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ABSTRACT
The study assessed the effects of service quality delivery on customer satisfaction in the public sectors, the case study of Tanzania Electric Supply Company (TANESCO). The objectives were to identify the relationship between service quality and customer satisfaction in public sector using TANESCO as a case study, to identify the causes of poor-quality customer services in public sector using TANESCO as a case study, and to identify how customer’s rate average on their level of perception from the service quality provided in region. A research used primary data in data collection whereby questionnaires used to a sample of 63 respondents. Data collected were analyzed quantitatively using Multiple Linear Regression by using the SPSS software. While the qualitative data from interviews analyzed using content analysis. The study found that, there is a positive relationship between service quality and customer satisfaction with the fact that improvement in customer service provision can upgrade the quality hence customer satisfaction becomes inevitable. The study further revealed that, TANESCO has the systematic procedures that are used as measures to assure customers with improved service. Also, the service that is provided by TANESCO satisfies customers as majority of respondents pointed out that the service is of good quality, despite few respondents do not satisfy from the service quality. The study concluded that, quality service highly impacts satisfaction of the customers as they receive the services which meet their expectations. The study recommended that the management has to concentrate more on service quality attributes which are considered more important by clients. 
Keywords: Service Quality, Customer Satisfaction, Public Sectors, TANESCO.
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CHAPTER ONE

GENERAL INTRODUCTION

1.1 Study Overview

The relationship between customer satisfaction and service quality has made great role and importance in management and marketing (Heskett & Sasser, 2010). These notions of service quality and customer satisfaction have been greatly considered and applied in marketing texts and activities, during previous decades. Marketing scholars have praised the importance of customer’s satisfaction that is retrieved from quality service, and have declared them as directories of an organization competitive advantage (Ball et al., 2014). 
On the other context, service reliability is one of the most important structures in service marketing, due to its final effect on customers’ repeated purchases, and in fact, those reliable customers who are buying repeatedly are recognized as the foundation of any business survival (Caruana, 2013). Despite, these concepts are used so many times in the marketing writings, the relations between service quality and customer’s satisfaction remain ambiguous. Therefore, this study intended to assess the relation of these two concepts.  
1.2 Background of the Study

By the late 1960’s, Tanzania implemented a policy of self-reliance, where by government become the primary producer and supplier of goods, with the main goal to make the service available to consumers timely especially to majority whom lived in rural areas.  In terms of public service, this resulted to quick extension in both the scope and size of Government.  However, by the mid-1980’s, the economy was under-performing, there were scarcities of important goods, and the Government began undertaking a long and painful reform of its economic systems. At that period, there were quite a high number of complaints from customers due to delays in taking actions and providing services to them by the Tanzanian public organizations (Public Complaint Bureau (PBC), 1999-2006).  Headlines of some main journalists also stressed grievances from the public concerning to their dissatisfactions with currently service level (Dinah, 2015). 
Thus, service quality is not as anticipated by the consumers and therefore, it is quite low.  This matter is a concern to the public since they are the taxpayers and thus; they expect good services to be provided to them as the return. Thus, this study was conducted in order to ascertain the utmost important service quality dimension as it seems that responsiveness is the most important dimension.  This is because delays in taking actions and providing services to customers are of responsiveness dimension.  The study also determined the level of service quality as assessed by external customers and their expectation and perception towards services provided by the Tanzania public organizations.  The world over, public sectors are responsible for providing essential goods and services for the benefit of the citizens of their countries. The provision of such essentials is most often than not plagued with unsatisfactory quality in developing countries such as Tanzania (Abdullah, 2016).  
The services sector is an important player of most contemporary economies. The industry providing services including both public and private organizations play very important contribution in economic growth. In developing economies countries like Tanzania, the private sectors are declared to be most engine of the economy starting from providing quality service and good management in managing delivery time of that service, while this is different from public sectors (Alabboodi, 2019). Though, Tanzania public sectors have over long period been faced with many complaints from customers on the provided services. Among these are excessive paperwork/bureaucracy, political instability, political interest during service provision, corruption, favoritism, poor working conditions that result to poor service and weak working ethics (Dinah, 2015).
Quality delivery of public services is not a privilege in a civilized and democratic society it is a legitimate expectation. The public service was evaluated based on one criterion its effectiveness in delivering services which meets the basic needs of all citizens of the state (Whitton, 2016). The difficulties, dynamism and competitiveness of today’s business environment request the delivery of quality services that will respond to the ever-changing service quality expectations from customers and clients for quality, variety, customization, convenience and timeliness. It has assured by scholars that that “a business that reliably satisfies its customers, benefit from higher retention levels and greater productivity due to increase in customer loyalty” (Wicks, 2019). 
For this fact, every company with its power works hard daily to gain more customers by satisfying them in order that they become ambassadors of the god service that is offered by that company, through this appreciation, the company found itself having promotion spirit from customers who are talking good information of the provided service. The company becomes able to concentrate to core activities while branding is in progress by customers themselves (Ramesh & Kannan, 2011). 
In order to gain reliable customers, the organization must create relationships with the customers by planning and conducting strategic research to find and understand on how customers make purchasing decision so that at the end they are able to attract more (Wilson et al., 2014). The researcher’s interest on service quality alone for this study was built under the fact that service quality has been proven to be poor hence customer’s expectations level still not met by service providers.
1.3 Statement of the Problem

