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ABSTRACT

Issues of customer satisfaction have been extensively done in the marketing. The aim of the study was to examine the influence of service quality on customer satisfaction. This study specifically examined the relationship between service quality and customer satisfaction, it addressed the importance of service quality dimensions to Airtel Mobile users and in the end; it highlighted the service dimension in mobile communication service that leads to customer satisfaction. The study was conducted in Dar es Salaam where by a total of 400 Airtel subscribers were conveniently sampled to take part in the study. Descriptive statistics and correlation analysis was performed to analyze the generated data. It was revealed that good quality services satisfy Airtel customers. Moreover, the findings also revealed that, assurance was the most important followed by empathy and responsiveness which determine the highest level of customer satisfaction. The study recommended that, telecommunication companies’ management should make efforts to ensure that their customers are happy and satisfied. Front office staffs are critical to the continued success of the telecommunication industry. It also recommend that telecommunication management should focus on the most contributing factors to customer satisfaction such as tangibles, empathy as well as value for money services. In the end, the management should constantly interact with the customers in order to understand their needs and provide satisfactory services.
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CHAPTER ONE

INTRODUCTION AND BACKGROUND INFORMATION

1.1 Chapter Overview

This chapter consists of background information to the study, statement of the problem, research objectives and research questions. This chapter also highlights the significance of the study and organization of the study.

1.2 Background to the Study

The global telecommunication industry is witnessing an unprecedented change at a rapid pace.  Evolving communication technologies are aimed towards achieving enhanced mobile broadband, ultra-reliable and low latency communications, and massive machine-type interactions seamlessly. Cellular wireless networks are incorporating innovative techniques such as software defined networking (SDN), heterogeneous networks, and virtualization to optimize communication. The latest communication standard – 5G – is seen as the platform which not only supports mobile broadband but also an array of applications such as massive machine-type communication, autonomous vehicles, public safety and other applications that demand higher connectivity with low latency feature.
Theoretically, 5G is capable of being 20 times faster than 4G, thereby resulting in quicker data transfer with more reliability and minimal delay. Advanced technologies such as artificial intelligence (AI), IoT, edge computing, cloud computing, and AR/VR are driving the current global telecommunication industry. AI is being deployed by ITU (International Telecommunication Union) for technical on-field work such as coding algorithms, network management, and security. It is also being utilized for data processing and its orchestration. Machine Learning (ML) algorithms have proved to cope up with increasing network complexities as well. These algorithms increase the network feasibility of self-organization, thus enhancing the efficiency and robustness of network operations (Netscribes, 2020). Although telecommunications industry has seen massive change around the world but the impact of service quality dimensions still needs further emphasis in this field (Agarwal and Boora, 2018). 

Here in Africa, OpenRAN is set to play a vital role in the connectivity race.  Much of the continent is still unconnected and those that are, are largely dependent on legacy infrastructure, with 2G and 3G abounding, and 4G still in its infancy.  That has not stopped the sprint to bring 5G to Africa though, with Uganda recently being the first country in Western and Central Africa to deploy 5G Internet. However, although there are capabilities to deploy 5G, Africa-based operators will require the ability to run 5G alongside their existing 2G, 3G and 4G networks.  At present, that can only be solved with either erecting new infrastructure or, deploying OpenRAN, which can run alongside existing infrastructure (Biztech Africa, 2020)

In developing countries like Tanzania the mobile communication industry is growing very fast. One important utility in an economy is telecommunication. The telecommunication industry’s role in an economy cannot be overemphasized. This is because it is the means through which all daily transactions and activities are undertaken. It aids decision making, organizing, influencing, activating, instructing, providing feedback, promoting interpersonal and business relationships as well as exchange of information. All social, economic, political, cultural, trade and commercial activities are undertaken using telecommunication. The nature of a country’s telecommunication industry affects its pace of commercial and domestic activities. Due to the poor performance of many of these telecommunication firms, particularly in the developing countries, governments have had to intervene through formulation of Regulatory Authorities like TCRA in Tanzania. 
The Tanzania Communications Regulatory Authority (TCRA) is a quasi-independent. It was established under the Tanzania Communications Regulatory Act No.12 of 2003 to regulate the electronic communications, and Postal services, and management of the national frequency spectrum in the United Republic of Tanzania. The Authority became operational on 1st November 2003 and effectively took over the functions of the now defunct Tanzania Communications Commission (TCC) and Tanzania Broadcasting Commission (TBC) respectively. (TCRA, 2020) Tanzania Telecommunications Company Limited (TTCL) is the first telecommunication company in Tanzania which evolved from the former Tanzania Posts and Telecommunications Corporation in 1993. Before the coming of mobile operators in late 1994, the company was enjoying monopoly on Tanzania mainland and a duopoly on Tanzania Zanzibar, where Zanzibar Telecoms Limited (Zantel) was the second licensed fixed basic telephone operator. 
The company has been in several joint managements due to its financial instability in the past and has gone through several restructuring phases. However, currently the company is wholly owned by the Government after purchase back 35 shares initially owned by Bharti Airtel. Other Major Telecommunication companies in Tanzania include Vodacom, Tigo (formerly Mobitel), Airtel (formerly Zain, Celtel), Zantel, and Viettel (Hallotel).

Airtel Tanzania was licensed as the mobile operator in the country in November 2001 under the Brand name of Celtel. The license was the result of Tanzania Communications Commission (TCC) to decide and to change its zonal licenses into national licenses in 1998. The changes was because the numbers of subscribers in the country was very low (i.e. a total of 37,940 in 1998) and operators were concentrating on a few zones only (i.e. the coastal area near Dar es Salaam and Zanzibar).

The success of telecommunication industry depends on prudent efforts and feasible investments. In a competitive market, service providers are expected to compete on both price and quality of services and also it is necessary for the service providers to meet the consumers’ requirements and expectations in price and service quality (Melody, 2001) as cited by Paulrajan and Rajkumar, (2011). Service quality is considered an important tool for a firm’s struggle to differentiate itself from its competitors (Wijetunge, 2016).  This is even much more pronounced in today’s highly globalized, industrialized and competitive markets. The growth and survival of companies depend on their customers which telecommunication is no exception (Agyapong, 2010).
Customer satisfaction becomes the most important factor for Telecom Services (Agarwal and Boora, 2018). Good customer satisfaction has an effect on the profitability of nearly every business, hence companies need measuring satisfaction of their customers because customer satisfaction is an asset that should be monitored and managed just like any physical asset (Ilieska, 2013). If customers are not satisfied with a given products and services, they are likely to switch to competitor’s offerings and therefore companies and businesses should make sure that whatever service or product they offer to their customer are of the highly quality and they meet and surpassing customers’ expectations. Based on this information, this study examined the relationship between service quality and customer satisfaction in the telecommunication industry in Tanzania.

1.3 Statement of the Problem

In Tanzania, the quality of service provided by mobile phone companies is becoming major concern in the industry. Service serves as the most salient phenomenon that customers can experience and perceive. In today’s challenging business environment due to increasing competition among firms, changing economic conditions, changing nature of customers’ attitude and behavior, and firms trying hard to satisfy customers through the provision of quality products and services, customer satisfaction is becoming more and more important for the survival of many firms (Oduro et al, 2018). Hence, quality of firm’s service mainly builds up the image of that particular brand (Malik et al, 2011). 
Furthermore, Current competition trends in telecom industry indicate that if customer is satisfied then telecom services will prosper more positively (Agarwal and Boora, 2018). It is, therefore, important for telecom companies to put measures in place to build and maintain quality relationships with customers, and also improve the quality of products and services offered to customers (Oduro et al, 2018).The customer is the core of every business and the capability of a firm to succeed in this competitive environment depends largely on its ability to manage relationships with customers and increase customers’ satisfaction level through relationship building (Oduro et al 2018). 

Several studies have been done to examine the relationship between service quality and customer satisfaction. Some of the existing works include a work by Shafaq and Shuaa (2020) examined   the effects of service quality on customer satisfaction in Afghanistan, another study was done by Samara and Shehada (2020) addressing the Impact of service quality on customer satisfaction in the Jordanian mobile communication companies. Other studies which examined service quality and its relationship on customer satisfaction includes in Kumar et al (2019), Shrestha and Ale (2019), Jadayil et al (2020), UAE, Kumar et al (2019),  Rajathi and Siva (2018), and Siloyam and Jampala (2019). 
Despite the extensive studies exist in the area of service quality and customer satisfaction, the focus of those studies were on relationship between service quality and customer satisfaction in Nepal, India, UAE, Soud Arabia, Jordan, Malaysia, Ghana, Kenya  and Uganda. Therefore, since studies that examined the relationship between customer satisfaction and service quality are scant in the context of Tanzania. This study intended to examine the relationship between service quality and customer satisfaction in Tanzania. It also assessed the importance of service quality dimensions to Airtel Company Limited. Furthermore it identified the factors influencing service quality in Airtel Mobile Company Limited.
1.4 Research Objectives

1.4.1 General Objective

The main objective of the study was to examine the influence of service quality on customer satisfaction.

1.4.2 Specific Objectives

i.   To examine the relationship between service quality and customer satisfaction.

ii. To assess the importance of service quality dimensions to Airtel Company Limited

iii. To identify the factors influencing service quality in Airtel Company Limited.

