the service context and depicting the value co-creation in abroad errand dynamic service ecosystem approach. Authors regard that interaction of the actors is influenced by social norms, social structures, symbols, meanings, and socio-historical aspects that will influence experience, which makes the value creation phenomenological determined (Vargo, 2008). Thus, the current study intends to apply the social exchange theory and service-dominant logic (S-D Logic) in order to underpin and explain the research model in a better way.
2.4 Effect of Facility Exterior on Customer Satisfaction

There exist many thoughts about customer satisfaction. Kotler and Armstrong (2010) define customer satisfaction as the person’s feeling of pleasure or disappointment which results from comparing a product’s perceived performance or outcome against expectations. The customers set certain expectations towards products and services. If the performance of the product or service exceeds their expectations then they are said to be satisfied. Hill, Brierley and MacDougall (2017, p. 7), further illustrates on the matter of customer satisfaction stating that “customer satisfaction is a measure of how your organization’s ‘total product’ performs in relation to a set of customer requirements.” The marketplace has become more competitive than ever and in order for businesses to compete for customers, customer satisfaction has been recognized as a key differentiator and has increasingly become a key element of business strategy (Felix, 2017). In the service industry, intangibility of a service makes it important for organizations to look for other tangible ways which can be used to satisfy customers. One of the ways of doing so is through the servicescape.

Servicescape is crucial in service industries. According to Zeithaml, Bitner and Gremier (2009) servicescape is the environment in which a service is delivered and in which the firm and the customer interact, and any tangible commodities that facilitate performance or communication of the service. The findings of Rosenbaum and Massiah (2011) state that a servicescape comprises not only objective, measurable, and managerially controllable stimuli but also subjective, immeasurable, and often managerially uncontrollable social, symbolic, and natural stimuli, which all influence customer approach/avoidance decisions and social interaction behaviors.

The servicescape comprises the physical evidence. According to Verma (2012) this physical evidence can be broken down into three main categories namely facility exterior, facility interior and other evidence elements. Facility exterior is described as the external part of the service which is visible from the outside. Its elements include exterior design, signage, parking landscaping and surrounding environment. The strategic role of the servicescape will vary from one service to another in that in services where customer contact lasts for longer period the servicescape assumes an important role for example hospitals, airlines, hotels and banks. 
On the other hand, in services where customer contact is limited the servicescape becomes of lesser importance, for example, drycleaners, insurance, or branchless banking and courier services. Zeithmal, Bitner and Gremier (2009, p. 314) further states that “web pages and virtual servicescape conveyed over the internet are more recent forms of physical evidence that companies can use to communicate about the service experience, making services more tangible for customers both before and after purchase.”
2.4.1 Surrounding Environment and Parking

A study was carried out to determine effect of external appearance. Githiri (2017) did a study on restaurants in Nairobi and Coastal region of Kenya sampled 345 customers. The results revealed that most of the respondents were dissatisfied with the external appearance of the restaurant. It is further stated that the exterior usually tends to provide the first impression to a customer. Parking space has also been considered important and the fact that the restaurants studied in the research were located in the city center between old commercial buildings with limited or no parking spots made customers dissatisfied. This reflects the importance of facility exterior to customers in the restaurant industry. 
Furthermore the study showed a positive correlation between physical environment and customers’ return intention hence the external appearance also plays a huge role in customer retention. On the contrary a study was conducted by Naik, Gantasala and Prabhakar (2010) at retail units in the South Indian state of Andhra Pradesh. The study concluded that customers have highest expectation towards the promptness of the study and accuracy of transaction, however, have low expectation towards cleanliness and availability of parking spaces. The conclusion is in contrast with the study carried out by Githiri (2017) in which parking space was considered an important factor. Another study was conducted by Wall and Berry (2007) in a restaurant setting using a sample of 200 respondents.

The study focused on determining what is more important to customers – the behavior of employees or the surrounding environment in which the service is performed. The study concluded that in the final assessment of the restaurant’s service, employee behavior was given more importance than the surrounding environment. A similar result was seen by the study conducted by Naik, Gantasala and Prabhakar (2010) in which the parking space, which is an aspect of surrounding environment, was not considered as important. Another study carried out by Ryu and Jang (2007) on upscale restaurants revealed a different result from the ones discussed above. 
The results of the study revealed a causal relationship between customers’ quality perceptions of physical environment and the emotional states.The linkage between aesthetics and pleasure was seen significant. However, the linkage between facility aesthetics and arousal was not significant. The study concluded that ambience is the most influential factor towards customers’ pleasure and arousal followed by the employee characteristics. The results of this study differ from that conducted by (Wall & Berry, 2007).

2.4.2 Exterior Design

Studies in regards to exterior have been carried out by different authors. Ryu and Han (2011) carried out in restaurants in Korea revealed that among the six physical environmental dimensions, facility aesthetics most significantly influenced customer experience. Furthermore, the importance of facility aesthetics is stressed as it is what differentiates an upscale restaurant from its competition. This study further highlighted the importance of facility exterior in restaurants. Research conducted by Lin (2004), revealed that in hotels, both the exterior and interior design play a major role.

It is important in reflecting the style and image of its physical environment. Both of these are responsible and influence the customer evaluation of the hotel. Furthermore, it is suggested that when conducting research on servicescape one must incorporate the exterior elements and the overall flow and design inclusive of both exterior and interior Components. Both the research studies by Isiaka and Olaide (2013) and Lin (2004) agree with each other in terms of improving environments of libraries and hotels in order to improve on its services because the external design cues help the customers to anticipate the quality of service that they would be able to derive. Color and external landscape are components that are key in external physical design and are discussed as below.
2.4.3 Color, Signposts and Landscape

A research study conducted by Yuksel (2009) in Aydin, Turkey. The study was conducted on shopping stores located in high tourist zones. A total of 350 respondents were sampled. The study states that the exterior of store usually generates first impressions and that these impressions affect the shoppers’ inferences towards the service quality of a store which could alter shopping behaviors. The research included a contrast between blue and orange exteriors of stores. The results stated that blue-colored exteriors were reported more favorable for customers rather than orange. Customer found the blue color more attractive and pleasant. This result was seen to be similar compared to previous studies conducted by Whitfield and Wiltshire (1990) who suggested a decreasing order of liking as: blue, green, purple, red, orange, and yellow. 
Research carried out on hotel atmosphere. Emir (2016) administered 650 questionnaires to German tourists in Antalya. The research was conducted on hotel atmosphere and the results revealed a statistically significant relationship between the internal and external components of a hotel atmosphere. This relationship was strongest for the nice music played, landscape arrangements and short waiting times during registration. The conclusion on landscape was in line with Kozak (2014) who states that external factors are important in creating the desired service atmosphere and includes factors such as signposts, parks, landscape and surroundings. 
The research by Emir (2016 also catered for the element of adequate signposts at the hotel, however, this element does not affect customers as much as the landscape. This was in contrast to Aksu and Bozok (2012) whose research stated that tourists’ expectations of hotels are highly influenced by external factors such as signposts, height of the building, location, proximity to other hotels, architectural structure, colors used on the façade and the ease of entrance in creating an ideal service atmosphere. In Kenya, research was carried on restaurants. Githiri (2017) researched in Nairobi and Coastal regions. In relation to external environment, the results of the study state that majority of the respondents were dissatisfied with the external appearance of restaurant’s environment which affected the customers return intention. Hence managers are suggested to improve external appearance of restaurants. Similar results were seen in research conducted by Kirirma, Makopondo and Mutungi (2017) on hotels located within Nairobi County. The results indicated that external hotel design features greatly influenced hotel choice as indicated by the majority of the respondents. Furthermore, hotel shape was the highest influencer of hotel attractiveness followed by the material used and lastly the color of the hotel.

Research was carried out in the banking sector by Auka, Bosire and Matern (2013) which collected data from 384 customers of commercial banks. The study examined effect of service quality dimensions on customer loyalty to the providers of retail banking services. In regards to tangibility the results indicated that tangibility and customer loyalty are positively correlated with each other and that customers often look for tangibles that may be used as indicators of the service quality. Similar results were seen of research carried out by Lai (2004) in which tangibility is positively related to customer loyalty. 
Various studies, as cited above, have discovered the influence of elements of facility exterior on service industries such as restaurants, hotels and banks. However, the studies focus on some of the elements of servicescape such as the interior and exterior but leave out other factors such as employees aesthetics. Furthermore, there has been little research on the totality of all the elements of facility exterior on customer satisfaction. In addition, there have been no studies which study the effect of the same in a library environment in Kenya. Majority of the research conducted regarding servicescape in Kenya has dwelled upon the hospitality industry for example Githiri (2017) and Kirirma, Makopondo and Mutungi (2017). Arising from this gap in lack of research conducted on servicescape of libraries, therefore, was the first specific objective of this study which was to determine the extent to which facility exterior affects customer satisfaction in USIU-A library in Kenya.
2.4.4 Effects of Facility Interior on Customer Satisfaction

As mentioned previously, servicescape elements include facility exterior, facility interior and other tangibles. Facility interior has been widely discussed and researched on by various authors. According to Hoffman and Bateson (2017) facility interior of the service facility includes the interior design, equipment, signage, layout, air quality and temperature that is used to service customers. For service industry this becomes critical as the elements improve the experience of customers within the facility. Bell (2008) explains that the customer’s experience with a service is influenced by both performance which is the functionality of the service and the physical cues which are the elements mentioned above. Furthermore, firms tend to purposefully manipulate the facility interior in order to create a positive service environment which encourages customer satisfaction.