Any business that intends to provide quality service to customers by meeting their expectations level greatly it remains competitive economically. The service quality that is improved it is believed to help the company gain its competitive advantage. This business goal may be achieved by upgrading the operational service provision strategies by addressing the weakness immediately and systematically that may be organized by settling reliable measures for service performance and assessing customer satisfaction and additional performance outcomes. 
Customer satisfaction has become a debate of great concern to organizations and scholars alike in recent years where the issue of quality service matter (Blumberg et al., 2013). These days there are a high number of complaints from the customers which results from delays in customer service provision, irresponsiveness in taking actions and providing services by public sectors in Tanzania. For instance, several complaints from the public regarding failure to meet customer’s satisfaction level that is caused by some public service providers are the daily trending news. Still service quality is quite low and this is a matter of concern to the public since the taxpayers are not receiving quality service that exceeds their expectation level (Abdullah, 2016). 
Mbura, (2013) revealed that several public sectors in Tanzania are performing out of the organization’s goals and objectives targets as still declining due to failure in delivering quality service to consumers. The study further postulated that most organizations operate as if consumers are the beggars, organizations do not value their employees as training and development of workers from top to bottom is relegated to the background.
Further, the study addressed towards the relationship between service quality and customer’s satisfaction in one of Public Sector in Tanzania. It is a well-known fact that service quality delivery by public sectors is beset with a number of challenges. The public sector has been seen as tired, with limited creativity in service provision and weak responsiveness to the needs of the citizens and private sectors. Excessive bureaucracy, political interference, corruption, poor working conditions, poor work ethics, outdated and outmoded systems, procedures and practices among others, conspire to impact adversely on service quality delivery by public sector organizations. 
Customers satisfaction particularly in the public sectors has become ever more important in improving customer satisfaction. Wasantha et al., (2015) highlighted that public organizations appreciate that provision of quality customer service is one of the vital factors that builds reputation and credibility among the public as it creates good image.  They argue that the public complaint of long queues, poor service, corruption and insufficient physical facilities may affect the image and level of service quality in the public sector. 
1.4 Objectives of the Study
The study intended to accomplish the following specific objectives:
1.4.1 General Objective
The study aimed to assess the effects of service quality delivery on customer satisfaction in the public sectors, with specific reference to TANESCO. 

1.4.2 Specific Objectives  
i To identify the relationship between service quality and customer satisfaction in public sector using TANESCO as a case study.

ii To identify the causes of poor-quality customer services in public sector using TANESCO as a case study.

iii To identify how customer’s rate average on their level of perception from the service quality provided in region.

1.5 Research Questions
The key research questions based on;
i. What is the relationship between service quality and customer satisfaction in public sector using TANESCO as a case study?

ii. What are the causes of poor customer services in public sector using TANESCO as a case study?

iii. How customer’s rate average on their level of perception from the service quality provided in region?

1.6 Significant of the Study
The study is very significant on this subject matter, particularly to public sector organizations in Tanzania. It bridges the boundaries of knowledge with respect on how customer service quality is influencing customer satisfaction, elements of service quality and other determinants of customer satisfaction. Further, this study is providing directives on attractive measures to undertake in order to meet customer’s expectations level from TANESCO services. 

The study provides strong recommendations to TANESCO management to ensure that there are good strategies guiding quality service provision so as to satisfy all its wide range of clients, to make it a preferred forum for seeking rights violation remedies and justices and above all to ensure that TANESCO is the center of excellence as espoused by its medium-term strategic plan. It advices enough the organizations management to require the essential resources to improve customer service quality to both larger power user and minor users of the service.
1.7 Scope of the Study
This study focused to public sector governance institution which is profitable making in Tanzania. However, the organization has offices all over the country, the study was limited to TANESCO Dar es Salaam and its regions.  Time scarce and other resource factors restricted the study to four (4) offices where by all authority are there and Regions offices in Dar es Salaam which are based on customer services and collections.