1.5 Research Questions

i. Is there any significant relationship between service quality and customer satisfaction?

ii. What is the importance of service quality dimensions to Airtel Company Limited? 

iii. What are the factors influencing service quality to Airtel Company Limited
1.6 Significance of the Study

The study illustrates the current problem of customer satisfaction in the mobile telecommunication services in Tanzania and how service quality dimensions can lead to customer satisfaction; this provide insights and knowledge to service providers about service quality dimensions that eventually influence customer satisfaction. 

The study is of value to service providers, distributors and agents who wish to sustain their business and remain competitive since they will adopt service quality dimensions and invest on the most important dimension for customer satisfaction. Moreover, the findings helps policy makers and regulatory bodies to continue put their eyes on service quality in the mobile telecommunication sector in Tanzania. Furthermore, the finding of this study stimulates and guides other researchers through the facts of service quality as a focus point of reference. The Tanzania Communication Regulatory Authority can also make use of the study findings to evaluate the performance of mobile communication companies and the service level attained as per the set guideline in the industry hence making sure that customers receive quality service from the providers as per the Tanzania Communications Regulatory Authority Act, 2003.
1.7 Scope of the Study

The focus of the study was to examine the influence of service quality on customer satisfaction in Airtel Mobile Phone Company. The study was conducted in the City of Dar es Salaam. A sample of 400 respondents was used. The study identified the perception of Airtel Company clients on the quality of service offered; the importance of service quality dimensions to Airtel Company Limited and finally factors influencing service quality to Airtel Company Limited. 
1.7 Organization of the Study
Chapter one presents the introduction and background of the study that includes how service quality is important to customer satisfaction, it presents statement of the research problem and research objectives. This chapter also covers research questions as well as significance of the study. Chapter two presents the literature review related to the study. It provides the definitions of key concepts as used in this study. Furthermore, this chapter clarifies the theoretical and empirical literature review for the study. In the end, a clear research gap and the conceptual framework that guided this study are presented. 
Chapter three presents the research methodology used in the study. It presents research design, population of interest and area of research, sampling design. This chapter also covers data collection methods as well as data analysis methods. Chapter four presents the data. It presents the findings of the study though the data collected analyses and discusses the findings as per objective of the study. Chapter five presents the discussion of the findings. It discusses the implication of the study results in relation to previous studies. Chapter six presents conclusion and recommendations made with regard to the study findings and objectives. It also provides areas for further studies.

CHAPTER TWO

LITERATURE REVIEW

2.1 Chapter Overview

This chapter presents conceptual definitions of key terms. The chapter also discusses the theoretical and empirical literature reviews related to customer satisfaction and service quality. Furthermore, this chapter also discusses the conceptual framework guiding the study. Finally it presents the research gap intended to be addressed by the research.

2.2 Definitions of Key Terms

2.2.1 Service Quality

The term 'Service quality' is harder to define and judge. Service quality means the ability of a service provider to satisfy customer in an efficient manner through which he can better the performance of business (Ramya et al, 2019). Service quality definitions vary only in wording but typically involve determining whether perceived service delivery meets, exceeds or fails to meet customer expectations (Cronin and Taylor, 1992).  According to Parasuraman et al. (1988), service quality can be defined as an overall judgment similar to attitude towards the service and generally accepted as an antecedent of overall customer satisfaction (Zeithaml and Bitner, 1996). 
On the other hand, Parasuraman et al. (1988) have defined service quality as the ability of the organization to meet or exceed customer expectations. It is the difference between customer expectations of service and perceived service (Zeithaml et al., 1990). Perceived service quality results from comparisons by customers of expectations with their perceptions of service delivered by the suppliers (Zeithaml et al., 1990). If expectations are greater than performance, then perceived quality is less than satisfactory and hence customer dissatisfaction occurs (Parasuraman et al., 1985; Lewis and Mitchell, 1990). In this study, service quality has been defined as the extent or degree by which a customer perceives the service consumed basing on his or her expectations. If the service meets or exceeds the customer’s expectation, the service is considered of quality, but if the services do not meet customer’s expectation, then the service considered to be of low quality.  

2.2.2 Customer Satisfaction

Customer satisfaction (CS) has attracted serious research attention in the recent past year. Customer satisfaction is now for all companies the primary criterion for the assessment of their relationship with the market, a permanent object of their operating policies and an important element for the reinforcement of company reputation, as well as a fundamental guide to direct operational processes. (Aimee, 2019).

Customer satisfaction is a complex construct as it has been approached differently by different authors such as Besterfield (1994), Barsky (1995) and Kanji and Moura (2002). As expressed by Kotler and Keller (2013), customer satisfaction is a person's feeling that is the result of a comparison of the performance of a product purchased with what is expected by consumers. Levesque and McDougall (1996), satisfaction is conceptualized as an overall, customer attitude towards a service provider. Also customer satisfaction has been described as an effective response, focused on product performance compared to some pre purchase standard during or after consumption (Halstead et al., 1994). 
So Mano and Oliver (1993) establish that satisfaction is an attitude or evaluative judgment varying along the hedonic continuum focused on the product, which is evaluated after consumption. This was reechoed by Fornell (1992), when he identified satisfaction as an overall evaluation based on the total purchase and consumption experience focused on the perceived service performance compared with pre purchase expectations over time (Agyapong, 2011). Satisfaction is a person’s feelings of pleasure or disappointment resulting from comparing a product’s perceived performance or outcome in relation to his or her expectation (Kotler, 2000; Kotler and Kevin, 2006). For this study, customer satisfaction is defined as the mental state by which a customer considers consumed service to have solved/not solved his/her problem. 

2.3 Theoretical Review

2.3.1 Servqual Model

SERVQUAL Model (Parasuraman et al. 1988) emerged as an instrument to measure service quality consisting of the five dimensions of service quality namely reliability, tangibility, responsiveness, assurance and empathy. 

(1) Tangibles: It refers to the appearance of physical facilities, equipment, personnel, documents etc. (Parasuraman et al., 1988).

(2) Reliability: It is the Ability to deliver the promised service perfectly and within a predefined time period. (Parasuraman et al., 1988).

(3) Responsiveness: Responding to customer as and when required. In other word it is requires good customer care service with willingness to help. (Parasuraman et al., 1988).

(4) Assurance: Knowledge and courtesy of employees and their ability to inspire trust and confidence. This builds a tight and positive bonding between the customer and the service provider (Parasuraman et al., 1988).

(5) Empathy: Empathy means understanding. The service provider must have a clear-cut understanding that what customer requires. Service providers must be Caring and should provide individual attention to customers (Parasuraman et al., 1988).

Various studies for service quality and customer satisfaction in telecom industry applied SERVQUAL Model in their research. SERVQUAL Model were also applied for this study.

2.3.2 Justification for selecting SERVQUAL Model

This theory has been used extensively by different researchers. Some of them include Agarwal and Boora (2018) examined the effects of service quality on customers satisfaction with special reference to Saudi Arabia’s mobile telecommunications industry. Furthermore, Jadayil et al (2020) conducted study using SERVIQUAL model to investigate the quality of provided wireless communication services in UAE. Shafaq and Shuaa (2020) also examined effects of service quality dimensions on customer satisfaction using SERVQUAL model in Afghan wireless communication company of Balkhab district of Sar-e-Pol province. Others include Shrestha and Ale (2019) who applied SERVIQUAL model to examine service quality and its relationship on customer satisfaction of Nepal Telecom (NT).   
Samara and Shehada (2020) examined the Impact of Service Quality on Customer Satisfaction in the Jordanian Mobile Communication Companies. Rengarajan et al (2019) researched on Service Quality of Airtel Mobile Operator Using Servqual Model in Kanchipuram District, Tamil Nadu. Oduro et al (2018) examined the determinants of customer satisfaction in MTN Ghana Limited. Rajathi and Siva (2018) conducted study on impact of service quality dimensions on customer satisfaction in bharti airtel tiruchirappalli-mathur India. Additionally, Colette (2019) examined the effect of mobile service quality dimension on customer satisfaction in Cameroon. While Timothy et al (2017) examined the relationship between service quality and customer satisfaction in Nigerian telecom companies. 
Selelo and Lekobane (2017) used SERVQUAL Model to examine the relationship between service quality and customer satisfaction in Botswana telecommunication industry. In addition to that, Alhkami and Alarussi (2017) employed SERVQUAL model to examine the effect of service quality dimensions on customer satisfaction in telecommunication companies in Yemen. Moreover,  Majeed (2019) assessed service quality and customer satisfaction of mobile telecom services in tamale, Ghana  and   Moshi (2016). Applied SERVIQUAL Model in the examination of the relationship between customer satisfaction and service quality in Vodacom telecommunication in Tanzania. Therefore this is not the first study to employ SERVQUAL MODEL, the above mentioned studies also employed the same model, and this is why the researcher employed the same model in this study.

2.3.3 Theory of Assimilation

The basis of assimilation theory is Festinger’s (1957) dissonance theory. Assimilation theory states that “consumers make some kind of cognitive comparison between expectations about the product and the perceived product performance” According to Craig, Ghosh and McLafferty (2004), consumers tend to avoid dissonance by adjusting perceptions about a given product to bring it more in line with expectations. Consumers can also reduce the tension resulting from a discrepancy between expectations and product performance either by distorting expectations so that they coincide with perceived product performance or  by raising the level of satisfaction by minimizing the relative importance of the  dis confirmation experienced (Magi, 2003).