2.4.5 Interior Design

Several studies have been conducted on various service industries observing the effect of some of these elements on customer satisfaction and their perception towards service quality. According to a study carried out by Costello (2014) interior design is key in restaurants. The study was carried out a casual dining restaurant in Savannah, Georgia. It states that the interior design of the facility has the ability to not only increase customer service but also leads to increase in restaurant revenue. According to Costello (2014, p. 11) “the results of a survey of 153 restaurants show that environmental cues such as layout, music, lighting, and color significantly affect meal duration and table turns” in restaurants. Furthermore, layout (open kitchen) had the highest impact on decreasing table duration which in turn increases customer satisfaction. 
Research on interior design and its effect on customer loyalty was also conducted by Hye- Kyoung and Park (2015). The study was carried out on the in-flight physical environment and its effect on perceived quality and customer loyalty. The findings indicated that physical environment factors such as spatiality, amenity, aesthetics and entertainingness have a positive impact on perceived quality which in turn has a positive impact on satisfaction. The study showed that facility interior is important not only for the hospitality industry but also in the airplane industry. 
Amaranota and Chanin (2016) also conducted research in the airline industry and focused on airline service performance and servicescape and their influences on customer satisfaction. In regards to interior design, attributes such as design, layout, equipment and décor were considered. The findings revealed a positive relationship between interior design as an element of servicescape and customer satisfaction at Suvarnabhumi International Airport. Therefore, both the studies as conducted by Hye-Kyoung and Park (2015) and Amaranota and Chanin (2016) showed similar findings in the airline industry.

2.4.6 Physical Environment and Equipment

Another study carried out by Pecotic, Bazdan and Samardzija (2014) in the Dubrovnik area in a restaurant on 106 respondents. It states that physical environment of the restaurant has a great influence on the image of the restaurant and can positively or negatively affect customer perception of the restaurant and its services. The results of the study showed that majority of the respondents’ preferred warm colors for the interior and medium spacing between tables. Furthermore, furniture comfort, ambient light and layout of the restaurant were considered as an important part of the interior design and elements which affect customer satisfaction. 
A similar study was conducted by Alsaqre (2011) on hotels located in Al-Ladhiqiyah, Syria on 209 customers also reflects the importance of facility interior on customer satisfaction. The study was carried out on customers who stayed overnight at hotels in the coastal city. The research revealed that design, equipment and ambient conditions are high contributors to the overall perceived service quality with the hotel design being having the strongest influence on customers. The regression analysis further revealed a strong relationship between design equipment and ambient conditions and customer loyalty. Both these studies had findings that revealed similar results

2.4.7 Layout, Ambient Conditions, Color and Signage

Ambient conditions are key in servicescape. Duong (2016) also conducted a research on approximately 300 respondents from different areas in Queensland and New South Wales, Australia. The study was conducted on supermarkets. The main store environment factors included ambience, physical design and social factors. Statistical tests on the findings revealed that music, lighting, assortment, employees influenced customer satisfaction positively. However, scent, layout, interior design and other customers’ factors had no influence on customer satisfaction. Similar study was also conducted by Vivian (2017) on retail supermarkets in Kenya. The study included a sample of 224 respondents and looked at aspects such as cleanliness, space, attractiveness and a friendly environment. The findings indicated a positive relationship between the servicescape elements and customer satisfaction. Both the studies in the supermarkets, therefore, had similar conclusions.

Ambient conditions can be defined in various ways. According to Bitner (1992) as stated by Jysma (2012), ambient conditions could be considered as those conditions that influence the five physiological senses of touch, smell, vision, taste and sounds, including other factors such as color, lighting, flavor, background noise and texture. Signs, symbols, and artifacts could be perceived as signage in a space, design and personal attributes of the people in the premises. Space would define the physical environment of a hotel premises.

Furthermore Kotler (1973, 54) as stated by Costello (2014) also describes that architecture, interior design and window decoration play an important role in the client’s loyalty. The research conducted by Costello (2014) on Haven Hotel, Helsinki concluded that in luxury boutique hotels customers’ expected perfect and unique atmosphere and service. Furthermore the physical environment could be the best instrument to attract customers and satisfy them according to their expectations resulting in constant loyalty. A research was conducted in hotel bars in order to determine how ambience is linked to services capes. 
Lin (2010) study involved 127 subjects and concluded that bar service providers should adopt unique colors and music to enhance customers’ arousal level which in turn will moderate the customer satisfaction evaluation. Furthermore, right colors and color combinations will stimulate individuals in any given environment such as hotel bars.

The type of music and the volume of the music would also present as important stimulators. A similar study was conducted in hotel lobbies. Countryman and Jang (2006) examined the atmospheric elements of color, lighting, layout, style and furnishings that make up the physical environment of a hotel lobby. Similar studies indicated a positive impact of these elements on guests’ perceptions and impressions of the hotel. In this study, color, lighting and style were significantly related to overall impression of the hotel lobby and color was the most significant among the three elements. The research by Lin (2010) and Countryman and Jang (2006), both conducted on hotels, have similar findings in that both concluded color as a significant element that stimulates the customer and affects their perception and satisfaction.

Another study regarding ambience was conducted in a restaurant set up by Bhatia (2003) whose purpose was to identify the effects of interior elements on human behavior. The elements tested included color and light. The study concluded the use of colors like orange and red appropriate for restaurant interior as they create an appetizing environment. This result is very different from the study conducted by Yuksel (2009) on retail stores whose results stated that blue-colored exteriors were reported more favorable for customers rather than orange. It can be seen that color preference differs depending on the context In regards to layout research has also been done. Research on spatial layout and customer patronage has also been studied by Ogbuji, Onuoha and Abdul (2016) on cinema firms in Nigeria. 
The study involved 375 respondents and the findings revealed that spatial layout should be considered as a critical marketing factor in setting up cinema environment. The results showed a significant relationship between facility layout and design and customer satisfaction. A similar study in the cinema industry was carried out by Park and Ham (2016) on seven theatres located in Seoul. The findings indicated that theatre type and circulation systems influence on the relationship and characteristics of each space and that the composition of space is important for revenue generation as it directly affects customer convenience. The results of the both the studies portrayed similar results.

2.4.8 Air Quality, Temperature and Noise

Apart from design and layout, air and temperature also play an important role. This was shown by a study conducted on Debonairs pizza outlets in Botswana on a sample of 81 customers. It is stated by Chiguvi (2017) that if temperature levels in a restaurant are not satisfying, customers are likely to change the dining place and look for another restaurant. Restaurants tend to provide uniform indoor temperatures and humidity levels through air conditioning. The study tested the impact of ambient conditions on customer satisfaction in restaurant industry and the results revealed that there is positive relationship between scents, lighting and ambient temperature and customer satisfaction. 
A similar research was also carried out by Mirani and Farahani (2014) on family chain restaurants of Narenjestan. The study included 338 customers who dine-in at family chain restaurants. The findings of this study indicated that interior lighting had the most important effect on customer satisfaction. This was followed by other factors such as air quality/ temperature, layout, interior design, equipment, music, scent and interior signage. Furthermore, customers rely on tangible cues to evaluate services before purchase and to assess their satisfaction during and after consumption hence managers should consider these and use architectural techniques to make good designs and captivate the customers at the first sight. The findings of both the studies by Chiguvi (2017) and Mirani and Farahani (2014) revealed similar results.

Research done by (Kamau, 2014) on Kenyan restaurants also revealed similar findings in the restaurants studied. Majority of the customers were satisfied with the air quality and temperature and restaurant owners should, therefore, make sure there is ample of fresh air in restaurants by having enough windows and air conditioners which can also be used to adjust the temperatures inside the restaurant.In regards to the noise levels a study was carried out by Peterson (2013) on the developing role of the university library as a student learning center and the implications to the interior spaces within. 
The research was carried out on a main library in Midwestern University. The student survey results revealed that students value the library as a study space. The main reason respondents choose to study in a library is for quiet study space together with comfortable study environment. A similar study on libraries was conducted by Abbasi, Tucker, Fisher and Gerrity (2014) on university of Queensland libraries. The study was conducted on 1,505 students and the findings revealed that qualities of physical spaces were ranked as the third most significant category as to reasons why students prefer certain library buildings over others. It also revealed that design of spaces and furniture can have a significant effect on students’ learning experiences. Both the studies by Peterson (2013) and Abbasi et al (2014) revealed the importance of library ambience for the users and their satisfaction.

2.5 Effects of Employee Aesthetics on Customer Satisfaction

The servicescape forms an integral part of physical evidence in service industry. According to Brink and Berndt (2008) the “actual physical facility where the service is performed, delivered and consumed is referred to as the servicescape.” The servicescape varies depending on the type of service transmitted to the consumers. For example for Disney, the servicescape would be Disney World itself since it can be considered as the stage where everything happens. On the other hand for Deacons the actual store facility would be the servicescape where the service is experienced by consumers. The most common elements of servicescape stated by various authors are facility interior and facility exterior. Other elements are usually grouped under the heading “other tangibles”. This category includes various sub-elements. According to Hoffman and Bateson (2017), other tangibles include other items that are part of the firm’s physical evidence, for example, business cards, stationery, billing statements, reports, employee appearance, uniforms, websites and brochures.