1.8 Organization of the Study
The study organized into five chapters; the first chapter is introducing the study such as the background of the study, statement of the problem, research objectives, research questions and significances of the study. Chapter two presents the literature review by indicating different authors’ views about service quality and customer stratification. It consists of the definition of the key terms and empirical studies on importance, limitations and benefits of quality services system to public organization in TANESCO Tanzania. The conceptual framework is also presented and discussed in this chapter.
Chapter three is about the discussion of research methodology which used in this study. Presentation on research paradigms, research design, description of the study area, type of measurement, research approach, research procedures and sampling, data collection techniques, reliability and validity of data, management and analysis of data, the expected results and limitation of the study are done. Chapter four contains data presentation and analysis. This chapter presents data from the field and makes analysis and discussion in line with the laid specific objectives of this study. Chapter five gives a conclusion on findings of the study and recommendations on to stake holders, and further academicians.

CHAPTER TWO
REVIEW OF LITERATURE

2.1 Introduction

This chapter reviewed the literature (both theoretical and empirical) that guided the study. Various writings including journals, articles and books on quality services and customer satisfaction on public sector have been revisited. This part shows the history of existing relationship between customer services and customer satisfaction. 
2.2 Conceptual Definitions

Quality refers to the degree on which a product meets the specifications of the consumer at the start of its life (ISO, 9000). ISO, 9001 reports that quality systems do not give you quality and they never will. Quality is an experience of the customer on service performance. Customers designs and specifications are sources of product quality that should rely to arranged structures. Customer’s perception on the service is drafted from the design of the product appearance and use. In industrial, a measure of quality or a state of being free from defects, deficiencies and significant variations. It is brought about by strict and consistent commitment to certain standards that achieve uniformity of a product in order to satisfy specific customer or user requirements. 
ISO 8402-1986 standard states quality as "the totality of features and characteristics of a product or service that bears its ability to satisfy stated or implied needs." If an automobile company finds a defect in one of their cars and makes a product recall, customer reliability and therefore production will decrease because trust will be lost in the car's quality. Quality has long process to be determined as a strategic tool for attaining operational efficiency and improving organizational performance.  (Anderson, 2013 and Kotler et al, 2007). It is agreed that a god meaning of quality is that driven by those who see the need for a particular product or service. A final product or service has many consumers, with potentially variety uses of the service or product.
Garvin (1987), argue that quality has been conceptualized as having eight dimensions.  

Including:  

i. *Performance     - What a customer expects the product or service to do. 

ii. *Features            - Desirable characteristics 

iii. *Reliability        - Not malfunctioning or breakdown 

iv. *Conformance    - Meet specified standards 

v. *Durability          - Ability to last, till the customer has no use for it. 

vi. *Serviceability    - Easy and cheap to repair 

vii. *Aesthetics         - Look good 

viii. *Perceived          - Value in the eyes of the beholder. 

It must however be noted that quality is wider that these dimensions.  It is delivery performance, time-to-market, and responsiveness to changes in the environment and the market place and most of all - at the lowest Cost possible (Lovelock and Wirtz, 2008). 

2.3 Overview of Service Quality
The service industry plays an indispensable role in the economy of any country.  Both the private and public sectors play very useful roles in the service industry.  The role of the public sector in the delivery of quality services is even more crucial in developing countries like Tanzania. Customer (clients) needs and expectations are changing when it comes to governmental services and their quality requirements.  The complexity and difficulty associated with public sector services delivery is emphasized by Gowan and others.  
According to Joudeh & Dandis, (2018) service provision is more complex in the public sector because it is not simply a matter of meeting expressed needs but of finding out unexpressed needs, setting priorities, allocating resources and publicly justifying and accounting for what has been done. Public sector organizations have come under increasing pressure to deliver quality services (Randall and Senior, 1994) and improved efficiencies (Robinson, 2003). It should be noted once again that service quality in most public sector organizations is to say the least unsatisfactory.  According to Anderson, (2013) service quality practices in public sector organizations is slow and is further exacerbated by difficulties in measuring outcomes, greater scrutiny from the public and press, a lack of freedom to account in an arbitrary fashion and requirement for decisions to be based on law.  
From the viewpoint of Gowan et al., and Teicher et al, public sector organizations are inherently constrained in the delivery of quality services and this is further made worse by systems, structures and processes which by all intents and purposes are meant to ensure accountability, transparency and efficiency.  Service quality has been identified and documented as one of the key driving forces for organizational survival, sustainability and is crucial for the firm’s accomplishment.  (Oliver, 2008).  Service quality has been defined and conceptualized differently by different experts, researchers and practitioners.  According to Zeithaml and Bitner (2008), “Service quality is a focused evaluation that reflects the customer’s perceptions of specific dimensions of quality: reliability, responsiveness, assurance, empathy and tangible”.  It is a conceptual construct which centers on perceived quality defined as a customer’s judgment about an entity’s overall excellence or superiority (Zeithaml 1987). 
According to Parasuraman et al., (1985), service quality is the difference between customers’ expectations of services and their perceived service.  If the expectation is greater than the service performance, perceived quality is less than satisfactory and general dissatisfaction occurs. In other words, service quality is the result of the comparison that customers make between their expectations about a service and their perception of the ways the service has been performed by Wilson et al., (2008) also add that service quality is the ability of the organization to meet or exceed customer expectation. 