The assimilation theory presume that consumers are motivated enough in order to adjust their expectations as well as their product performance perceptions. If the consumers adjust their expectations or product performance perceptions, then dissatisfaction would not be a result of the post-usage process. Some researchers have discovered if actual product performance is controlled, it can lead to a positive relationship between expectations and satisfaction (Anderson 1973). Accordingly, it is also assumed that dissatisfaction could never occur unless the evaluation process began with the negative expectations from customer.

Theory of assimilation has a number of deficiencies specifically, the theory assumes that there exist a relationship between expectations and satisfaction; however it does not state the way in which the expectation disconfirmation can lead to fulfillment or dissatisfaction. Furthermore, the theory suggests that clients are motivated enough to adjust either their expectations or their perceptions about the performance of the product. Some researchers have found that controlling for actual product performance can lead to a constructive relationship between expectation and contentment. Therefore, it would appear that dissatisfaction could never occur unless the evaluative processes were to begin with negative consumer expectations. (Peyton et al. 2003)

2.3.3.1 Justification for choosing Theory of Assimilation

Theory of assimilation has been used extensively by many researchers. Some of the researchers include Moshi (2016) examined the relationship between customer satisfaction and service quality in telecommunication industry in Tanzania; Mensah (2012) examined customer satisfaction and complaint responses towards mobile telephony services in Ghana; Mkoma (2014); conducted analysis of customers’ satisfaction with banking services in Tanzania; Furthermore, Aigbavboa and Thwala (2013) reviewed theories and models with regards to users ‘satisfaction/ dissatisfaction. 

2.4 Empirical Literature Review

2.4.1 Relationship between Service Quality and Customer Satisfaction

Agarwal and Boora (2018) conducted study on effects of service quality on customer’s satisfaction with special reference to Saudi Arabia’s mobile Telecommunications Industry. Factor analysis and Cronbach's Alpha were carried out for the responses to the dimensional items using SPSS20 software. The results showed that customers have positive attitudes towards the level of service quality of Saudi telecommunication companies measured by the five dimensions. Rajathi and Siva (2018) researched on the impact of service quality dimensions on customer satisfaction. Different dimensions of service quality were considered and their impact on customer satisfaction was measured. Result showed that service quality had moderate impact on customer satisfaction

Siloyam and Jampala (2019) conducted research on the Impact of service quality, value and trust on satisfaction of telecom subscribers. Multiple regression analysis was used to ascertain the impact of independent variables on dependent variables. The result shoed trust is the vital factor on satisfaction and subsequent loyalty in telecommunication services. Trust in turn was influenced by the manner in which the telecom operator dealt with the customer right from the time the customer made preliminary enquiries. Oduro et al. (2018) conducted research to assess the determinants of customer satisfaction in telecom sector in Ghana. 
Multiple regression analyses were used to examine the relationship between customer expectation, relationship quality, perceived value, perceived (product/ service) quality, customer loyalty, and customer satisfaction. The results showed that there is significant positive relationship between customer satisfaction and perceived (product/service) quality, Bekele (2018) conducted a study on customer satisfaction with service delivery of mobile telecommunication services in Ethiopia. Descriptive statistics were used to analyses data from respondent. Results showed that customers are not satisfied with service quality delivered by Ethio-telecom in Ethiopia regarding on mobile service. The fore service quality should be improved.

Rengarajan et al (2019) studied on service quality of Airtel mobile operator using SERVQUAL Model In Kanchipuram district, Tamil Nadu. This study adopts, descriptive research design, which helps provide answers to the research questions. The data analysis revealed that large number of the respondents is not satisfied with the service provided by Airtel operators. Selelo and Lekobane (2017) examined the relationship between service quality and customer satisfaction in the mobile telecommunications in Botswana. Component and  regression analysis was applied in the study. The result revealed that across all mobile operators; Assurance, Credibility, Security and Tangibles are the major dimensions that are significantly and positively related to customer satisfaction.

2.4.2 Importance of Service Quality Dimensions to Airtel Company Limited

Shrestha and Ale (2019) conducted study on service quality and Its relationship on customer satisfaction of Nepal Telecom using SERVQUAL model. Pearson correlation analysis was carried out to examine the relationship between service quality dimensions and customer satisfaction. Findings showed that all the five dimensions of service quality have shown a positive and significant effect on customer satisfaction. Shafaq (2020) examined the effects of service quality dimensions on customer satisfaction using SERVQUAL model in Afghan wireless communication company. 
Cronbach Alpha was used to test the Internal consistency of the questionnaire and spearman correlation and regression analysis were applied to asses the relationship between customer satisfaction and service quality dimensions. The results revealed that tangibility, reliability and empathy have significant and positive impact on customer satisfaction of Afghan wireless communication company of Balkhab district. Jadayil et al. (2020) Used SERVIQUAL to investigate the quality of wireless communication services provided by Etisalat Company in the UAE. Statistical and mathematical methods were used to calculate the service gap for each question and service dimension. All the dimensions showed a negative gap between expected service and perceived service, which means all dimensions, must be improved to satisfy their customers. 

2.3.3 Factors Influencing Service Quality at Airtel Company Limited

Kumar et al (2019) conducted research on the Impact of Service Quality on Customer Satisfaction and Loyalty in Delhi-NCR India. Regression and Corelassion analysis to understand the relation between the variables. Results revealed quality services in telecom industry has substantial impact on the customer’s satisfaction and loyalty. Samara and Shehada (2020) used SERVQUAL dimensions to examine the Impact of service quality on customer satisfaction in the Jordanian mobile communication companies. Correlations and Regression analysis were carried out. 
The result showed that reliability has the most significant influence on customer satisfaction. Munyanti and Masrom (2018) studied on customer satisfaction towards mobile network services. Simple random sampling technique was employed to obtain intended respondent. Descriptive and correlation analysis were carried out. Results found that customer service, promotional activities, network coverage, price and billing, and service quality were mostly concerned with customer satisfaction.

Table 2.1: Service Quality and Customer Satisfaction Studies

	S/N
	Author (S)
	Aim Of The Study
	Variables
	Methodology
	Findings

	1
	Agarwal and Boora (2018)
	Effects of Service Quality on Customers Satisfaction in Saudi Arabia
	Service Quality and Customer Satisfaction
	Factor analysis
	Customers have positive attitudes towards the level of service quality of Saudi telecom companies 

	2
	Rajathi and Siva (2018)
	Impact Of Service Quality Dimensions On Customer Satisfaction In Bharti Airtel Tiruchirappalli-Mathur India
	Service Quality and Customer Satisfaction
	chi-squire analysis
	All the dimensions of service quality were positively and significantly impacted the customer satisfaction

	3
	Siloyam and Jampala (2019)
	Satisfaction of Telecom Subscribers: Impact of Service Quality, Value and Trust in India
	Service Quality, Value and Trust
	Multiple regression analysis
	Trust is the vital factor that had a bearing on satisfaction and subsequent loyalty in telecommunication services.

	4
	Oduro et al. (2018)
	Determinants of Customer Satisfaction in the Telecommunication

Industry in Ghana
	customer expectation,  perceived value, perceived quality, and customer loyalty
	Regression analysis
	The study concludes that perceived product/service quality, relationship quality, and customer loyalty are important determinants of customer satisfaction

	5
	Bekele (2018)
	Customer Satisfaction with Service Delivery of Mobile Telecommunication Services in Addis Ababa
	Customer Satisfaction and Service Delivery
	Descriptive analysis
	customers are not satisfied with service quality delivered by ethio-telecom on mobile service 

	6
	Rengarajan et al (2019)


	Service Quality Of Airtel Mobile Operator Using Servqual Model In Kanchipuram District, Tamil Nadu India
	Tangibles, 

Reliability,

Responsiveness,

Assurance, 

Empathy 
	Descriptive analysis
	Large number of the respondents is not satisfied with the service provided by Airtel operators

	7
	Shrestha and Ale (2019)


	Study of Service Quality and Its Relationship on Customer

Satisfaction of Nepal Telecom (NT) in Nepal
	Service Quality and Customer satisfaction
	Correlation analysis
	Reliability and empathy have strong and positive significant impact on customer satisfaction

	8
	Shafaq and Shuaa (2020


	The Effects of Service

Quality on Customer Satisfaction: A Case Study of AWCC in Balkhab District of Sar-E-Pol Province in Afghanistan

	Service quality and Customer satisfaction
	Correlation and Regression analysis
	Tangibility, reliability and empathy have significant and positive

impact on customer satisfaction

	9
	Jadayil et al (2020)


	Using SERVIQUAL to investigate the quality of provided wireless

communication services in UAE
	reliability, assurance, tangibility, empathy and responsiveness
	Statistical and mathematical methods
	All the dimensions showed a negative gap between expected service and perceived service

	10
	Kumar et al (2019)


	Impact of Service Quality on Customer Satisfaction and Loyalty in the Sector of Telecom Service Provider in Delhi-NCR India

	Service quality and customer Satisfaction
	Correlations and Regression analysis
	Quality services in telecom industry has substantial impact on the customer’s satisfaction and loyalty

	11
	Samara and (2020)


	The Impact of Service Quality on Customer Satisfaction in the Jordanian Mobile

Communication Companies in Jordan
	Service quality and customer Satisfaction
	Correlations and Regression analysis
	Reliability, Responsiveness and Empathy had significant positive impact consumer satisfactions, while Tangibility and Assurance did not have a significant relationship with satisfaction.