The focus of this study remains on the sub element of employee appearance and uniforms. A holistic term for this has now been referred to as “labor aesthetics”. There has-been very little research done on this aspect as it is still new and not been fully explored. According to Nickson, Warhurst and Dutton (2005), the employees are now expected tonot only demonstrate “soft skills” in regards to their attitude but also should have the ability to “look good” and “sound right” which are referred to as the aesthetics skills and from which the term “aesthetic labor” has been derived. An article posted on UK Essays (2017), the meaning of skills has become broader than in the past wherein the past it referred to the technical know-how, at present, it includes social and aesthetic skills where aesthetic skills refer to the appearance, accent and deportment.
The term “aesthetic skills” emerged due to the structural shift in employment. The industrial shift from manufacturing to service sector has led to the need for employees to be more customers oriented. This has been more evident in retail and hospitality industry. Nickson et al (2003) as stated by an article posted on UK Essays (2017) describes aesthetic skills as attributes possessed by an individual at the point of entry into an organization. This includes looking good, sounding right, body shape and composure. Furthermore it is emphasized that although physical aspect of the service like facility exterior and interior are essential, the attitude and the makeup of employees create a good image in the eyes of the consumers.

2.5.1 Employee Uniform and Dress

Uniform and dress are crucial elements of appearance. A study carried out by Tu, Yeh, Chuang, Chen and Hu (2011) on employees working at the front office department in four hotels in Southern California expressed the importance of employee uniform. The study was conducted on 83 customers and 65 employees. The study concluded that employee uniform not only enhances employee job satisfaction but also the manner in which customers perceive their performance which affects the satisfaction derived from the service. It was also suggested that employee uniform may also affect a hotel’s long-term business profit. Similar study has been conducted by Malakwen (2015) in a hotel that studies the attire of employees and productivity. The research states increasing customer satisfaction may be achieved by culturally modified uniform for staff and that there is a direct correlation between employee satisfaction and customer satisfaction. In the hotel under research attires affected employee productivity which in turn affected customer satisfaction and the hotel ensured employees are provided uniforms unique to all outlets and provided uniforms in accordance to the religious and cultural backgrounds of the staff. Both the studies have similar findings.

Various other authors have studied on employee uniforms. Nelson and Bowen (2000) carried out a research on employee uniforms effect on employee satisfaction. The study emphasized that uniforms play an important role in establishing brand identity in hotels. It states that hospitality industry employees should wear uniforms as these affect employees’ attitudes. These attitudes then certainly affect customer satisfaction. The research was conducted on 201 employees at Las Vegas casino resorts and the findings indicate a significant relationship between uniform design and employee attitudes. This attitude in turn affects customer satisfaction. The study suggested the employees should be consulted during uniform selection. The results of this research are similar to those conducted by Tu et al (2011) and Malakwen (2015).

In hotels research has also been done. Tu (2010) investigated how different styles of uniforms affect customers’ perception of the hotel image and how it impacts employees’ self-perception. The results indicated a significant relationship between uniform and employee job performance. Furthermore, there existed a significant relationship between different styles of uniform and customers’ perceptions of employee performance. This study reflects similar findings as Nelson and Bowen (2000) who discovered that appearance is a powerful design component that helps create an impression.
One of the aspects is clothing which involves the color, material, fit and conspicuousness which refers to the extent to which the dress of members stands out from the nonmembers. Jysma (2012 studied the boutique hotel named Haven. The focus of the study was to examine the physical environment of the hotel and its impact on customer satisfaction and loyalty. It also examined the employees’ uniform and appearance as a part of the physical environment. Uniforms ought to be appropriate as per the hotel’s design theme and send a clear message to the customers. Staff appearance and behavior increases customer satisfaction if it is appropriate for the brand image. Uniform, make-up, hair-do, nails and smile are correlated with customer satisfaction and perception about the hotel brand.

Research conducted by Musriha (2012) differs from the findings above. The research was conducted in the banking industry and revealed that employee communication affects customer satisfaction and quality of employee communication affects customer loyalty. The research reflects that employee communication plays a more important role than uniform and appearance. A differing view is also reflected. Goodman (2016) analyzed the effect of workers dressing on their productivity and customer satisfaction. Office dressing is shifting from business to more casual dressing. The dress code needs to be customized depending on who the customers are and how often employees interact with them. Employees should be consulted about their dress codes which are what Nelson and Bowen (2000) also suggested. 

However, Goodman (2016) has a concern that if the employees start dressing in a manner that is too casual it can affect their productivity which in turn can have an impact on the customers that get served by them. Furthermore, dress affects external perception and a potential client can be lost if the employee is dressed in flip-flops which can make the organization look unprofessional. Dressing too sloppy can cost business money as it affects customer perception of the service being offered.

A research study in Kenya has been conducted by Awuor (2014) on service quality and customer satisfaction in the banking sector. With regards to the employees the research touched on the employee dressing code which was tested using a rating scale with shabby and repelling on one end and smart and presentable on the other end. The findings indicated that in the bank, majority of the employees always looked smart and presentable. Majority of the respondents were satisfied with the dressing and appearance of the employees, however, it was not a major factor affecting their satisfaction. The findings of this study are similar to that of Musriha (2012) as both reflected employee dressing and uniform to be a minor factor that affects customer perception and satisfaction.

2.5.2 Employee Appearance and Grooming

Employee appearance is crucial in aesthetics. Constantine (2014) states that employees should adhere to certain dress standards which should not allow employees to wear clothing that would be typically be used for exercise or any other such leisure activity. Furthermore, grooming standards should also be considered. For example the styles of hair, jewelry, makeup and other personal items that are workplace appropriate. Appropriate dressing makes the employee stand out and create an image of the business in the minds of the consumer which increases their satisfaction and loyalty. Similarly a study was conducted in the banking sector in North Cyprus by Ozatac, Saner and Sen (2016) on a total of 207 customers.

Karch and Peters (2017) carried out research in the hospitality industry. The study states that uniforms play a major role during service encounter and impacts stakeholder experience. Furthermore, uniforms need to be functional especially for customer contact employees should be encouraged to wear uniforms they enjoy wearing. These findings are similar to those of Nelson and Bowen (2000) who states that employees should be consulted about uniforms.

Other views have also been presented in regards to aesthetics. Nickson, Warhurst and Dutton (2005) state that employees must “look right” and “sound right” hence apart from how the employees look in terms of appearance and uniform, they must also sound right. This involves the communication skills of the employees. Poovalingam and Veerasamy (2007) examines employee communication in cellular industry and involved a survey on 300 phone users. The findings indicated that majority of the users were satisfied with the communication of employees and helped develop effective relationships. Furthermore, the research suggests that staff must have the necessary interpersonal communication skills to deal with customers in an effective and efficient manner.
In regards to communication skills research has also been carried out by Valila (2017) in a commercial vehicle maintenance and repair workshop. The findings indicated that there are two main problems causing customer dissatisfaction in the workshop. These are related to the behavior of the front line employees and points towards the attitude and communication of the front line employees. Communication skills are, therefore, key for customer satisfaction as shown by these two research studies.

Research has also been carried out by Thusyanthy and Senthilnathan (2012) that attempted to explore the level of customer satisfaction in terms of the physical evidence and the employee interaction in the banking industry. The study used a sample of 200 customers in selected banks in Sri Lanka. The results indicated a high mean value for customer-employee relationship and show the importance of positive employee interaction with customers in creating customer satisfaction. These findings are in line with Poovalingam and Veerasamy (2007) and Valila (2017) who also reflected the importance of employee communication skills in regards to satisfy the customers. The findings are also in line with Phoraris (2017) who states that customers build perception of the service on the basis of how the employees behave and interact and those who are willing to act on queries and listen to their inputs on the services offered. Hence employee communication and interpersonal skills increases credibility and customer satisfaction.

Around the globe, research has been carried out concerning employee aesthetics in regards to the dressing, appearance and the communication skills and their effect on customer perception and satisfaction. It is also seen that employee attitudes can affect customer satisfaction. Majority of the research on employee aesthetics has been conducted in the hospitality and the banking sector. However, very little research has touched on employees in academic libraries. This research aimed to narrow this knowledge gap. This was addressed by the third specific objective of this research which was to determine the effect of employee aesthetics on customer satisfaction at the TTCL in Dar essalaam.

2.6 Empirical Literature Review

Elbers (2016) studied the effects of in store layout and shelf designs on consumers. The results revealed that a freeform layout is more favorable because it is easier to overview due to its low shelf heights. In contrast a racetrack layout is discourages because of the effort consumers have to put to search the products which makes them frustrated and angry. Similar results were found by the research conducted by Vivian (2017) which concluded that supermarket ambience has a statistical influence on customer satisfaction in Kenyan supermarkets. Furthermore, the layout gave the customers freedom and ease of movement and the shelves arranged in a manner that the products are easy to locate which enhances customer satisfaction. Both the studies, therefore, revealed the effect of good supermarket layout on customer satisfaction.

In the banking sector, a study was carried out by Celik (2015) which included 150 participants in several banks in Turkey. The study analyzed the bank hospitality and servicescape evaluation by bank customers and their effects on satisfaction. The results of the study concluded that banks need to consider redesigning servicescape places of their banks and doing additional investments to make improvements on the same. The study reflected upon the importance of design to enhance customer experience.
Isiaka and Olaide (2013) conducted a study in Nigeria to examination the effects of servicescape on 2,676 undergraduate students in six universities in South-West Nigeria. The findings indicated that academic libraries are less used because of poor library environments. It was also recommended that internal and external environments of the libraries should be improved in order to make libraries more user-friendly. The research conducted by Ozatac, Saner and Sen (2016) focused on customer satisfaction and the findings indicated that majority of the respondents did not care much about the appearance of neither the branch nor the personnel but the most important variables to customers were that they are respected, listened, cared and be remembered. The findings of the study and that of Costantini (2014) showed varied results in regards to employee appearance. Research has also been carried out by other authors in regards to affect employee grooming and uniforms can have on their job satisfaction and customer interactions.
Research on interior design and its effect on customer loyalty was conducted by Hye- Kyoung and Park (2015). The study was carried out on the in-flight physical environment and its effect on perceived quality and customer loyalty. The findings indicated that physical environment factors such as spatiality, amenity, aesthetics and entertainingness have a positive impact on perceived quality which in turn has a positive impact on satisfaction. Thusyanthy and Senthilnathan (2012) conducted a research to explore the level of customer satisfaction in terms of the physical evidence and the employee interaction in the banking industry. The study used a sample of 200 customers in selected banks in Sri Lanka. The results indicated a high mean value for customer-employee relationship and show the importance of positive employee interaction with customers in creating customer satisfaction. These findings are in line with Poovalingam and Veerasamy (2007) and Valila (2017) who also reflected the importance of employee communication skills in regards to satisfy the customers.