Zeithaml et al., 1991 further posit that there is the difference between customer expectations of service and perceived service.  Perceived service quality results from comparisons by customers of expectations with their perceptions of service delivered by suppliers.  Thus, both Zeithaml et al., and Parasuraman et al., conclude that service quality is conceptual and it is the gap between the customer’s expectations and perceptions. Other authors such as Lewis and Mitchell (1990), Babakus and Boller (1992), and Asubonteng et al., (1996), define service quality as the extent to which a service meets customer’s needs and expectations. 

2.4 Customer

A customer is an individual or business that purchases the goods or services produced by a business (Alabboodi, 2019). Attracting customers is the primary goal of most public-facing businesses, because it is the customer who creates demand for goods and services. Businesses often compete through advertisements or lowered prices to attract an ever-larger customer base.
2.5 Customer Satisfaction
There is a general consensus among most researchers that satisfaction is an attitude or evaluation that is formed by the customer or client comparing their pre-purchase or pre-patronage expectations of what they would receive from the product or service to their subjective perception of performance they actually did receive (Oliver, 2008). Amanfi & Benjamin (2012) defined customer satisfaction as the level of a person’s felt state resulting from comparing a product’s perceived performance or outcome in violation to his or her own expectations.  So “customer satisfaction could be considered a comparative behavior between inputs beforehand and post obtainments” (Jiang & Wang, 2016).  In other words, customer satisfaction measures how well an organization’s product or service meets or exceeds customer expectations.  These expectations often reflect many aspects of the firm’s activities, including its products or services, physical environment, facilities and staff.
In line with this thinking, Saifullah, (2012) also stated that customer satisfaction is a collective outcome of perception, evaluation and psychological reactions to the consumption experience with a product or service.  It is important to recognize the different types of satisfaction.  Previous studies by Johnson et al, 2008, Omachonu et al., 2008; Garbarino and Johnson, 1999, have all clearly established the distinction between two types of satisfaction - overall satisfaction and encounter satisfaction. 
Overall satisfaction can be explained as the totality of the experiences the customer or client goes through or receive throughout his or her interaction with the organization.  Encounter satisfaction on the other hand, is about specific experience the customer receives at the various stages or points of the service delivery process.  Depending on the nature of service industry, either of the two will be more dominant (Sivesan, 2012).  For example, in the banking industry, as the nature of the service is of an ongoing nature, and long term, overall satisfaction will be more applicable rather than encounter satisfaction (Nyström, 2008). It is therefore established that expectation plays a key role in customer satisfaction.  The confirmation / disconfirmation theory posits that satisfaction can be achieved through the fulfillment of expectations (Alabboodi, 2019).
2.6 Customer Dissatisfaction in Public Sector Organization
The public sector is the part of the economy concerned with providing various governmental services. The composition of the public sector varies by country, but in most countries the public sector includes such services as the military, police, infrastructure  such as public roads, bridges, tunnels, water supply, sewers, electrical grids, telecommunications, public transit, public education, along with health care and those working for the government itself, such as elected officials. The public sector might provide services that a non-payer cannot be excluded from (such as street lighting), services which benefit all of society rather than just the individual who uses the service (Barlow et al., 2010).

Businesses and organizations that are not part of the public sector are part of the private sector. The private sector is composed of the business sector, which is intended to earn a profit for the owners of the enterprise, and the voluntary sector, which includes charitable organizations. The organization of the public sector (public ownership) can take several forms, including:

i. Direct administration funded through taxation; the delivering organization generally has no specific requirement to meet commercial success criteria, and production decisions are determined by government.

ii. Publicly owned corporations (in some contexts, especially manufacturing, "state-owned enterprises"); which differ from direct administration in that they have greater commercial freedoms and are expected to operate according to commercial criteria, and production decisions are not generally taken by government (although goals may be set for them by government).

iii. Partial outsourcing (of the scale many businesses do, e.g. for IT services), is considered a public sector model.