	12
	Munyanti and Masrom (2018)


	Customer Satisfaction Factors towards Mobile Network Services in Mlaysia
	Statistical

analyses
	Correlation analysis
	Customer service, promotional activities, network coverage, price and billing, and service quality were mostly concerned with customer satisfaction.



Source: Research Findings, 2020
2.5 Research Gap

Several studies have been done to examine service quality and customer satisfaction. Examples of the studies include Agarwal and Boora (2018) conducted study in Saudi Arabia; while Rajathi and Siva (2018); Siloyam and Jampala (2019); Rengarajan et al. (2019) and Kumar et al (2019) did research in India. Furthermore, Shrestha and Ale (2019 researched in Nepal, while Shafaq and Shuaa (2020) conducted study in Afghanistan. In addition, Jadayil et al (2020) researched in UAE and Samara and (2020) conducted research in Jordan. Others include Munyanti and Masrom (2018) researched in Mlaysia. Moreover Oduro et al. (2018) conducted study in Ghana while Bekele (2018) researched in Ethiopia and Temba (2013) and Alice (2016) researched in Tanzania.
However, the focus of many studies was on service quality, customer satisfaction, customer loyalty, customer preference of service provider and customer complaint on service delivery. Most of these studies were done in Saudi Arabia, India, Nepal, Afghanistan, UAE, Jordan, Malaysia, Ghana, Ethiopia etc. This study examined the relationship between service quality and customer satisfaction in Kinondoni district, in Tanzania. 
2.6 Conceptual Framework

The conceptual framework shown in (Figure 2.1) below is a modified model from Felix (2017). It explains the underlying process, relevant to guide the study.It has been proven that “quality has a direct impact on product performance, and thus on customer satisfaction” (Kotler et al., 2002). The Independent variables are therefore derived from the SERVQUAL Model, which includes Tangible, Reliability, Responsiveness, Assurance and Empathy. On the other hand, the dependent variables will be customer satisfaction which includes; repeat purchase, reluctant to switch, fewer complaint and good word of mouth.

Independent Variables




Dependent Variable
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Figure 2.1: Conceptual Model
Source: Modified version adopted from Felix (2017)

CHAPTER THREE
RESEARCH METHODOLOGY

3.1 Chapter Overview

This chapter presents the methodology used for the study. It also highlights the research design, population area as well as data collection methods. In the end, various data analysis techniques and the justification for choosing them has been clearly explained

3.2 Research Philosophy

Research philosophy refers to a system of beliefs and assumptions about the development of knowledge (Saunders et al. 2007). Easterby-Smith et al (1991) argue that positivism is grounded in a research philosophy that asserts that the “social world exists externally, and that its properties should be measured through objective methods rather than being inferred subjectively through sensation, reflection or intuition”. In order to gauge an authentic finding, the measurement tool for perceived SQ must rely on attributes and dimensions of an instrument that encompasses more than a single item. Such a philosophical paradigm provides consumers the opportunity to understand SQ and be able to express their experiences (Ongo) The researcher considered the positivism approach in order to give participants the best opportunity to communicate their real experience and at the same time being able to share their knowledge based on their experience of a service and satisfaction using Likert scale. 
3.3 Research Design

Descriptive research design is a scientific method which involves observing and describing the behavior of a subject without influencing it in any way. A descriptive research design was adopted in this study to examine the relationship between service quality and customer satisfaction in Tanzania.  In their articles, Bekele (2018); Rengarajan et al (2019); Khan and Afsheen (2012); Mokhtar (2011); Agyei and Kilika (2013);Roy et al (2016) and Khan (2010) applied descriptive survey method in their studies. The descriptive survey design was adopted because it is suitable for gathering of data and describes the characteristics of the population. 
The major purpose of descriptive research is description of the state of affairs as it exists at present.The main characteristic of this method is that the researcher has no control over the variables; he can only report what has happened or what is happening (Kothari, 2004).Descriptive enables researcher to organizing, summarizing, and presenting data in a convenient and informative way (Keller, 2014).  It is also concerned with relationships and practices that exist, beliefs and processes that are ongoing, effects that are being felt, or trends that are developing, hence the researcher found it suitable for this study. The objective in a descriptive study is to learn who, what, when, where and how of a phenomenon. (Agyei and Kilika, 2013)

3.3.1 Study Population

Population can be explained as a comprehensive group of individuals, institutions, objects and so forth with a common characteristic that is the interest of the researcher. For this research, Airtel subscribers were the target population of inquiry for collection of data to gather information about the service offered by Airtel Company in Dar es salaam, Tanzania. Airtel Tanzania had 13,128,382 subscribers by June 2020. (TCRA Report June 2020).

3.3.2 Study Area

This study was conducted in Kinondoni district, in Dar es Salaam city. The selection of the study area was influenced by presence of Airtel company headquarters in Dar es Salaam, but also due to the presence of major Airtel branches and Airtel shops. The headquarters and many branch offices and Shops are located in Kinondoni district. Additionally, Dar es Salaam is the largest business city in Tanzania. The selected area offered all types of sample needed for the study and it was also convenient for the researcher to get large number of customers all at once.Customers around Airtel headquarters, Airtel shops and branches took part in the study.

3.4 Sampling Procedures

3.4.1 Convenience Sampling

Convenient sampling is a type of non-probability or nonrandom sampling where members of the target population that meet certain practical criteria, such as easy accessibility, geographical proximity, availability at a given time, or the willingness to participate are included for the purpose of the study (Etikan et al, 2016). Due to the nature of this study and types of respondents, convenient sampling procedures were employed to select the study respondents. Convenience sampling involves drawing samples that are both easily accessible and willing to participate in a study. Advantage of using this design that it is simple and there is high chances for the researcher to receive all or almost all the questionnaires back, so that there will be a good response rate (Bryman and Bell 2011). However, this is not the first study which uses convenient sampling. Some of researchers who used the same design include, Baruah et al (2015), ESHGHI et al (2008), Khan (2010), Mensah (2012), Paulrajan and Rajkumar (2011) and  Roy et al (2016).

3.4.2 Sample Size

Baker (1999) noted that there are two major goals that sampling can achieve. The first one is to establish representatives of what is being studied and conversely to reduce bias. The second is to be able to make inferences from findings based on a sample to a larger population from which that sample is drawn. The sample size used for the study was 400. This sample size was be drawn from Airtel subscribers. According to TCRA quarter report of June 2020, Airtel was having 13,128,382 subscribers. Since the researcher knows only the population size and does not have any other parameters of the population, Slovin’s formula was used tocalculate the sample size which is written as; n = N / (1 + N[image: image3.png]


)  

Where 
n = Number of samples or sample size, 

N = Total population and 

e = Error tolerance. 

For the purpose of this study, the confidence level/interval of 95% was applied which gave a margin of error of 0.05.

Then the sample size (n) = 13,128,382 / (1 + 13,128,382 x[image: image5.png]0.05%



)

n = 400
Table 3.1: Sample Size of the Study

	Respondent Type
	Total Respondent
	Actual respondent %

	Airtel Customers/Subscriber
	400
	100

	Total
	400
	100


Source: Field Data, 2020
3.5 Data Collection

3.5.1Questionnaire 

Questionnaire was developed to collect data for the study. A self-administered structured questionnaire adopted from Gloria (2012) was used to collect service quality data. A 5-point Likert scale from 1 (strongly disagree), 2 (disagree) 3 (neutral or indifferent), 4 (agree), 5 (strongly agree) were used to examine SERVQUAL variables such as tangibles, reliability, responsiveness, assurance, and empathy. Advantages of using questionnaire in this study includes, free from the bias of the interviewer, it is easy to administer, relatively quick to collect information and less coast method. Some of the researchers who used questionnaire in their studies includes, Nigussie (2019) used questionnaire to study Service Quality and Its Effects on Customer’s Satisfaction in telecommunication in Ethiopia. 
Additionally, Shrestha and Ale (2019) employed questionnaire on the study of service quality and its relationship on customer satisfaction of Nepal telecom. Furthermore, Rajathi and Siva (2018) applied questionnaire to collect data for the study on impact of service quality dimensions on customer satisfaction in Bharti Airtel India. Moreover, Timothy et al (2017) used questionnaire while examining service quality and customers satisfaction in Nigeria telecom. And  Selelo and Lekobane (2017) administered questionnaire while Examines the relationship between service quality and customer satisfaction in the mobile sector in Botswana. 
Additionally, questionnaire can measure both quantitative and qualitative data but also it is a good tool for the protection of the privacy of the participants. Moreover, Reports from Airtel Company were gathered through company website as well as from other telecom companies. Also the researcher consulted regulatory bodies like TCRA for additional information regarding telecom companies as well as rules and regulations for the industry. Other online information were gathered from website of the telecom companies in order to get the required data for the study.