2.7 Research Gap

In Kenya and East Africa in general, majority of the research in regards to servicescape has been conducted in the hospitality and supermarket industry. As mentioned earlier Kamau (2014) studied restaurants and how elements such as ambient conditions, spatial layout and equipment affect customer satisfaction. Further research has also been done by Vivian (2017) and Githiri (2017). Majority of the existing literature around the globe is focused on restaurants and hotels. There has been very little research on the effects of servicescape in a telecommunication setting. In Tanzania there has been no research conducted on servicescape of telecommunication. 
Arising from this gap was the second specific objective of this research which was to determine the effects of facility interior on customer satisfaction on the Tanzania telecommunication company limited (TTCL), Dar es salaam Tanzania. Despite the fact that there exists a lot of literature on servicescape, there has been very little research done on servicescape in Tanzania. Furthermore, most of the research worldwide has focused on the hotel and restaurant industry and very little has been done on telecommunication industry. This is the knowledge gap that this study aims to narrow. The next chapter will describe the research methodology and data collection process that was used to conduct the research.
2.8 Conceptual Framework
A conceptual framework can be defined as a set of broad ideas and principles taken from relevant fields of enquiry and used to structure a subsequent presentation. explained that a conceptual framework is a research tool intended to assist a researcher to develop awareness and understanding of the situation under scrutiny and to communicate (Kombo and Tromp, 2006).In this study independent variables is three dimensions of servicescspe Facility Exterior, Facility Interior and Employee Aesthetics. Dependent variable is Customer Satisfaction. The model is to find out the overall customer satisfaction. The figure 2.1 illustrates the conceptual framework.
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Figure 1.1: Conceptual Framework
Source: Researcher (2020)

2.9 Chapter Summary

This chapter reviewed literature presented in various journal articles, books, reports and websites. It describes the research objectives in detail and expounds on the topics of interior facility, exterior facility and employee aesthetics and their relationship and effect on customer satisfaction. 
CHAPTER THREE

RESEARCH METHODOLOGY

3.1 Overview
This chapter covers the process that was used to conduct the research for the study. The chapter will highlight on the research design used, population and sampling techniques, data collection methods, data analysis and presentation.

3.2 Research Design

A research design is referred to a framework or plan that is used to conduct a given research. According to Farooq (2013) a research design is “a pre-planned sketch for the explanation of a problem.” Furthermore, it is also defined as “a plan, structure and strategy of investigations to obtain answers to research questions.” There are various types of research designs namely descriptive, causal and exploratory. The research design used in this study was descriptive research design. According to Malhotra (2007) descriptive research is a type of conclusive research that has its major objective to describe something, in most cases describing market characteristics and functions. 
In this study descriptive research was used to describe the elements of servicescape that satisfy students the most and the least at TTCL. This method is the most appropriate because it helps describe the population and describe the factors of servicescape the students are most satisfied with. Survey method was used to gather data relating to the specific objectives of the study in order to be able to narrow the knowledge gap that exists. Under the descriptive design, single cross-sectional was used wherein samples of customers who visit the TTCL were surveyed only once using a questionnaire. This was the most appropriate choice for the study since customer’s responses are clearly defined. The dependent variable of the study was customer satisfaction and the independent variables were facility exterior, facility interior and employee aesthetics.
3.3 Area of the Study

This study was conducted at TTCL Dar es salaam. The rationality of choosing Dar salaam is due to the fact that the researcher can easily access information needed by the study. However it is less expensive to collect the information required than if the researcher could have travelled to collect information somewhere else could have incurred higher cost which she could not have afforded
3.4 Population of the Study

According to Malhotra (2007, p. 335) population is “the aggregate of all the elements, sharing some common set of characteristics that comprise the universe for the purpose of the marketing research problem.” The research was conducted at TTCL. The research focused on the customers who visit the TTCL hence the population was people in community. The size of the population was 6,316 TTCL customers. They represented customers from various cadres including students, businessmen, and traders.
3.5 Sample Size and Sampling Design

3.5.1 Sampling Frame

Sampling frame is more specific than simply stating the general population of the study According to Andale (2014), a sampling frame comprises of a list of all items in the given population of a study. A list of the customers, which is the population, was derived from the people in a community which formed the sampling frame for the study.
3.5.2 Sampling Technique

The sampling technique used reduced biasness and be able to represent the population. In this research, probability sampling was used. Under probability, stratified random sampling was used where customers were chosen at random and administered with a questionnaire. According to Williams (2015) a stratified random sample is a population sample that requires the population to be divided into smaller groups called ‘strata’. This technique was the most appropriate for this research because it produces a random sample which is free from bias and covers both the strata that is different types of customers in the research. Furthermore, the research used proportional stratified sampling wherein the size of each stratum in the sample is proportionate to the size of the stratum in the population.

3.5.3 Sample Size

A good sample size is one that is representative. According to Zamboni (2017) sample size is the number of individual pieces of data collected in a survey. It measures the number of individual samples measured or observed. In this research, the sample size was calculated using confidence level, standard of deviation, and confidence interval. This study used the sample size formula proposed by Yamane to determine the sample size because there is presence of finite population and because the population size is known. The following formula was used to determine sample size:

Sample Size (n) =             N 

                                  1 + N (e) 2

N = population size

e = margin of error

Therefore:

n = 6313 

= 394

1 + 6316 (0.05) 2

Proportional stratified sampling was applied to get the sample size for each stratum. This is illustrated in Table 3.1.
Table 3.1: Sampling Distribution
	Level
	Population Size
	Percentage
	Sample Size

	Students
	1603
	25.3
	100

	Employees
	2373
	37.6
	148

	Businessmen
	1507
	23.9
	94

	Drivers
	833
	13.2
	52

	Total
	6316
	100
	394


Source: Field Data
3.6 Data Collection Methods

Primary data was collected in this study because specific data was needed to be able to answer the specific objectives. Survey method was used as the data collection method under which standardized questionnaires were distributed to the sample of customers. The questionnaire was inclusive of various styles of questions including both close ended and open ended questions. Likert scale was used with a 5 point range starting from strongly disagree rated 1 to strongly agree rated 5. The questionnaire was divided into 4 sections wherein Section A was based on demographics, Section B addressed the first objective of facility exterior, Section C addressed the second objective of facility interior and Section D addressed the third objective of employee aesthetics.

3.7Data Collection Tools

In this study data collection tools such as questionnaires was used as tools for primary data collection. Secondary data on the other hand, are those which have already been collected by someone else and which have already been passed through the statistical process (Kothari, 2004). 

3.7.1 Questionnaire

In the designed questionnaire, the questions one to four consisted on demographic questions like age, gender, marital status, educational level and service user experience. The questions five to thirty-three consisted on dependent and independent related questions which were to be answered at 1-5 Likert-sort scales marked “where 1 shows strongly disagree (SD), 2 for disagree (D), 3 for neutral (N), 4 for agree (A) and 5 for strongly agree (SA).The dependent variable perceived customer satisfaction had nine items in the questionnaire adopted from Roger Hallowell (1996). While the scales of independent variables i.e Facility exterior, Facility interior and Employee Aesthetics. 

3.7.2 Documentary Review

Documentary review is one of the techniques which are used to obtain various information from various literature including books, journals, research papers and other documentary source relating to a certain field of study. Normally documentation helps to gather qualitative data and measure the consistency of information obtained through other techniques (Kothari, 2006). In this study the researcher used reports of customers, department reports present at TTCL. The researcher also employed other documents from libraries of Open University of Tanzania (OUT), University of Dar es salaam (UDSM) library and other relevant materials from internet that had relevant information to the study.

3.8 Reliability and Validity of Research Tools

3.8.1 Reliability
Hoy (2008) define reliability as the extent to which a measure yields consistent results; the extent to which scores are free of random error. Also Cohen, et al 2007 defines as the extent in which the measuring procedure yields the same results on the repeated trials. In this study to ensure reliability a pilot study was conducted the data obtained were coded, trimmed and tested in several trials so that it yields the some results. According to Bisits (2014) once the survey questionnaire has been designed 5-10 people from the target group were pretested. Hence this study pretested the questionnaire on 10 customers.
3.8.2
Validity

According Hoy (2008), Validity is the extent to which a measure actually taps the underlying concept that it supports the measure. Also he defined validity as the degree in which measuring devices can measure what the researcher intended to measure. In this study to ensure validity of tools the supervisor  review before such tool are administrated to the respondents printed, well organized, having clear instruction to guide the respondents and free ambiguity concepts. A standardized questionnaire prepared was pre checked for any errors by the supervisor after which the questionnaire was pretested. This improved the validity of the questions and helped to resolve issues that were not clear. The pretest helped to determine how much time it will take to fill in the questionnaire. Furthermore, the questionnaire was pre-coded for ease of data analysis.