A borderline form is as follows;
Complete outsourcing or contracting out, with a privately-owned corporation delivering the entire service on behalf of government. This may be considered a mixture of private sector operations with public ownership of assets, although in some forms the private sector's control and/or risk is so great that the service may no longer be considered part of the public sector (Barlow et al., 2010).
2.7 Service Quality Gap



According to Parasuraman et al., (1988), customer expectations are what the customers think a service should offer rather than what might be on offer.  In their work, Zeithaml et al., (1990), identified four factors that influence customers‟ expectations.  These are word-of-mouth communications; personal needs; past experience; and external communications.  They contend that a gap is created when the perceptions of the delivered service does not match the expectation of the client.  
These conclusions were corroborated with Leninkumar, (2017) and they further concluded that where expectations exceed performance (perception of delivered service), then perceived quality is unsatisfactory and customer dissatisfaction occurs.  Specifically, five gaps which organizations need to measure, manage and minimize have been identified in the literature.  These are attributed to the works Zeithaml et al., (1990) and are explained below: 

i. Gap 1, is the distance between what customers expect and what managers think they expect – survey research is a way to narrow this gap. 

ii. Gap 2, is the distance between management perceptions and actual specifications of the customer’s experience.  Managers need to make sure the organization is defining the level of service they believe is needed. 
iii. Gap 3, is the distance from the experience specification to the delivery of the experience.  Managers need to audit the customers‟ experience that their organization currently delivers in order to make it live up to the specification. 

iv. Gap 4, is the distance between the delivery of the customer experience and what is communicated to customers.  All too often the organization exaggerate what will be provided to customers, or discuss the best case rather than the likely case raising customer expectations and harming customer perceptions. 

v. Gap 5, the distance between the customer’s perception of the experience and the customer’s expectation of the service.  Customers‟ expectations have been shaped by word-of-mouth, their personal needs and their own past experiences (Nyeck et al, 2002). 

Below is a tabular presentation of the quality gaps as conceptualized, defined and explained by Zeithaml et al., (1990). 
Table 2.1: Service Quality Gaps
	Gap No. 
	GAP NAME 
	EXPLANATION 

	1 
	Positioning Gap 
	Managers‟ perception of consumers‟ expectations and the relative importance consumers attach to the quality dimensions. 

	2 
	The Specification Gap 
	The difference between what management believes the consumer wants and what the consumers expect the 

Organization to provide. 

	3 
	The Delivery Gap 
	The difference between the service provided by the employee of the organization and the specifications set by management. 

	4 
	The Communication Gap 
	The promises communicated by the organization to the consumer or client do not match the consumers‟ expectations of those external promises. 