3.6 Measurement of Variables and Scale Used

Customer satisfaction items for this study was measured using items such as Airtel provides value for money services, Airtel ensures that customers‟ needs and expectations are met, the staff cares for the customers, the staff gives individualized attention to customers, the staff endeavors to keep old and attract new customers, Airtel provides reliable network and so forth as indicated in Table 3.2. Customer satisfaction items were adopted from Felix (2017). Service quality items was measured using items such as the customer service branches are located in suitable places, the physical facilities are visually appealing, the  employees are well dressed and neat in appearance, When the service provider promises to do something, it does so, and so forth as indicated in Table 3.2. 
Service quality dimensions items were measured using items such as Tangibles, Reliability, Responsiveness, Assurance and Empathy and factors influencing service quality was measured using items such as Location service branches,  physical appearance ,Dressing code of the employees, Keeping promises to customers, Service charges, Accessible help lines, Quick service, Employees willingness to help, Trusted employee, Confidentiality of customer information, Politeness of employees, Provision of individualised attention as well as  Convenient operating hours. All items for this study was measured in a 5 point likert scale 1(Strongly Disagree), 2 (Disagree), 3 (Neutral), 4 (Agree), 5 (Strongly Agree). 

Table 3.2: Measurement of Variables and Scale Used

	
	Dimensions 
	Symbol 
	Items

	Service Quality
	Tangibles
	T1
	The customer service branches are located in suitable places

	
	
	T2
	The physical facilities are visually appealing

	
	
	T3
	The employees are well dressed and neat in appearance

	
	Reliability
	R1
	When the service provider promises to do something, it does so

	
	
	R2
	The service provider provides services at the promised time

	
	
	R3
	The service charges are reasonable

	
	Responsiveness
	RE1
	Help line can be easily accessed

	
	
	RE2
	Employees give quick service

	
	
	RE3
	Employees have willingness to help

	
	
	RE4
	The employees respond quickly to customer requests even if busy

	
	Assurance
	A1
	The employees can be trusted

	
	
	A2
	Customers feel safe in doing business with the service

provider

	
	
	A3
	The service provider protects the confidentiality of the information of customer

	
	
	A4
	Employees of the service provider are polite.

	
	Empathy
	E1
	The employees give individual attention

	
	
	E2
	The employees know the customer needs

	
	
	E3
	The service provider has operating hours convenient to all

	Customer Satisfaction
	
	
	Airtel provides value for money services

	
	
	
	Ensures that customers‟ needs and expectations are met

	
	
	
	The staff cares for the customers

	
	
	
	The staff gives individualized attention to customers

	
	
	
	The staff endeavors to keep old and attract new customers.

	
	
	
	Airtel provides reliable network.

	
	
	
	Information about Airtel’s products /services is available.

	
	
	
	I would recommend someone to join the Airtel network.

	Service Quality Dimensions
	
	
	Location of customer service branches 

	
	
	
	Appearance of physical 

	
	
	
	Dressing code of the employees 

	
	
	
	Keeping promises to customers

	
	
	
	Service charges 

	
	
	
	Accessible help lines 

	
	
	
	Quick service

	
	
	
	Employees willingness to help

	
	
	
	Trusted employee

	
	
	
	Confidentiality of customer information

	
	
	
	Polite employees 

	
	
	
	Provision of individual attention

	
	
	
	Convenient operating hours 

	Factors  influencing Service Quality 
	
	
	Location of customer service branches 

	
	
	
	Appearance of physical 

	
	
	
	Dressing code of the employees 

	
	
	
	Keeping promises to customers

	
	
	
	Service charges 

	
	
	
	Accessible help lines 

	
	
	
	Quick service

	
	
	
	Employees willingness to help

	
	
	
	Trusted employee

	
	
	
	Confidentiality of customer information

	
	
	
	Politeness of employees 

	
	
	
	Provision of individual attention

	
	
	
	Convenient operating hours 


Source: Field Data, 2020
3.7 Reliability

Internal consistency (reliability) measures the consistency between different items of the same construct. Cronbach's alpha is the most common measure of internal consistency ("reliability"). It is most commonly used when you have multiple Likert questions in a survey/questionnaire that form a scale and you wish to determine if the scale is reliable. Cronbach‟s alpha was designed by Lee Cronbach back in 1951. The values assumed by Cronbach’s alpha range between zero and one (0-1). Higher values indicate a higher reliability of the scale and vice versa. In this study, internal consistency of the variables was tested using Cronbach alpha, and those variables with Cronbach alpha of above 0.7 was regarded as reliable and used in the analysis.

3.8 Validity

Validity test usually determines whether the research truly measures what it was intended to measure in the study population (Saunders et al, 2007). Validity in this study was done using pilot study, a questionnaire was prepared and tested among 30 Airtel users to see whether the variables measures what was supposed to be measured. 

3.9 Data Analysis Methods

Descriptive statistics and Correlation analysis were used for the study.

3.9.1 Descriptive Statistics

Descriptive statistics was employed for this study to analyses respondent’s demographic information. Education level, marital status, age, gender and type of service used by respondent were identified in the study population and presented in frequencies and percentages.  

3.9.2 Correlation Analysis

Correlation analysis was carried out for the study to analyses the relationship between the dependent variable of customer satisfaction and the items of the independent variables of service quality, which are tangibility, responsiveness, reliability, assurance and empathy. The purpose of carrying out correlation analysis is almost the same in every study and mostly, a correlation analysis becomes useful to explore the associative relationship between independent and dependent variables. (Senthilnathan, 2019). 

3.10 Ethical Consideration

Consideration of concerns of the people was important in this research. The researcher was given a research clearance letter from the Open University of Tanzania before data collection process. The researcher took into consideration all ethical matters related to disclosure and confidentiality of information as guided by research principals and standards.

CHAPTER FOUR

PRESENTATION OF FINDINGS

4.1 Chapter Overview

This chapter presents findings of the study based on the study objectives and the methodology adopted as stated in chapter three. Thus, the chapter consists of various sections whereby, the first section contains analysis of descriptive statistics of the demographic variables and the second section dealt into the main results of the study using correlation analysis. However, in order to ensure that the results are reliable, a test of internal consistency using Cronbach’s Alpha for each construct was carried out. 

4.2 Reliability and Validity

4.2.1 Reliability

Before analysis of the collected data was done, reliability test was conducted. Internal consistency (reliability) measures the consistency between different items of the same construct. Cronbach's alpha is the most common measure of internal consistency ("reliability"). It is most commonly used when you have multiple Likert questions in a survey/questionnaire that form a scale and you wish to determine if the scale is reliable. Cronbach‟s alpha was designed by Lee Cronbach back in 1951. The values assumed by Cronbach’s alpha range between zero and one (0-1). Higher values indicate a higher reliability of the scale and vice versa.

For this study, the Cronbach‟s alpha was employed to verify the internal consistency of each construct in the scale .The overal results of the Cronbach’s alpha computed for all five service quality dimensions was 0.753 indicating that the scale is significantly reliable as detailed in the Table 4.1.
Table 4.1: Reliability Statistics

	Service quality

dimensions
	Mean
	Standard Deviation
	Cronbach’s Alpha
	No of Items

	Reliability
	3.30
	0.875
	0.743
	4

	Tangibles
	3.85
	0.877
	0.796
	4

	Responsiveness
	3.33
	0.981
	0.785
	3

	Assurance
	3.88
	0.664
	0.679
	4

	Empathy
	3.47
	0.523
	0.765
	4


Source: Field Data, 2020
4.2.2 Validity

Validity test usually determines whether the research truly measures what it was intended to measure in the study population (Saunders et al, 2007). After pilot study, the changes in the instrument were made to correct the areas that were not clear to respondents. The amended survey was used in the actual data collection. Since all the study variables came from the Servqual Model and Theory of Assimilation. Therefore, it is without a doubt that the content validity was achieved.
4.3 Demographic Characteristics of the Study Population

The sample size of 400 was conveniently considered in the study. The respondents consisted of various educational backgrounds. Out of 400 questionnaires administered, 387 were valid constituting 96.75%. The remaining 13 questionnaires which are 3.25% were not included in the analysis as was having incomplete information.  Out of the 387 valid responses, customers with primary school education constitute (3.1%); followed by customers with secondary school education 35.4%, (20.4%) have tertiary education, 41.1% have University education (see Table 4.2). Out of 387 valid responses, about 189 (48.8%) of the respondents were married, 188 (48.6%) reported to be single, 4 (1%) reported to be widow and remaining 6 (1.6%) reported to have been divorced and separated respectively.
Table 4.2: Demographic Characteristics of the Study Population
	
	Frequency
	Percent (%)

	Education
	
	

	Primary
	12
	3.1

	Secondary 
	137
	35.4

	Tertiary
	79
	20.4

	University
	159
	41.1

	Total
	387
	100

	Marital Status
	
	

	Married
	189
	48.8

	Single
	188
	48.6

	Widow
	4
	1.0

	Divorced
	6
	1.6

	Total
	387
	100

	Age
	
	

	18-25
	120
	31.0

	26-30
	119
	30.7

	31-40
	96
	24.8

	Above 40
	52
	13.4

	Total
	387
	100

	Gender
	
	

	Male
	194
	50.1

	Female
	193
	49.9

	Total
	387
	100

	Service Used
	
	

	Mobile Phone
	154
	39.8

	Internet
	122
	31.5

	Both Mobile Phone & Internet
	111
	28.7

	Total
	387
	100


Source: Field Data, (2018)

In terms of respondents’ age, results shows that 120 (31%) reported to have age between 18 - 25 years, while 119 (30.7%) were between 26 – 30 years of age, 96 (24.8%) were between 31 – 40 years of age and remaining 52 (13.4%) were above 40 years of age (See Table 4.2) Out of the surveyed participants 194 (50.1%) were male, while 193 (49.9%) were female (see Table 4.2) The result shows that customers who use mobile telephone services are 39.8%, Internet 31.5% and those who use both mobile telephone and internet services amount to 28.7 percent see Table 4.2.