3.9 Research Procedure

The first step included preparing a permission letter to be administered to TTCL, to seek their authority to be able to gather data from their customers. This eased the data collection process and the organization was clear of any suspicions behind the study. The questionnaire was personally distributed to better understand the issues in regards to the same. The questionnaires were then reproduced and enough copies printed and administered to the sample of 394 TTCL customers. The questionnaire was distributed by hand personally by the researcher. This was done by visiting the TTCL and collecting back questionnaires once it had been answered. 
3.10 Data Analysis Methods

Data analysis refers to the process through which the collected data is examined and explained. The collected questionnaires were prepared through editing, coding, transcribing and cleaning. Once the preparation was done, the data was analyzed. It was determined whether facility exterior, facility interior, employee aesthetics and websites affect customer satisfaction. The statistical tool used in this study was Statistical Package for Social Sciences (SPSS). This software was used to carry out descriptive and inferential statistics. In this case frequency distribution and chi-square test were used. This test was used to determine if there was a relationship between two variables which are categorical in nature. After analysis the data was presented in the form of tables and figures for ease of understanding and effectiveness.

3.11 Research Ethics

For ethical requirements in the conduct of the study respondents were duly informed of the fact that the study was for academic purpose and that they were under no compulsion to respond to the questionnaire. The respondents were asked to participate voluntarily whilst assuring them of anonymity and confidentiality on the information given. In order to avoid plagiarism, all sources of information were duly acknowledged.

3.12 Chapter Summary

This chapter discusses the entire research procedure which included determining the population and sample size together with the formulation of the research design. Furthermore, the sampling technique was established and the data collection method and tool that was used. The data was analyzed using the chi-square test which was done with the help of the SPSS software after which the data was presented using tables and figures to enable the original data to be easier to understand. The next chapter focuses on the results and findings.

CHAPTER FOUR

RESULTS AND FINDINGS

4.1 Overview
This chapter describes the results and findings on the servicescape factors that affect customer satisfaction. This research included customers and the study was conducted on the TTCL. The results and findings are based on the specific objectives which cover the facility exterior, facility interior and employee aesthetics and their effect on customer satisfaction. A possible 394 respondents answered and returned the questionnaire, which makes a response rate of 100%.

4.2 Demographics

This section presents data on the demographics of the students in which the respondents were asked to deliver on factors such as gender, age, educational level belongs to and the service experience at TTCL.

4.2.1 Gender of the Respondents

In this question, the customers were asked to state age and their gender. From the findings it could be seen that out of 394 students administered with a questionnaire, 51% were males whereas 49% were female. This information is presented in the Table 4.1.
4.2.2 Age of the Respondents

In this question, the customers were asked to state what age group they belong to. The findings indicated that majority of the customers, which is 55.6%  belong to the age group of18-28 years whereas only 1.30% belong to the age group of under 18. The findings are in line with the age range of 18-58 stated in the Spring (2017) Factsheet, however, the study come across only 3 (0.07%)  above 48 years which shows this percentage must be very less compared to the rest of the customers age range. Refer to Table 4.1. 
Table 4.1: Distribution of Respondents according to Demographic Characteristics
	Variable
	Frequency
	Percent

	Sex
	 
	 

	Male
	201
	51%

	Female
	193
	49%

	Marital status
	 
	 

	Single
	261
	66.20%

	Married
	128
	32.50%

	Other
	5
	1.30%

	Age
	 
	 

	Below 18
	5
	1.30%

	18-28
	219
	55.60%

	29-38
	124
	31.50%

	39-48
	43
	10.90%

	 Above 48
	3
	0.70%

	Education
	 
	 

	   Primary School
	4
	1.20%

	  O-Level
	37
	9.40%

	    A-Level
	49
	12.40%

	   Certificate
	54
	13.70%

	Diploma
	63
	15.90%

	Bachelor degree
	181
	45.90%

	Above bachelor
	6
	1.50%

	Service user experience
	 
	 

	1-10 years
	197
	50.00%

	11-20 years
	182
	46.20%

	21 and above
	15
	3.80%


Source: Field Data
4.2.3 Service user Experience
In this question, the customers were asked to state the time period they had used TTCL service. The survey of service user experience revealed that majority (50.0%) of the respondents used TTCL services for 1 to 10years (Table 4.1). On the other hand, 46.2% of customers used TTCL services for at most 11-20 years while the rest (3.8%) of customers had at least 21 and above years service user experience at TTCL. The minimum years’ user’s experience was 3 years and the maximum years’ service user experience was 24years. The average years of service user experience of customers who participated in the survey was 14 years
4.3 Effect of Facility Exterior on Customer Satisfaction

In this section, the respondents were asked to state whether they are satisfied with the elements of facility exterior. This included external appearance of the library, external signs and symbols, parking space available, external landscape and the external color of the Tanzania Telecommunication Corporation Limited. The section included Likert scale, dichotomous question and one open ended question. The findings are indicated below.

4.3.1 External Appearance of the TTCL
This question made use of a Likert Scale from 1 to 5 where 1 stood for Strongly Disagree and 5 stood for Strongly Agree. The customers were posed with a statement “I am satisfied with the external appearance of the TTCL area.” The respondents had to rate this statement from 1 to 5. The findings indicated that majority of the respondents (66.8%) strongly agreed to this whereas a very small percentage (1.8%) strongly disagreed with this. These findings are presented in Table 4.2 

Table 4.2: Satisfaction from External Appearance
	
	Frequency
	Percent

	Strongly Disagreed
	7
	1.8

	Disagreed
	10
	2.5

	Neutral
	6
	1.5

	Agreed
	108
	27.4

	Strongly agreed
	263
	66.8

	Total
	394
	100.0


Source: Field Data
4.3.2 Signs and Symbols

This question also made use of the same Likert scale as above. The statement posed was “I am satisfied with the signs and symbols used outside the TTCL buildings and area”. The findings indicated that 40.1% of the students strongly agreed with this whereas a small percentage (1.8%) disagreed with this. The findings can be presented in the Table 4.3

Table 4.3: Satisfaction from External Signs and Symbols
	
	Frequency
	Percent

	Strongly Disagreed
	7
	1.8

	Disagreed
	23
	5.8

	Neutral
	71
	18.0

	Agreed
	135
	34.3

	Strongly agreed
	158
	40.1

	Total
	394
	100.0


Source: Field data
4.3.3 Parking Space

The respondents were asked to rate the statement “I am satisfied with the parking space” from 1 to 5 scale. The findings indicated that only 31.0% strongly agreed to this whereas 4.6% strongly disagreed. The respondents stated that the parking space next to the TTCL area is not sufficient for the huge number of customers. The findings are presented in Table 4.4.
Table 4.4: Satisfaction from Parking Space
	
	Frequency
	Percent

	Strongly Disagreed
	18
	4.6

	Disagreed
	29
	7.4

	Neutral
	115
	29.2

	Agreed
	110
	27.9

	Strongly agreed
	122
	31.0

	Total
	394
	100.0


Source: Field Data
4.3.4 External Landscape

This question also posed the respondents with the Likert scale. The statement posed to the respondents was “I am satisfied with the external landscape of the TTCL area.” The findings indicated that 56.1% of the customers strongly agreed to this statement. And very few (3.6%) strongly disagreed to the same. Among those who agreed strongly, some stated that they like to hear the birds chirping while other stated that they liked to admire the scenery from the windows. The findings are presented in Table 4.5
Table 4.5: Satisfaction from External Landscape
	
	Frequency
	Percent

	Strongly Disagreed
	14
	3.6

	Disagreed
	5
	1.3

	Neutral
	29
	7.4

	Agreed
	125
	31.7

	Strongly agreed
	221
	56.1

	Total
	394
	100.0


Source: Field Data
4.3.5 External Color

This question also used the Likert scale. The statement posed included “I am satisfied with the external color of the TTCL buildings”. The findings indicated that majority of the respondents (55.6%) strongly agreed with this statement whereas only 2.8% strongly disagreed with the same. Hence this shows that majority of the customers prefer the outside color scheme, refer to Table 4.6.
Table 4.6: Satisfaction from External Colour
	
	Frequency
	Percent

	Strongly Disagreed
	11
	2.8

	Disagreed
	11
	2.8

	Neutral
	33
	8.4

	Agreed
	120
	30.5

	Strongly agreed
	219
	55.6

	Total
	394
	100.0


Source: Field Data
4.4 Effect of Facility Interior on Customer Satisfaction

In this section, the respondents were posed with questions relating to the second objective which focused on facility interior and whether it affects customer satisfaction. The elements included lighting, internal color scheme, furniture layout, furniture design, noise levels, signage, air quality and temperature. The section made use of Likert scale, dichotomous questions and one open ended question. The findings under each element are as below:

4.4.1 Lighting

This question made use of a Likert scale ranging from 1 to 5 where 1 represented strongly disagree and 5 represented strongly agree. The customers were asked to rate the statement “I am satisfied with the lighting inside the library”. The findings indicated that 58.4% of the customers strongly agreed to this statement, however, 1.8% disagreed with the same. Among those who disagreed expressed that the evening sun makes it uncomfortable to sit on some of the tables. The findings are presented in Table 4.7.
Table 4.7: Satisfaction from Lighting
	
	Frequency
	Percent

	Strongly Disagreed
	7
	1.8

	Disagreed
	10
	2.5

	Neutral
	33
	8.3

	Agreed
	114
	28.9

	Strongly agreed
	230
	58.4

	Total
	394
	100.0


Source: Field Data
4.4.2 Color Scheme

This question made use of the same Likert scale. The customers were asked to rate the statement “I am satisfied with the color scheme in the TTCL buildings”. The customer findings indicated that 55.8% of the respondents strongly agreed with this statement and only 3.0% strongly disagreed. Among those who agreed, some claimed that they like the paintings in the TTCL buildings that make the color scheme stand out. Refer to Table 4.8 for the findings.
Table 4.8: Satisfaction from Internal Colour Scheme
	
	Frequency
	Percent

	Strongly Disagreed
	12
	3.0

	Disagreed
	19
	4.8

	Neutral
	28
	7.2

	Agreed
	120
	30.2

	Strongly agreed
	215
	55.8

	Total
	394
	100.0


Source: Field Data
4.4.3 Furniture Layout

This question also made use of the same Likert scale. The statement the customers were posed with is “I am satisfied with the layout of furniture inside the TTCL buildings”. The findings indicated that 50.3% of the customers strongly agreed to this whereas 3.0% disagreed with the same. The findings are presented in Table 4.9. 