	5 
	The Perception Gap 
	The difference between the consumers‟ internal perception and expectation of the service. 


Source: Zeithaml, Valerie, Parasuraman and Berry (1990), Delivering Quality Service, The Free Press, New York, N.Y. 
2.8 Service Quality and Customer Satisfaction
Service quality and customer (client) satisfaction are important concepts to academic researchers studying consumer evaluations and to practitioners as a means of creating competitive advantage and consumer loyalty.  The academic literature postulates that customer satisfaction is a function of the discrepancy between a consumer’s prior expectations and his or her perception regarding the patronage of the service(Alabboodi, 2019). When an experience is better than expectation then a favorable customer evaluation is predicted. Service quality is defined similarly as a comparative function between consumer expectations and actual service performance (Zemke, 2017).
In the customer satisfaction literature, this model is referred to as the Disconfirmation (Theory) Paradigm.  In the service quality literature, it is referred to as the Gap Model. The terms quality and satisfaction are sometimes used interchangeably, as if they are essentially one evaluative construct.  From the definitions given above, one may conclude that the two are highly similar.  However, several researchers are interested in how they differ (Zemke, 2017).
2.9 Service Quality in Public Sector Organizations 
The use of a variety of measures of service quality in the private sector as critical indicators of both organizational performance and general customer satisfaction is widely accepted and has given rise to considerable empirical research. Organizations operating in the public sector have also come to the realization that customer service and quality are critical strategic issues. It has also been noted that public sector service dimensions are somewhat different from private sector as they are not threatened by competitors and hence lack in continuous improvement through competitive strategy (Blumberg et al., 2013).
However, it is also widely recognized that public sector organizations, especially in developing countries like Ghana, face particular difficulties in measuring service quality.  This is a matter of concern to the public since they are the taxpayers, and it is their taxes that are used to finance these public sector organizations, and therefore, they expect that good services are provided to them in return (Abdullah, 2016). Moreover, profit is not the ultimate goal of these public organizations as they play different roles such as facilitator, pacesetter and socio-economic developer (Ball, 2014).Service quality is an important dimension of organizational performance in the public sector as the main output of most public sector organizations is services (Leninkumar, 2017).
2.10 Critical Review of Supporting Theories 
Some theories explaining the behavior or the phenomenon has been developed. Such theories include;
2.11 Walter Shewhart Theory
A discussion on service quality and customer satisfaction cannot be complete without discussing the Walter Shewhart theory. The Walter Shewhart theory   pointed out two aspects of quality. The subjective aspect – what the customer wants and the objective aspect – the physical properties of goods or services including value received for the price paid. Statistical method from the viewpoint of quality control. Mineola, NY: Dover Publications, 1986According to this theory, satisfaction is determined or measured by the discrepancy between perceived performance and cognitive standards such as expectations and desires (Khalifa and Liu, 2003).  Customers or client’s expectations can be defined as customer’s partial beliefs about a product or service (Mckinney et al, 2002). According to Zeithaml and Berry (1988), expectations can be viewed as predictions made by consumers about what is likely to happen during impending transaction or exchange. Perceived performance on the other hand is customers‟ perception of how product or service performance fulfills their needs, wants and desire (Cadotte et al., 1987). 
Perceived quality is the customer judgment about an entity’s overall excellence or superiority (Zeithaml, 1988).  Disconfirmation is therefore defined as the customer’s subjective judgments resulting from comparing their expectations and their perceptions of performance received (Mckinney et al., 2002; Spreng et al., 1996). The disconfirmation theory states that satisfaction is affected by the intensity (or size) and direction (positive or negative) of the gap (disconfirmation) between expectations and perceived performance. 
2.12 Kaoru Ishikawa Theory
This theory was found by Ishikawa in 1890’s in Japan.  The theory explain that managers resist to become content with merely improving a product's quality, insisting that quality improvement can always go one step further. His notion of company-wide quality control called for continued customer service. This meant that a customer would continue receiving service even after receiving the product. This service would extend across the company itself in all levels of management, and even beyond the company to the everyday lives of those involved. According to Ishikawa, quality improvement is a continuous process, and it can always be taken one step further.
With his cause and effect diagram (also called the "Ishikawa" or "fishbone" diagram) this management leader made significant and specific advancements in quality improvement. With the use of this new diagram, the user can see all possible causes of a result, and hopefully find the root of process imperfections. By pinpointing root problems, this diagram provides quality improvement from the "bottom up." Dr. W. Edwards Deming --one of Isikawa's colleagues -- adopted this diagram and used it to teach Total Quality Control in Japan as early as World War II. Both Ishikawa and Deming use this diagram as one the first tools in the quality management process.
Ishikawa also showed the importance of the seven quality tools: control chart, run chart, histogram, scatter diagram, Pareto chart, and flowchart. Additionally, Ishikawa explored the concept of quality circles-- a Japanese philosophy which he drew from obscurity into worldwide acceptance. Ishikawa believed in the importance of support and leadership from top level management. He continually urged top level executives to take quality control courses, knowing that without the support of the management, these programs would ultimately fail. He stressed that it would take firm commitment from the entire hierarchy of employees to reach the company's potential for success. 
Another area of quality improvement that Ishikawa emphasized is quality throughout a product's life cycle -- not just during production. Although he believed strongly in creating standards, he felt that standards were like continuous quality improvement programs -- they too should be constantly evaluated and changed. Standards are not the ultimate source of decision making; customer satisfaction is. He wanted managers to consistently meet consumer needs; from these needs, all other decisions should stem. Besides his own developments, Ishikawa drew and expounded on principles from other quality gurus, including those of one man in particular: W. Edwards Deming, creator of the Plan-Do-Check-Act model. Ishikawa expanded determining four steps into the following six: 

i. Determine goals and targets.

ii. Determine methods of reaching goals.

iii. Engage in education and training.

iv. Implement work.

v. Check the effects of implementation.