4.4 Pearson’s Correlations

This section provides the correlation matrix of the constructs showing evidence of the relationship which exists between the variables. 
Table 4.3: Pearson’s Correlations Results

	
	
	CS branches located in suitable places
	Physical facilities are visually appealing
	Employees are well dressed and neat
	Service provided at promised time
	Service charges are reasonable
	Help line can easily be accessible
	Employees give quick service

	CS branches located in suitable places
	Pearson Correlation
	1
	
	
	
	
	
	

	
	Sig. (2-tailed)
	
	
	
	
	
	
	

	Physical facilities are visually appealing
	Pearson Correlation
	.450**
	1
	
	
	
	
	

	
	Sig. (2-tailed)
	.000
	
	
	
	
	
	

	Employees are well dressed and neat
	Pearson Correlation
	.281**
	.581**
	1
	
	
	
	

	
	Sig. (2-tailed)
	.000
	.000
	
	
	
	
	

	Service provided at promised time
	Pearson Correlation
	.052
	.296**
	.359**
	1
	
	
	

	
	Sig. (2-tailed)
	.309
	.000
	.000
	
	
	
	

	Service charges are reasonable
	Pearson Correlation
	.129*
	.150**
	.283**
	.520**
	1
	
	

	
	Sig. (2-tailed)
	.011
	.003
	.000
	.000
	
	
	

	Help line can easily be accessible
	Pearson Correlation
	.268**
	.314**
	.383**
	.145**
	.307**
	1
	

	
	Sig. (2-tailed)
	.000
	.000
	.000
	.004
	.000
	
	

	Employees give quick service
	Pearson Correlation
	.210**
	.303**
	.054
	.233**
	.474**
	.068
	1

	
	Sig. (2-tailed)
	.000
	.000
	.289
	.000
	.000
	.181
	

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

	*. Correlation is significant at the 0.05 level (2-tailed).

	a. List wise N=387
	
	
	
	
	
	
	
	


Results of Pearson’s correlations indicated that value with correlation coefficient of -1.00 have perfect negative relationship while values with +1.00 indicates a perfect positive relationship of the variables. On the other hand values with correlation coefficient of 0.00 indicates no relationship exist between the variables being tested as shown in Table 4.3. From Table 4.3, correlations were computed among seven self-concept scales on data for 387 respondents. A correlation matrix based on a study by David et al. (2010) the study was interested in relationships between variables. 
The correlation between employees are well dressed and neat and physical facilities are visually appealing was strong at .581. Also the correlations between service charges are reasonable and service provided at promised time was also strong at .520. Moreover, the correlations between service charges are reasonable and employees give quick service was strong at .474.  Furthermore, the correlation between physical facilities are visually appealing and customer service branches are located in suitable places was strong at .450. The results suggest that 4 out of 7 correlations were statistically significant and were greater or equal to +.45, p< .05, two-tailed. Moreover, the correlation between services provided at promised time and customer service branches are located in suitable places was extremely low at .052. The results suggest that these variables were not significant

4.5 Importance of Service Quality Dimensions
This section presents the highest service quality dimensions which determine the highest customer satisfaction. Service quality dimensions are composed of tangibility, reliability, responsiveness, assurance, and empathy. The 387 respondents were asked to rate each statement concerning their highest customer satisfaction dimensions of service quality. The findings of the service quality of each dimension were as follows:
Table 4.4: Service Quality Dimensions Statistics

	Reliability Dimensions for Service Quality

	Reliability Dimensions Suggested by Respondents (N=387)
	Frequency
	Percent (%)

	The staff provide service as promised
	213
	55

	Service charges are reasonable 
	74
	19

	The staff perform service for you correctly the first time
	46
	12

	Service provider keeps promises
	54
	14

	Total
	387
	100

	Tangibility Dimensions for Service Quality

	Tangibility Dimensions Suggested by Respondents (N=387)
	Frequency
	Percent (%)

	Customer service branches are located in suitable places
	78
	20

	Employees are well dressed and neat
	206
	53

	The staff provide you service with a smile
	54
	14

	Physical facilities are visually appealing
	49
	13

	Total
	387
	100

	Responsiveness Dimensions for Service Quality

	Responsiveness Dimensions Suggested by Respondents (N=387)
	Frequency
	Percent (%)

	The staff respond to your requests quickly
	240
	62

	The staff give you prompt service.
	62
	16

	The staffs are willing to help you.
	85
	22

	Total
	387
	100

	Assurance Dimensions for Service Quality

	Assurance Dimensions Suggested by Respondents (N=387)
	Frequency
	Percent (%)

	Service provider protects confidentiality of customer information
	186
	48

	The staff have the skills required to perform service
	15
	4

	The staff speak with you by using appropriate forms
	27
	7

	The staff are trustworthy
	116
	30

	Customers feel safe in doing business with service provider
	43
	11

	Total
	387
	100

	Empathy Dimensions for Service Quality

	Empathy Dimensions Suggested by Respondents (N=387)
	Frequency
	Percent (%)

	Employees are polite
	43
	11

	The staff are able to communicate effectively
	201
	52

	The staff show personal attention to you
	112
	29

	The staffs know your specific needs
	31
	8

	Total
	387
	100

	Overall Dimensions identified by Respondents

	Dimensions Suggested by Respondents  (N=387)
	Frequency
	Percent (%)

	Tangibility
	27
	7

	Reliability
	35
	9

	Responsiveness
	66
	17

	Assurance
	151
	39

	Empathy
	108
	28

	Total
	387
	100


Source: Field Data, (2020)
Reliability: Overall satisfaction of perception towards reliability dimension as presented in table 4.1 above is at the highest level, with the staff provide service as promised receiving the highest score 55% (n=387). This may be because the front office staff provide service correctly the first time and keep their promises to customers. Consequently, customers feel satisfied with the reliability of service.  One customer noted that ‘the service was fast and right on time every time when entering Airtel shops. The reliability dimension refers to the ability of the front office Airtel staff to provide services dependably and accurately (Dabholkar et al., 1996). Reliable service performance has to meet customer’s expectation. Service must be accomplished on time, every time, in the same manner and without errors.

Tangibility: Table 4.1 shows that overall satisfaction of customers towards tangibility. Employees are well dressed and neat received high ranking at 53% out of 387 respondents. When front office staffs are well dressed and wear smart uniforms, their appearance impresses customers who feel more confident with telecom services. In addition, the front office staffs of the Airtel shops are well trained in terms of the Airtel slogan. The tangibility dimension includes physical aspects such as the physical appearance of telecom services including the neatness of front office staff and professionalism of employees (Dabholkar et al., 1996).
Responsiveness: Table 4.1 indicate that overall expectation towards responsiveness dimension was at the high level. The staff respond to your request quickly received the highest ranking of expectation at 62% (n-387). It is highly possible that customers are satisfied when they receive a quick response from the telecom staff. This is supported by a first time customer at the shop who commented that, ‘the front office staffs are willing to help me when I am looking for the customer desk to express my mobile phone problems encountered. It makes me feel that she is full of service mind in heart’. This shows that this customer received good help when needed. The ability to respond to customers’ requests reflected to customer satisfaction. The responsiveness dimension involves willingness to help customers and provide prompt services (Zeithaml et al., 1988). It is essential that front office telecom staffs are willing and able to help customers provide prompt service and meet customer’s expectation.

Assurance: Table 4.1 above indicate that overall expectation towards assurance dimension was at a high level, with trustworthiness ranking most important 30% (n=387). Most customers expect front office staff to make them feel safe when using telecom services. In addition, cashiers should be credible and responsible when handling expenses or money from customers. Perception of assurance dimension ranked at the highest level, with Service provider protects confidentiality of customer information being the most important factor 48% (n=387). Front office staff must have broad and deep knowledge, skills, capacity and experience. They must also be well versed in using advanced technology to improve their performance such as when attending customers queries by computer. The assurance dimension refers to the knowledge and courtesy of employees and their ability to inspire trust and confidence including competence, courtesy, credibility and security (Parasuraman et al., 1991).
Empathy: As indicated in Table 4.1 above, the overall expectation concerning assurance dimension was at a high level. Effective communication was considered the most important 52% (n=387) expectation. The front office staffs represent the telecom and communication is vitally important. The success of telecom work is based on effective communication (Paige, 1977). The front office deals with receiving, serves as the information centre and as the cashier. They must notify other departments of customers’ information, and also receive feedback. Effective communication among divisions in the telecom companies is one of the main factors that contribute to customer satisfaction.

Table 4.1 also indicated that overall perception of the empathy dimension was at the highest level. Perception of the personal attention of the staff was ranked highest at 29%. The results indicated that the front office staffs were enthusiastic to help telecom customers. According to Crompton et al. (1991), staff should make customers feel like they belong. This statement is consistent with the definition of empathy. The empathy dimension represents the provision of caring and individualized attention to customers including access or approachability and ease of contact, effective communication, and understanding the customers (Parasuraman et al., 1991).