Table 4.9: Satisfaction from Furniture Layout
	
	Frequency
	Percent

	Strongly Disagreed
	11
	2.8

	Disagreed
	11
	2.8

	Neutral
	33
	8.4

	Agreed
	120
	30.5

	Strongly agreed
	219
	55.6

	Total
	394
	100.0


Source: Field Data
4.4.4 Furniture Design

Table 4.10: Satisfaction from Furniture Design
	
	Frequency
	Percent

	Strongly Disagreed
	12
	3.1

	Disagreed
	11
	2.8

	Neutral
	33
	8.4

	Agreed
	122
	30.9

	Strongly agreed
	216
	54.8

	Total
	394
	100.0


Source: Field data

This question also asked the customers to rate a statement using a Likert scale. The customers were asked to rate the statement “I am satisfied with the design of the furniture used.” The findings indicated that 54.8% of the customers strongly agreed to this, however, 3.1%strongly disagreed. Among those who disagreed, the customers claimed that the seats are too hard to sit for longer waiting hours and suggested the TTCL should also have an informal feel through introduction of bean bags. The findings are as presented in Table 4.10

4.4.5 Noise Levels

This question also involved asking the students to rate a statement “I am satisfied with the noise levels inside the TTCL.” In response the customer findings indicated that 55.6%strongly agreed to this statement. In contrast 2.8% of the customers strongly disagreed to this. The findings are presented in Table 4.11.
Table 4.11: Satisfaction from Noise Levels
	
	Frequency
	Percent

	Strongly Disagreed
	11
	2.8

	Disagreed
	9
	2.2

	Neutral
	35
	8.9

	Agreed
	120
	30.5

	Strongly agreed
	219
	55.6

	Total
	394
	100.0


Source: Field data

4.4.6 Signage

Table 4.12: Satisfaction from Signage
	
	Frequency
	Percent

	Strongly Disagreed
	11
	2.8

	Disagreed
	11
	2.8

	Neutral
	23
	5.9

	Agreed
	132
	33.5

	Strongly agreed
	217
	55.0

	Total
	394
	100.0


Source: Field Data
In this question, the students were asked to rate the statement, “I am satisfied with the signage inside the library.” The findings indicated that 55.0% of the customers strongly agreed to this, however, 2.8% strongly disagreed. Among those who agreed stated that the signs inside the TTCL are clear and large enough to read and provide the necessary directions. Refer to Table 4.12 which presents the findings. The findings indicated that 50.3% of the customers strongly agreed to this, whereas, 3.6% strongly disagreed to the same. This is illustrated in Table 4.13
Table 4.13: Satisfaction from Air Quality
	
	Frequency
	Percent

	Strongly Disagreed
	14
	3.6

	Disagreed
	19
	4.8

	Neutral
	44
	11.2

	Agreed
	119
	30.2

	Strongly agreed
	198
	50.3

	Total
	394
	100.0


Source: Field Data
4.4.7 Temperature

This question also involved use of a Likert scale. The statement that was rated is “I am satisfied with the temperature inside the TTCL”. The findings indicated that 55.6% of the customers strongly agreed with this statement whereas only 2.8% strongly disagreed with this statement. The findings are presented in Table 4.14. 
Table 4.14: Satisfaction from Internal Temperature
	
	Frequency
	Percent

	Strongly Disagreed
	11
	2.8

	Disagreed
	12
	3.4

	Neutral
	32
	8.1

	Agreed
	120
	30.5

	Strongly agreed
	219
	55.6

	Total
	394
	100.0


Source: Field Data
4.5 Effect of Employee Aesthetics on Customer Satisfaction

This section involved asking the respondents about the third specific objective which

focused on employee aesthetics and its effect on customer satisfaction. The elements

included employee dressing, communication style, hairstyle, makeup, jewelry and the overall appearance. The section used a Likert scale, dichotomous question, multiple choices and one open ended question. The findings of each element are discussed below.

4.5.1 Dressing

This question asked the respondents to rate a statement using a Likert scale ranging from 1 to 5, where 1 stands for strongly disagreed to 5 which stands for strongly agreed. The statement under this question which was rated was “I am satisfied with the dressing of the staff inside the TTCL”. The findings indicated that 45.7% of the customers strongly agreed with the statement whereas 4.6% of the customers strongly disagreed. Among those who agreed stated that it doesn’t matter how employees dress as long as they are polite. However, among those who disagreed stated that employees should be dressed in a manner that can distinguish them from the rest of the customers and they should wear TTCL coats to further distinguish themselves. The findings of this question are presented in Table 4.15.
Table 4.15: Satisfaction from Employee Dressing
	
	Frequency
	Percent

	Strongly Disagreed
	18
	4.6

	Disagreed
	35
	8.9

	Neutral
	41
	10.3

	Agreed
	120
	30.5

	Strongly agreed
	180
	45.7

	Total
	394
	100.0


4.5.2 Communication Style

This question also made use of the same Likert Scale. The respondents rated the statement, “I am satisfied with the communication style used by the TTCL staff”. In response to this, the findings indicated that 51.0% of the customers strongly agreed with this statement whereas 2.8% strongly disagreed. Among those who strongly agreed stated that the employees were always ready to help in whatever way they can. The findings are indicated in Table 4.16.
Table 4.16: Satisfaction from Employee Communication
	
	Frequency
	Percent

	Strongly Disagreed
	11
	2.8

	Disagreed
	14
	3.6

	Neutral
	39
	9.9

	Agreed
	129
	32.7

	Strongly agreed
	201
	51.0

	Total
	394
	100.0


Source: Field Data
4.5.3 Hairstyle

Likert scale was also used in this question and the statement that was rated was, “I am satisfied with the hairstyle done by the TTCL staff”. The findings indicated that majority of the customers strongly agreed (41.9%) and agreed (30.5%) with this statement, however, a small percentage (5.3%) strongly disagreed. The findings are presented in Table 4.17
Table 4.17: Satisfaction from Employee Hairstyle
	
	Frequency
	Percent

	Strongly Disagreed
	21
	5.3

	Disagreed
	37
	9.4

	Neutral
	51
	12.9

	Agreed
	120
	30.5

	Strongly agreed
	165
	41.9

	Total
	394
	100.0


Source: Field Data
4.5.4 Makeup

The same scale was used for this question as well. The statement that the students rated was, “I am satisfied with the makeup done by the TTCL staff”. The findings indicated that50.7% of the customers strongly agreed to this, 31.2% agreed and only 3.6% strongly disagreed to the same. Among those who agreed stated that makeup does not matter to them as long as the employees look decent. The findings are presented in Table 4.18.
Table 4.18: Satisfaction from Employee Makeup
	
	Frequency
	Percent

	Strongly Disagreed
	14
	3.6

	Disagreed
	19
	4.8

	Neutral
	38
	9.6

	Agreed
	123
	31.2

	Strongly agreed
	200
	50.7

	Total
	394
	100.0


Source: Field Data
4.5.5 Jewelry

In this question as well the respondents were asked to rate a statement using a Likert scales. The statement that was rated is, “I am satisfied with the jewelry worn by the TTCL staff.”The findings indicated that majority of the customers strongly agreed (54.1%) to this statement, 26.4% agreed whereas only 2.5% strongly disagreed. Among those who agreed stated that they didn’t notice this aspect and it didn’t matter to them as long as they are treated well by the staff. Refer to Table 4.19 for the findings.
Table 4.19: Satisfaction from Employee Jewelry
	
	Frequency
	Percent

	Strongly Disagreed
	10
	2.5

	Disagreed
	21
	5.3

	Neutral
	46
	11.7

	Agreed
	104
	26.4

	Strongly agreed
	213
	54.1

	Total
	394
	100.0


Source: Field Data
4.5.6 Overall Appearance

The respondents were also asked to rate, “I am satisfied with the overall appearance of the TTCL staff”. The findings indicated that 50.3% of the customers strongly agreed to this statement, 36.2% agreed and only 2.3% strongly disagreed to the same. The findings for the same are presented in table 4.20
Table 4.20: Satisfaction from Overall Employee Appearance
	
	Frequency
	Percent

	Strongly Disagreed
	9
	2.3

	Disagreed
	11
	2.8

	Neutral
	33
	8.4

	Agreed
	143
	36.2

	Strongly agreed
	198
	50.3

	Total
	394
	100.0


Source: Field data
4.5.7 Satisfaction from Overall ‘Look’ and ‘Sound’

In this question a dichotomous question was asked to determine whether the customers are satisfied with the overall manner in which the TTCL staff ‘look’ and ‘sound’. The findings indicated that majority (84.6%) of the customers were satisfied with this whereas 6.9% were not satisfied. Among those dissatisfied stated that the staff should dress in a distinct manner to differentiate them from the rest of the customers. The findings are presented in Table 4.21.
Table 4.21: Satisfaction from Overall Look and Sound of the Employees
	
	Frequency
	Percent

	Strongly Disagreed
	11
	2.8

	Disagreed
	16
	4.1

	Neutral
	34
	8.6

	Agreed
	120
	30.5

	Strongly agreed
	213
	54.1

	Total
	394
	100.0


Source: Field Data
4.6 Discussion of Findings
4.6.1 Effects of Facility Exterior on Customer Satisfaction