vi. Take appropriate action.
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Figure 2.1: Kaoru Ishikawa Theory
Source: Ishikawa. K., (Lu. D. J. trans.), 1985, 
2.13 Empirical Analysis of Relevant Studies
Mtui, (2017) conducted a study titled assessment of customer service quality and customer satisfaction in the banking Sectors in Tanzania. The main objective of the study was to determine the contribution of service quality in enhancing customers satisfaction. The study methodology adopted a descriptive study design and qualitative technique to reach conclusions. The findings from the study revealed that the majority of public quality services under National Service are not satisfied customers and this led to customer dissatisfaction. It was found that the reasons of customer dissatisfaction among other things being staff are not trained.  When an organization does not spend the time to fully train their employees the consequence is poor service. People don’t care.  
Selecting the correct personality is crucial for business success, employees don’t believe in the company, product or service.  The study concluded that if the image, marketing and promotion of the company is quite different from the reality, workers will not be able to sustain a positive attitude in the face of problems they know exist Apathetic or self-centered personality types have no place in a business that requires customer contact. It was recommended for the management to solve poor working conditions, poor motivation, little involvement in decision making and insufficient recognition so as to make employees perform better to satisfy customers. The study is important and applicable to this study as it shows the important things to consider so as to satisfy a customer. This study will use this road-map to study the influence of service quality on customer satisfaction.
Boadi et al., (2019) conducted a study on the factors which are influencing customers satisfaction in France public sectors. The main objective was to establish the working mechanisms possible to provide quality service to the customers. The study adopted a case study design and a quantitative technique to collect questionnaires data from the marketing officers from five leading private hospitals.  The study revealed that, even in hospitals, good customer care and improved quality of services result to the increase of customers satisfaction.
It was concluded that better sales turnover is linked to improved customer care and their quality perceptions on goods or services offered by the organization. The study recommended that in order to improve customer care and customer satisfaction efforts the business will be able charge a higher price and increase profit. The study directly shows that a customer should be a main targeted stakeholder in service provision, hence it is applicable to this study so as to study the existing relationships between service quality and customers satisfaction. 
According to Joudeh & Dandis, (2018) it has been proved that customer satisfaction has strong correlation with customers’ intention to purchase again. It is also an added advantage for customers to be willing to recommend the company to other customers. It is therefore important to note that improving customer service and quality of services or products account for business performance. The study conducted by Haddad et al., (2019) in Pakistan assessed the contributions of quality assurance in enhancing customer satisfaction. The objective was to determine if providing customers with quality services is helpful in attracting more customers and satisfy them. 
The study collected interview data from two food industries which analyzed qualitatively using content analysis. The study data collected from the sample size of 126 individuals. The study revealed that customers are the key driving force for company success, this implied that survival of a business organization also depends on its customers. It was concluded that consumers and customers are wise when selecting the right products to fulfill their needs and wants. In addition, the intense competitions make them to switch products easily when they are dissatisfied. 
Deming, (2013) conducted a study on the factors affecting negatively the achievement of service quality. The main objective targeted to find out if losing customers focus needs destruct their satisfaction level.  The study further identified three essential types of quality for the production of goods and delivery of services which meet the needs of consumers and clients. The study methodology of case study design that employed questionnaires and interviews to present qualitative results of the study. 
The study found that, the quality of design as described by Deming are to be developed in products and services from the perspective of the customer or client with the aim of delivering products or services which suits the needs of the market, at a given cost. The study concluded that, quality of performance focuses on performance of the product or service in the marketplace will encourage more the satisfaction level to the consumers. Leninkumar, (2017) also studied the relationship between service quality and knowledge sharing in a private educational institution in Malaysia.  
Using the SERVQUAL, they concluded that the assurance dimension has significant influence on knowledge in the student’s perception of service quality rendered by the institution.  The degree of student’s response to knowledge sharing showed the positive link with trust and confidence.  According to the study, this is particularly true when students believe that the knowledge and information received from lecturers are credible and trustworthy. On the other hand, the study identified no significant relationship between responsiveness and knowledge sharing. The study identified a significant relationship with reliability and knowledge sharing in the student’s perception of service quality rendered by the faculty.  
On the other hand, empathy and tangibles had no significant influence on knowledge sharing.  With respect to empathy the findings observed that personal care and individualized attention to the students is not an important factor for understanding student’s needs. Thus, while establishing that service quality has influence on knowledge sharing, the study identified assurance and reliability as the most important determinants of a better knowledge sharing environment. On the basis of the above literature concerning the relationship between service quality and customer satisfaction, the following theoretical framework can be drawn.  
The study conducted by Heskett, (2010) on the impact of studying customers interests in increasing customers satisfaction level in Nigerian manufacturing industries. The main objective was to investigate if the managerial commitment and performance influences the level of satisfaction to the customers.  The study methodology adopted a descriptive study design to collect quantitative data from 192 marketing officers. The study revealed that quality exists if the product meets original specifications which meet the interests of customers.  The product or service should focus on conformance to internally developed specifications, which are often driven by productivity and cost- containment goals. It was concluded that, the premise that quality lies in the eyes of the beholder and until the customer was completely satisfied, quality cannot be said to exist. 
The study conducted by Leninkumar, (2017) on the challenges which are limiting the achievement of service quality in Malawi. The main study objective was to determine the factors which reduce delivering the planned quality of the service quality to customers. The study collected qualitative data from the marketing departments of the public sector banking industries. The collected data was in narrations and were analyzed using content analysis. 
The study found that meeting customers expectation level is therefore the parameter of satisfaction and this may be the foremost reason for using the „role theory‟ as a background theory in most of the customer interaction (service encounter) literatures.  It is the study of the degree to which a particular part is acted appropriately (role enactment) as determined by the reactions of fellow actors and observers (the audience). The study concluded that customers have role expectation from the employees of an organization especially, frontline staff and that successful meeting of those expectations will reflect in their satisfaction. 
Similarly, the study Abdullah, (2016) assessed on the influence of studying customer expectations gap in enhancing their level of satisfaction in edible oil processing industries in Kenya. The study revealed that, customers/clients’ expectations always relate to different levels of satisfaction.  It may be based on previous product or service experiences, learning from advertisements and word-of-mouth communication.  
In other words, expectation can be seen as a pre-consumption attitude before the next purchase, it may involve experience. On the other hand, some customer satisfaction researchers posit quality as the more specific judgement and a component of satisfaction the broader evaluation. If these two concepts are distinct, then they are worthy of further separate pursuits, but if they are the same, then more efficient theoretical progress would be made if these concepts are studied via convergence in a shared literature. The study concluded that the service quality is described as a form of attitude related to but not equivalent to satisfaction that results from the comparison of expectations with performance.
In a study by Ahmed, (2010) in Tanzania assessed on the relationship between service quality and customer satisfaction among telephone subscribers. The study adopted a descriptive design to analyze data quantitatively from the study area. It was revealed that all the service quality dimensions had a significant relationship with customer satisfaction.  Specifically, tangibles and assurance scored much higher than the other dimensions, with empathy scoring the lowest.  Also, the study showed that with the exception of empathy, all the other four dimensions were positively related to customer satisfaction. 
The study conducted by Jerssey, (2016) on the factors to be adhered by the small-medium enterprises in enhancing customers satisfaction. The main study objective was to find out the influence of service quality assurance in increasing customers satisfaction.  The study revealed that generally service quality plays a major role in impacting customer satisfaction.  It was further found that specifically, the assurance dimension raised the highest level of expectation, whereas tangibility fulfilled the highest level of perception. Assurance and reliability were the two most important determinants of customer satisfaction.  Thus, by focusing on assurance and reliability, a hotel could achieve high levels of service quality and consequently customer or client satisfaction. 