Overall Dimensions of Customer Satisfaction towards Service Quality: Table 4.7 indicated that overall satisfaction of expectation towards the five dimensions. The result of customers satisfaction showed that assurance dimension was at the high level (39%), followed by empathy (28%), responsiveness (17%), reliability (9%), and tangibility (7%). Most customers expected the front office staff (especially the cashier) to be trustworthy because they are responsible for the telecom expenses or collecting money from telecom customers.

4.6 Descriptive Statistics of the Constructs

In this section, the study presents the summary statistics of the variables. The percentage, frequencies as well as cumulative frequencies, of each construct are presented in Tables 4.8.

4.6.1 Quality of services provided by Airtel Tanzania

When customers were asked to provide their opinions as to whether Airtel branches were conveniently located. Out of 387 respondent, 4% strongly disagree with the statement, 11.1% Disagree, 68.2% Agree with the statement, 11.9% were strongly agree, while 4.1% were neutral on the statement as indicated in the Table 4.8.
Table 4.5: Quality of Services Provided by Airtel Tanzania

	Dimensions Suggested by Respondents  (N=387)
	SD
	D
	N
	A
	SA

	Tangibility
	
	
	
	
	

	Customer service branches are located in suitable places
	18
	43
	16
	264
	46

	Physical facilities are visually appealing 
	12
	12
	40
	225
	98

	Employees are well dressed and neat
	16
	8
	32
	277
	54

	Reliability
	
	
	
	
	

	Service provider keeps promises
	20
	50
	22
	249
	46

	Service provided at promised time
	6
	106
	28
	197
	50

	Service charges are reasonable 
	22
	202
	28
	105
	30

	Responsiveness
	
	
	
	
	

	Help line can be easily accessible
	20
	89
	22
	224
	32

	Employees give quick service
	2
	141
	34
	188
	22

	Employees have willingness to help
	6
	40
	78
	227
	36

	Employees respond quickly even if busy
	10
	155
	39
	142
	41

	Assurance
	
	
	
	
	

	Employees can be trusted
	6
	23
	51
	279
	28

	Customers feel safe in doing business with service provider
	10
	8
	41
	296
	32

	Service provider protects confidentiality of customer information
	2
	12
	13
	314
	46

	Empathy
	
	
	
	
	

	Employees are polite
	6
	64
	53
	231
	33

	Employees give individual attention
	2
	134
	84
	134
	33

	Employees know the customer needs
	4
	45
	58
	244
	36

	Operating hours is convenient to all
	14
	51
	37
	250
	35


Source: Field Data, (2018)
On Tangibility, respondents were asked whether Airtel offices were visually appealing. Out of 387 respondent, 3.1% showed strong disagreement with statement, 3.1% disagree, while 58.1 agreed with statement, 25.3% strongly agree and 10.3% were neutral about the statement. Additionally, respondents also were asked regarding the dressing and employees appearance. Out of 387 respondent, 4.1% strongly disagree with the statement and 2.1% were disagree, on the other hand, 71.6% Agreed with the statement while those who strongly agree with the statement were 14.0%  and 8.3% were neutral about the statement. In the issue of keeping promises respondents were asked whether Airtel keeps their promise. out of total 387 respondent, 5.2% strongly disagree with the statement while 12.9% disagree, furthermore, customers who agree with the statement were 64.3% while only 11.9% were strongly agree and 5.7 were neutral about the statement. 

On Reliability, respondents were asked whether Airtel provides their services as they promise. Out 387 valid respondents, only 1.6% strongly disagree with the statement while those who disagree were 27.4%, on the other hand, 50.9% showed they agree with the statement while those who strongly agree were 12.9% and only 7.2% were neutral on the question. On the issue of service charges provided by Airtel company. Out of 387 valid respondent, the percentage of those who showed strong disagreement with statement was 5.7% and 52.2% disagree. 
On the other hand, 27.1% agree with the statement while those who strongly agree were only 7.8% and 7.2% become neutral. Regarding the issue of helpline accessibility, respondents were asked to offer their opinion on that matter. 5.2% out of 387 respondents were strongly disagreeing with the statement and only 23.0% disagree with the statement. Furthermore, 57.9% agreed the statement while 8.3% showed their strong agreement with the statement and only 5.7% were neutral on question. On Responsiveness, regarding the issue of Airtel company offers quick services to its customers, out of 387 valid respondents, 0.5% was strongly disagree on the statement while 36.4% disagree. On the other hand, 48.6% agreed with the statement while those who strongly agree with statement were 5.7% and 8.8% remained neutral on the question. 
The issue whether Airtel employees are willing to help their customers, 1.6 % out of 387 valid responses were strongly disagree on the statement while 10.3% disagree. Furthermore, 58.7% agreed on the statement while 9.3% strongly agree on the statement and 20.2% were neutral. Airtel employees respond to customers quickly. 2.6% Out of 387 valid responses showed strongly disagreement level while 40.1% disagree with on statement. Moreover, 36.7% agreed with the statement while 10.6% showed strong agreement with the statement and those who become neutral were only 10.1%. Regarding the issue of trust indicated that, out of 387 valid responses, 1.6% strongly disagreed that employee of Airtel Tanzania can be trusted and those who disagree were 5.9%. Furthermore, 72.1% of the respondent agreed on the statement while 7.2% were strongly agrees and only 13.2% were silence on this question.

On Assurance, 2.6% strongly disagree with the question whether customers feel safe in doing business with the service provider while 2.1% disagree with the statement. On the other hand, those who agree with the statement were 76.5% while 8.3% strongly agree on the statement and only 10.6% were neutral. The issue of protection of confidentiality of customer information was also examined. It was found that 0.5% out of 387 valid responses strongly disagrees while 3.1% disagreed with the statement. 
Additionally, 81.1% agreed while 11.9% strongly agreed with the statement and those who remained neutral were only 3.4%. The issue whether Airtel employees are polite was also examined. It was found that out 387 valid responses 1.6% strongly disagrees while 16.5% disagree with the question. Furthermore, 59.7% agreed while 8.5% strongly agreed on the statement and 13.7% were neutral on the question.

On Empathy, response from Airtel customer concerning provision of individualized attention by Airtel employees indicated that, out 387 valid responses only 0.5% strongly disagrees while 34.6% disagree with the question. Similarly, 34.6% agreed while 83.5% strongly agreed and 21.7% were neutral on the statement. Respondents were also asked whether Airtel employees satisfy their needs. 1.0% out of 387 valid response indicated that they strongly disagree with the statement while 11.6% simply disagreed. Moreover, 63.0% agreed while 9.3 were strongly agree and 15.0% were neutral on the question. Response from respondents whether operating hours are convenient to all customers showed that, out of 387 valid responses, 3.6% strongly disagree while those who agreed with the question were 13.2%.  Additionally, 64.6% agreed while 9.0% strongly agreed and 9.6% only remained neutral on the question.

CHAPTER FIVE

DISCUSSION OF FINDINGS

5.1 Chapter Overview
This chapter discusses the findings of the study which examined the influence of service quality on customer satisfaction. The discussion is guided by the objectives of the study which were, firstly to examine the relationship between service quality and customer satisfaction. Secondly is to assess the importance of service quality dimensions to Airtel Company Limited. Thirdly to identify the factors influencing service quality in Airtel Company Limited. The study findings are also discussed in comparison to other related works and in relation to the literature

5.2 Relationship between Service Quality and Customer Satisfaction
Previous studies have confirmed existence of relationship between service quality and customers satisfaction. The results of the study confirms that strong relationship exist between service quality and customer satisfaction. The results correlate with the study conducted by (Shrestha and Ale, 2019); Shafaq and Shuaa (2020 as well as Samara and Shehada (2020). They all concluded that service quality dimensions have significant relationship on customer satisfaction. Furthermore, Forogh et al (2017) revealed in their study for service quality factors influencing customer satisfaction in Afghanistan’s mobile telecommunication Industry that there is a relationship between perceived service quality and customer satisfaction. 
Moreover, they also recommend that mobile telecommunication companies to consider customer satisfaction as their business success indicator along with profit in their developed strategies. Result from this study also reveals that there is strong relationship between service quality and customer satisfaction. It also revealed that if service provider improves quality of their services, customer satisfaction will be higher. 

5.3 Importance of Service Quality Dimensions to Airtel Mobile users
The result of the study shows that all the service quality dimensions, Tangibly, Reliability, Responsiveness, Assurance and Empathy are important to Airtel customers. Tangibility received high rank at 53% indication that neatness of the front office and staff are vital to Airtel customer which in turn leads to customer satisfaction. Additionally, responsiveness received the highest rank at 62% indicating that customers are more satisfied when they receive quick response from telecom staffs. Furthermore, Reliability was ranked at 55% indicating that provision of service as promised is important to Airtel customers. 
Moreover, Empathy were ranked at 52% confirming that effective communication is important to Airtel customers. Lastly, Assurance received a rank at 30% showing that among other dimensions is the least important to Airtel customers. The result resemble studies conducted by others.  Agarwal and Boora (2018) in their study on the effects of service quality on customer’s satisfaction with special reference to Saudi Arabia’s mobile telecommunications industry revealed that the five dimensions of SERVQUAL (tangible, reliability, responsibility, assurance, empathy) service quality have a constructive effect on customer satisfaction. The result of the study confirms that all five service quality dimensions are important to Airtel mobile users with pesponsivess being the most important while assurance is the least important.  