The results of this study in regards to facility exterior and its effects on customers are similar to that of various other researchers. This research studied the following factors of facility exterior: external appearance, signs and symbols, parking space, external landscape and external color. In regards to the surrounding environment and parking, majority of the TTCL customers’ satisfaction is affected by this aspect. These studies showed that majority of the customers are satisfied with the parking and surrounding environment. However, there is a concern about the parking space being limited. 
The results are in line with those conducted by Githiri (2017) on a restaurant set up in Kenya which concluded the importance of parking space for customers’ satisfaction wherein it was seen that because the restaurants were located. However, the results of this study are in contrast with Naik, Gantasala and Prabhakar (2010) who studied the retail stores in South India and stated that customers’ expectation toward sparking space is low hence is not considered as an important factor in regards to facility exterior. In regards to the exterior design, the results of this study are in line with Celik(2015) and Ryu and Han (2011) who studied banks and upscale restaurants respectively. They emphasized on the importance of exterior design and highlighted on re-designing servicescape of places to suit the needs of the customers. 
Both the research studies by Isiaka and Olaide (2013) and Lin (2004) agree with each other in terms of improving external environments of libraries and hotels in order to improve on its services to be more user-friendly because the external cues help the customers to anticipate the quality of service that they would be able to derive similar findings have been revealed by this study wherein the students anticipate the quality of the library services based on the external cues. In regards to the color, signposts and landscapes, a study by Yuksel (2009) showed that there is a positive relationship between exterior and customers’ inferences towards quality. Similar results have been seen in this study where there is a positive relationship between external color, landscapes and signage with customer satisfaction. 
Furthermore, research by Emir (2016) and Kozak (2014) revealed that there is a positive relationship between external factors and desired service atmosphere inclusive of signposts, parks, landscapes and surroundings. Similar results have been seen in this study where customer derive their satisfaction from such external cues of servicescape. Furthermore, Aksu and Bozok (2012)also revealed similar conclusions. Auka, Bosire and Matern (2013) also carried out similar studies in banks. The results of the study also revealed a positive relationship between tangibles and the customer loyalty and the customers often look for such tangibles as indicators of service quality. This is in line with this research study in which there is a positive relationship between the external tangibles and customer satisfaction. 
Similar results were seen of research carried out by Lai (2004) in which tangibility is positively related to customer loyalty. In Kenya, findings of Githiri (2017) and Kirirma, Makopondo and Mutungi (2017) also revealed a positive relationship between external appearance and customer retention. Githiri (2017) revealed that external appearance of the restaurant affected its customers. The two studies were conducted in the hospitality industry and showed the great influence of external design features. This study revealed that the customers using TTCL services are well satisfied with the external appearance of the TTCL in regards to all its aspects which includes the landscape, parking, design, among others. However, there is some dissatisfaction with the parking space which the management of TTCL should consider about.
4.6.2 Effect of Facility Interior on Customer Satisfaction

The results of this study in regards to facility exterior and its effects on customers are similar to that of various other researchers. This research studied the following factors of facility interior: lighting, color scheme, layout of furniture, design of furniture, noise levels, signage inside, air quality and temperature. In regards to interior design, study by Costello (2014) revealed a positive effect of interior design not only on customer service but also on restaurant revenue.  Such results were also seen in the study of Hye-Kyoung and Park (2015), wherein aesthetics had a positive impact on perceived quality which in turn impacted customer satisfaction. 
This research studies also had similar results in which interior design had a positive effect on customer satisfaction of the TTCL services. Study carried out by Amaranota and Chanin (2016) also had similar findings to the studies mentioned above.In regards to the physical environment and equipment, study carried out by Pecotic, Bazdanand Samardzija (2014) concluded that physical environment has a great influence on image of the restaurant and in turn on the customer perception of restaurants. This conclusion is in line with that of Alsaqre (2011) which reflected the importance of facility interior on customer satisfaction. The regression analysis further revealed a strong relationship between design equipment and ambient conditions and customer loyalty. The conclusions of these studies is similar to this research study wherein the interior of the TTCL was considered the most important factor of servicescape and has the greatest effect on customer satisfaction.

In regards to layout, ambient conditions, color and signage various studies were also conducted. Duong (2016) conducted a study on supermarkets which concluded that layout and interior design had no influence on customer satisfaction. However, lighting and employees did affect customer satisfaction positively. This research study has contrasting results to that of Duong (2016) wherein layout and interior had a greater positive effect on TTCL customer satisfaction in comparison to employees. Study by Vivian (2017) also revealed a positive relationship between servicescape elements and customer satisfaction hence this research study is in line with the study of Vivian (2017).
Furthermore, the research by Costello (2014) revealed that in hotels, customers expect perfect and unique atmosphere and service. This is the best instrument to attract customers and satisfy them. Similar study was carried out by Lin (2010) in a bar which concluded that right color combinations stimulate individuals. This research study is in line with that of Costello (2014) and Lin (2010) wherein the interior color and feel of the TTCL buildings strongly affected customer satisfaction of the services. Research carried out by Countryman and Jang(2006), also examined the elements of color, layout, style and furnishing of a hotel lobby. The study concluded a positive effect of these elements on the overall guests’ impressions of the hotel. This research study also looked at similar elements and the conclusion is similar in that these elements positively affect the satisfaction of customers. 
In regards to layout, research was carried out by Elbers (2016) which revealed that freeform layout is more favorable in supermarkets. Similar results were seen by Vivian(2017) which concluded that the layout gave the customers freedom and ease of movement and the shelves arranged in a manner that the products are easy to locate which enhances customer satisfaction. This research study also had similar results wherein the layout of the furniture of the library affected the satisfaction of the students. 
Furthermore, Ogbuji, Onuoha and Abdul (2016) also concluded that there is significant relationship between facility layout and design and customer satisfaction. This is similar to the study done by Park and Ham (2016) whose findings indicated that theatre type and circulation systems influence on the relationship and characteristics of each space and that the composition of space is important for revenue generation as it directly affects customer convenience. 
Both the studies are in line with this research study done on the TTCL services. In regards to air quality and temperature, research by Chiguvi (2017) revealed that if temperature levels in a restaurant are not satisfying, customers are likely to change the dining place and look for another restaurant. In contrast to this, Mirani and Farahani (2014)indicated that interior lighting had the most important effect on customer satisfaction. The findings of this research study revealed that air quality and temperature strongly affect student satisfaction of the library and some actually were dissatisfied with these two elements. Research done by (Kamau, 2014) on Kenyan restaurants also revealed similar findings in the restaurants studied. In regards to the noise levels, Peterson (2013) revealed that the main reason respondents choose to study in a library is for quiet study space together with comfortable study environment. Similar results were seen by Tucker, Fisher and Gerrity (2014). 

4.6.3 Effect of Employee Aesthetics on Customer Satisfaction

The results of this study in regards to facility exterior and its effects on customers are

similar to that of various other researchers. This research studied the following factors of employee aesthetics: dressing, communication style, hairstyle, makeup, jewelry and overall appearance. In regards to the employee uniform and dress, the study by Tu, Yeh, Chuang, Chen and Hu (2011) concluded that employee uniform not only enhances employee job satisfaction but also the manner in which customers perceive their performance which affects the satisfaction derived from the service. 
Similar results were seen by Malakwen (2015) where increasing customer satisfaction may be achieved by culturally modified uniform for staff and that there is a direct correlation between employee satisfaction and customer satisfaction. Study by Nelson and Bowen (2000) also revealed that uniforms play an important role in establishing brand identity in hotels. However, this research study had contrasting results in that the customers visiting TTCL for services were not affected by employee uniform. A very small percentage would want the employees to be dressed in uniforms; however, it didn’t affect their level of satisfaction from the service. Furthermore research was carried out by Tu (2010) which stated that there existed a significant relationship between different styles of uniform and customers’ perceptions of employee performance. 
This is similar to the study of Nelson and Bowen (2000) who discovered that appearance is a powerful design component that helps create an impression. Furthermore, study by Jysma (2012) showed that staff appearance and behavior increases customer satisfaction if it is appropriate for the brand image. Uniform, make-up, hair-do, nails and smile are correlated with customer satisfaction. However, this is in contrast to Musriha (2012), which concluded that employee communication plays a more important role than uniform and appearance. The results of this study are in line with Musriha (2012) but in contrast to Jysma (2012). The customer satisfaction is not affected by employee appearance but it is rather affected by their communication style. Goodman (2016) stated that dress affects external perception and a potential client can be lost if the employee is dressed in flip-flops which can make the organization look unprofessional. 
This has also been seen in this research study since some of the customers would want the TTCL staff to wear TTCL uniforms since their semi-formal dressing style makes it difficult for the customers to know whether they are a staff member or customer. The findings of Awuor (2014) indicated that in the bank majority of the respondents were satisfied with the dressing and appearance of the employees, however, it was not a major factor affecting their satisfaction. However, it was not a major factor affecting their satisfaction. The findings are in line with Musriha (2012) and this research study. In regards to employee grooming Costantini (2014) stated that hair, jewelry, makeup another personal items should be workplace appropriate. This makes employee stand out and create an image of the business in the minds of the consumer which increases their satisfaction and loyalty. 
This research study is in contrast to this study because employee grooming does not affect the satisfaction of customer in the TTCL. This is in line with Ozatac, Saner and Sen (2016) where majority of the respondents did not care much about the appearance of neither the branch nor the personnel but the most important variables to customers were that they are respected, listened, cared and be remembered. This is in contrast to Costantini (2014). Research by Karch and Peters (2017) revealed that uniforms need to be functional especially for customer contact employees should be encouraged to wear uniforms they enjoy wearing. This findings are similar to those of Nelson and Bowen (2000) who states that employees should be consulted about uniforms.

In regards to employee communication Thusyanthy and Senthilnathan (2012) indicated a high mean value for customer-employee relationship and show the importance of positive employee interaction with customers in creating customer satisfaction. These findings arein line with Poovalingam and Veerasamy (2007) and Valila (2017) who also reflected the importance of employee communication skills in regards to satisfy the customers. The findings are also in line with Phoraris (2017). This research study also revealed the importance of employee communication. Majority of the customers were not affected by the employee grooming and appearance but were affected the employee communication and interaction skills.
CHAPTER FIVE

SUMMARY OF MAIN FINDINGS CONCLUSIONS AND

RECOMMENDATIONS

5.1 Introduction

This chapter discusses the summary of the research report together with conclusions implications, recommendations and areas for further studies. This is done for all the specific objectives of the study that is facility exterior, facility interior and employee aesthetics.

5.2 Summary of the Main Findings

The general objective of this study was to examine the effect of servicescape factors on customer satisfaction at the TTCL. This research was guided by the following specific objectives: the extent to which facility exterior affects customer satisfaction, the extent to which facility interior affects customer satisfaction and the extent to which employee aesthetics affects customer satisfaction. The extent to which facility exterior affects customer satisfaction was examined. The findings indicated that majority of the customers are satisfied with the external appearance of the buildings and environment, external signs and symbols, parking space, external landscape and external color. 
In addition, majority of the customers stated that facility exterior did affect their level of satisfaction derived from the TTCL environment. The extent to which facility interior affects customer satisfaction was also examined. The findings indicated that majority of the customers were satisfied with the lighting, color scheme, furniture layout, furniture design, noise levels, signage, air quality and temperature. Furthermore, majority of the customers stated that facility interior did not affect their level of satisfaction derived from the TTCL environment.

Lastly, the extent to which employee aesthetics affects customer satisfaction was also determined. The findings indicated that majority of the customers were satisfied with employee dressing, communication style, hairstyle, makeup and jewelry. However, it was found out that employee aesthetics did not affect the level of satisfaction that customers derive from the TTCL environment. The chi-square test analysis showed that there is no distinct relationship between being an employee, student or businessmen or trader and the level of satisfaction they derive from the servicescape factors. Furthermore, majority of the customers visit the TTCL on a weekly basis, the chi-square test on frequency of visit to TTCL revealed that there is no relationship between facility exterior and interior and frequency of TTCL visit. However, the frequency of visit to the TTCL does affect the respondents’ satisfaction of the employee aesthetics in the city center there were limited parking spots.
5.3 Conclusions

5.3.1 Effect of Facility Exterior on Customer Satisfaction

Under facility exterior the elements examined included appearance of the TTCL buildings, external signs and symbols, parking space available, external landscape and the external color of the buildings. The findings indicated that facility exterior did affect customer satisfaction. 

5.3.2 Effect of Facility Interior on Customer Satisfaction

Under facility interior, the elements examined included lighting, internal color scheme, furniture layout, furniture design, noise levels, signage, air quality and temperature. The findings indicated that facility interior affect customer satisfaction.

5.3.3 Effect of Employee Aesthetics on Customer Satisfaction

Under employee aesthetics, the elements examined included employee dressing, communication style, hairstyle, makeup, jewelry and the overall appearance. The findings indicated that employee aesthetics did not affect customer satisfaction. 

5.4 Recommendations

5.4.1 Recommendations for Improvement

5.4.1.1 Effect of Facility Exterior on Customer Satisfaction

The customers are well satisfied with the landscape and external appearance of the TTCL. However; it is recommended that the parking space should be taken into consideration since some of the customers were not satisfied with it because the current parking is not able to accommodate a lot of cars.
5.4.1.2 Effect of Facility Interior on Customer Satisfaction

The customers are well satisfied with the internal color scheme, furniture layout, lighting, signage, air quality and temperature. The chairs at present are not very comfortable to sit for longer periods of time. Increased power sockets near the furniture are also recommended. The air temperature also needs to be adjusted as during sunny days there is a lot of reflection inside the TTCL which makes it difficult to sit on some of the benches.

5.4.1.3 Effect of Employee Aesthetics on Customer Satisfaction

The customers are well satisfied with the employee appearance and communication style. However, it is recommended that they follow a dress code which would be able to distinguish them from the rest of the customers. This may also include wearing of TTCL coats so that customers can easily know who is a member of the TTCL staff.

5.4.2 Recommendation for Further Studies

Servicescape is a broad topic and can be applied in various service industries. Most of the research has been done on hospitality industry but very less has been done in a telecommunication context. There is need for more literature on the servicescape factors which affect different service organizations. Apart from servicescape, many other factors affect customer satisfaction of customers in a service industry, which can be suggested for further research. 
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APPENDICES
THE EFFECT OF SERVICESCAPE ON CUSTOMER SATISFACTION: A STUDY ON TANZANIA TELECOMMUNICATION CORPORATION LIMITED (TTCL).

Appendix 1: Questionnaire to the customer of TTCL

My name isEver Shishi. I am a  second  year student at the Open University of Tanzania (OUT).I am conducting this research in order to examine the eeffects of servicescape on customer satisfaction in telecommunication sector. This research study is done in partial fulfillment for the award of a Master of Business Administration (MBA).
Please lend me few minutes of your time to fill out this questionnaire. It is strictly for academic purpose and therefore all information provided shall be treated with maximum caution and confidentiality. All personal data provided shall be treated collectively and not on personal levels.

Appendix 2: Biographical Data
Please mark the appropriate box with an (V)

1. Gender
	Male 
	

	Female 
	


2. Age Group

	Below 18 years
	

	18-28 years
	

	29- 38 years
	

	39- 48 years
	

	Above 48 years
	


3. Educational Background

	Primary School Education
	

	Ordinary Level
	

	Advanced Level
	

	Certificate
	

	Diploma 
	

	Bachelor
	

	Above bachelor
	


4. Service Experience: How long have you been using TTCL services? Please state in number of years………………………………………………………………………
5. How often do you visit TTCL for service?

i.Daily                                                                                                          (         )
ii.Weekly                                                                                                     (         )
iii.Monthly                                                                                                   (         )
iv.Yearly                                                                                                      (         )
Appendix 3: Perceptions on Variables

Please indicate with an X the degree to which you agree/disagree with each of the following statements.

1=Strongly Disagreed 2=Disagreed 3=Neutral 4= Agreed 5=Strongly Agreed

	Dimension
	
	Statement
	 5
	4
	3
	2
	 1

	Facility Exterior (FE)

	FE.1
	I am satisfied with the external appearance of TTCL buildings and environment
	
	
	
	
	

	
	FE.2
	I am satisfied with the signs and symbols used outside the TTCL buildings
	
	
	
	
	

	
	FE.3
	I am satisfied with the parking space available
	
	
	
	
	

	
	FE.4
	I am satisfied with the external landscape of TTCL
	
	
	
	
	

	
	FE.5


	I am satisfied with the external color of the TTCL buildings
	
	
	
	
	

	Facility Interior (FI)

	FI.1
	I am satisfied with lighting inside TTCL buildings
	
	
	
	
	

	
	FI.2


	I am satisfied with the color scheme inside the TTCL buildings
	
	
	
	
	

	
	FI.3
	I am satisfied with the layout of furniture inside the TTCL
	
	
	
	
	

	
	FI.4
	I am satisfied with the design of the furniture used
	
	
	
	
	

	
	FI.5
	I am satisfied with the noise levels inside TTCL buildings
	
	
	
	
	

	
	FI.6
	I am satisfied with the signage inside TTCL 

Buildings
	
	
	
	
	

	
	FI.7
	I am satisfied with the air quality inside TTCL buildings
	
	
	
	
	

	
	FI.8
	I am satisfied with the temperature inside TTCL buildings
	
	
	
	
	

	Employee Aesthetics (EA)
	EA.1
	I am satisfied with the dressing of the staff inside the TTCL
	
	
	
	
	

	
	EA.2
	I am satisfied with the communication style used by the TTCL staff
	
	
	
	
	

	
	EA.3
	I am satisfied with the hairstyle done by the TTCL staff
	
	
	
	
	

	
	EA.4
	I am satisfied with the makeup done by the TTCL staff
	
	
	
	
	

	
	EA.5
	I am satisfied with the jewels worn by the TTCL staff
	
	
	
	
	

	
	EA.6
	I am satisfied with the overall appearance of the TTCL staff
	
	
	
	
	


Appendix 4: Probing Questions

Facility Exterior (FE)
FE 6. Are you satisfied with the overall external physical environment of TTCL?

     i. Yes                                                                                    (      )
     ii. No                                                                                     (      )
FE 7. What do you like or do not like about the physical environment outside the TTCL.Kindly explain. ……………………………………………………………..
………………………………………………………………………………………

Facility Interior (FI)
FI 9. Are you satisfied with the overall appearance and feel inside the TTCL?

i.Yes     (       )
     ii. No                                                                                        (       )
FE 10. What do you like or do not like about the physical appearance inside the TTCL buildings? Kindly explain ……………………………………………………..
………………………………………………………………………………………

Employee Aesthetics (EA)
EA 7. Are you satisfied with the overall manner in which the TTCL staff ‘look’ and

‘sound’?

i.Yes                                                                                               (         )
ii.No                                                                                               (         )
EA 8. What do you like or do not like about the physical appearance of the TTCL staff.

Kindly explain ……………………………………………………………………..
THANK YOU FOR YOUR PARTICIPATION