5.4 Factors influencing Service Quality at Airtel Company limited
The study revealed that responsiveness and reliability are the most influencer of service quality at Airtel Company. This means if Airtel staff respond to customers’ queries promptly, are willing to help customers and they are trustworthy the service will be perceived to be of high quality. Furthermore, if the service at Airtel is provided as promised, service charges are reasonable and help lines are easy accessible then the service will be deemed of high quality. The study correspond with study by Samara and Shehada (2020) on the Impact of service quality on customer satisfaction in the Jordanian mobile communication companies which revealed that reliability, responsiveness and empathy has impact on customer satisfaction with reliability being the most influencer as compared to responsiveness and empathy.

CHAPTER SIX

CONCLUSION AND RECOMMENDATIONS

6.1 Chapter Overview

This chapter presents conclusions and recommendation made with regard to the study findings and objectives. It also presents the limitation of the study and areas for further research.

6.2 Conclusion

Service businesses have been growing rapidly in recent decades, while customer demand for high quality service is increasing. This is certainly the case at the Telecom companies in the country. To remain competitive, Airtel needs to analyze customer’s expectation and perception towards the service quality of its front office staff. Respondents accepted that there is a great relationship between service quality and customer satisfaction, they also added that good quality services will satisfy the customers in the telecom Industry. The result of the study shows that all the service quality dimensions, Tangibility, Reliability, Responsiveness, Assurance and Empathy are important to Airtel customers. Tangibility received the highest rank indicating neatness of the Airtel front office and staff. Furthermore, the study revealed that Responsiveness and Reliability are the most influencer of service quality at Airtel Company meaning that Airtel staff respond to customers’ queries promptly, they are willing to help customers and they are trustworthy.
6.3 Recommendations

Telecom management should make their customers happy and satisfied. As keys to the customer satisfaction driver, the front office staffs are critical to the continued success of the telecom. They offer constant customers interaction, with the most diverse operating exposure in the telecom. The important thing, the front office staff will also reflect the image of the company to the customers and they have a keen sense to anticipate the customers, needs and exceed their expectations. 
In addition, The telecom management should focus on the main factors that contributing towards customer satisfaction, for example in the telecom industry, customer satisfaction of telecom service quality was influenced by the three variables/dimensions namely tangibles, empathy and reasonable prices of services. The telecom management has to more interaction with the customers to understand their needs and expectation. With this practice, more customers will be attracted and enjoyed with the service provided.  
Telecoms should understand the needs of the customer and provide courteous services efficiently in catering such needs. The company must have a clear-cut understanding of what customer requires, caring and provide individualized attention to its customers. This fuels the long-term successes of a business, hence, an extremely crucial area to invest into. Therefore, the management of Airtel Company must strive to improve all service quality dimensions that leads to highest level of customer satisfaction. Furthermore, the company must invest on the Knowledge and courtesy of employees and their ability to inspire trust and confidence, hence, builds a tight and positive bonding with customers.
6.4 Limitations and Areas for Further Studies

The researcher selected Kinondoni District, in Dar es Salaam as the area of study. This area is small as compared to the total area of the country. This limited the generalization of the study findings, therefore other researchers should focus on addressing the relationship between customer satisfaction and service quality in the remaining two districts because the generated findings could highlights different picture regarding the subject matter. Other studies can be done to include other mobile phone companies and the comparative study could be performed to identify differences in the level of customer satisfaction among mobile phone users.  This study is a cross-sectional study; therefore other researchers could conduct a longitudinal study examining the same factors. This may reveal hidden findings that this study fails to reveal.
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APPENDIX 
QUESTIONNAIRE
Introduction

My name is Kaale, Juhudi. I am conducting a study titled Service quality and customer satisfaction. The aim of this study is to examine the relationship between service quality and customers satisfaction in Airtel Company in Tanzania. I am kindly asking you to take part in this study, because the success of this study depends on your cooperation. The findings of this study will be treated anonymously and will be used solely for academic purpose only. This survey covers three main parts. The first part covers respondents’ demographic information. The second part covers information related to service quality and the final part includes customer satisfaction information. You are required to put a tick (√) against the statement you think it is the most important to you.

SECTION A: Personal Information 

Please tick appropriately 

1. Gender 

a) Male □ b) Female □
2. Age category 

a) 18-25years □ b) 26-30years □ c) 31-40 years □ d) Above 40 years □
3. Marital Status 

a) Married □ b) Single □ c) Widow □ d) Divorced □
4. Education level 

a) Primary □ b) Secondary □ c) Tertiary □ d) University □ e) Others (specify)……….......

5. Which service do you receive form Airtel Tanzania? 

a) Fixed telephone □ b) Mobile telephone □ c) Internet □ d) Others (specify)……………..

SECTION B: SERVICE QUALITY

Please indicate the level to which you agree/disagree with the following statements in regard to service quality basing on the below scale. Please tick once on the appropriate box.

	STATEMENT
	RESPONSE

	
	Strongly Disagree
	Disagree
	Neutral
	Agree
	Strongly Agree

	1.The customer service branches are located in suitable places
	 
	 
	 
	 
	 

	2.The physical facilities are visually appealing
	 
	 
	 
	 
	 

	3.The employees are well dressed and neat in appearance
	 
	 
	 
	 
	 

	4.When service provider promises to do something, it does so
	 
	 
	 
	 
	 

	5.The service provider provides services at the promised time
	 
	 
	 
	 
	 

	6.The service charges are reasonable
	 
	 
	 
	 
	 

	7.Help line can be easily accessed
	
	
	
	
	

	8. Employees give quick service
	
	
	
	
	

	9. Employees have willingness to help
	
	
	
	
	

	10.The employees respond quickly to customer requests even if busy
	
	
	
	
	

	11.The employees can be trusted
	
	
	
	
	

	12 Customers feel safe in doing business with the service provider
	
	
	
	
	

	13. The service provider protects the confidentiality of the information of customer
	
	
	
	
	

	14. Employees of the service provider are polite
	
	
	
	
	

	15. The employees give individual attention
	
	
	
	
	

	16. The employees know the customer needs
	
	
	
	
	

	17. The service provider has operating hours convenient to all
	 
	 
	 
	 
	 


SECTION C: CUSTOMER SATISFACTION

Please indicate the level to which you agree or disagree with the following statements about customer satisfaction during your encounter with Airtel Tanzania employees basing on the following scale. Please tick once on the appropriate box.

	STATEMENT
	RESPONSE

	
	Strongly Disagree
	Disagree
	Neutral
	Agree
	Strongly Agree

	1.Airtel provides value for money services
	 
	 
	
	 
	 

	2. Ensures that customers‟ needs and expectations are met
	 
	 
	 
	 
	 

	3.The staff cares for the customers
	 
	 
	 
	 
	 

	4.The staff gives individualized attention to customers
	 
	 
	 
	 
	 

	5. The staff endeavors to keep old and attract new customers.
	 
	 
	 
	 
	 

	6. Airtel provides reliable network.
	 
	 
	 
	 
	 

	7. Information about Airtel’s products /services is available.
	 
	 
	 
	 
	 

	8. I would recommend someone to join the Airtel network.
	 
	 
	 
	 
	 


SECTION D: IMPORTANCE OF SERVICE QUALITY DIMENSIONS

Please indicate the level of importance of the following service quality dimensions to you as Airtel mobile user. Please tick once on the appropriate box.

	STATEMENT
	RESPONSE

	
	Not Important
	Slightly Important
	Moderately Important
	Important
	Very Important

	1.Location of customer service branches 
	 
	 
	 
	 
	 

	2.Appearance of physical 
	 
	 
	 
	 
	 

	3. Dressing code of the employees 
	 
	 
	 
	 
	 

	4. Keeping promises to customers
	 
	 
	 
	 
	 

	5.Service charges 
	 
	 
	 
	 
	 

	6. Accessible help lines
	
	
	
	
	

	7. Quick service
	
	
	
	
	

	8. Employees willingness to help
	
	
	
	
	

	9.Trusted employee
	
	
	
	
	

	10. Confidentiality of customer information
	
	
	
	
	

	11. Polite employees 
	
	
	
	
	

	12. Provision of individual attention
	
	
	
	
	

	13. Convenient operating hours 
	 
	 
	 
	 
	 


SECTION E: THE MOST INFLUENCING SERVICE DIMENSION THAT LEADS TO CUSTOMER SATISFACTION

Please indicate the most influencing service dimension that leads to customer satisfaction. Please tick once on the appropriate box.

	STATEMENT
	RESPONSE

	
	Very Low
	Low
	Moderate
	High
	Very High

	1.Location of customer service branches 
	 
	 
	 
	 
	 

	2.Appearance of physical 
	 
	 
	 
	 
	 

	3. Dressing code of the employees 
	 
	 
	 
	 
	 

	4. Keeping promises to customers
	 
	 
	 
	 
	 

	5.Service charges 
	 
	 
	 
	 
	 

	6. Accessible help lines
	
	
	
	
	

	7. Quick service
	
	
	
	
	

	8. Employees willingness to help
	
	
	
	
	

	9.Trusted employee
	
	
	
	
	

	10. Confidentiality of customer information
	
	
	
	
	

	11. Politeness of employees 
	
	
	
	
	

	12. Provision of individual attention
	
	
	
	
	

	13. Convenient operating hours 
	 
	 
	 
	 
	 


PAGE  