2.14 Research Gap
Provision of the service to customers in the public sectors like in proivete sectors are required to ensure that all stakeholders satisfies from the service quality reached by the providers. The study by Mbura, (2013) highlights that several public sectors in Tanzania are performing out of the organization’s goals and objectives targets as still declining due to failure in delivering quality service to consumers. It is a well-known fact that service quality delivery by public sectors is beset with a number of challenges. 
The public sector has been seen as tired, with limited creativity in service provision and weak responsiveness to the needs of the citizens and private sectors. Excessive bureaucracy, political interference, corruption, poor working conditions, poor work ethics, outdated and outmoded systems, procedures and practices among others, conspire to impact adversely on service quality delivery by public sector organizations. This showed the widening gap existed in the public sectors, therefore the study intended to assess the effects of service quality delivery on customer satisfaction in the public sectors, with specific reference to TANESCO.
2.15 Conceptual Framework

The gap model (also known as the "5 gaps model") of service quality is an important customer-satisfaction framework.  In "A conceptual model of service quality and its implications for future research" (The Journal of Marketing, 1985), A. Parasuraman, VA Zeitham and LL Berry identify five major gaps that face organizations seeking to meet customer's expectations of the customer experience.
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Figure 2.2: Conceptual framework

Source: Researcher, 2021
2.15.1 Theoretical Framework
The main function of the conceptual framework is to show the existing relationship between the independent and dependent variables. Both variables have developed depending on the study objectives. There is two people before the service is provided (The customer expects to receive quality service; at the same time the management expect to serve that customer).
The management perception on the consumer service level that is to be provided, at the same time they think on how to change their perception into service quality. Now the service is provided/delivered to customer, it is changed from perception. Now the delivered service to customers is to involve (external communication to customer) using (word of mouth).
CHAPTER THREE

RESEARCH METHODOLOGY

3.1 Introduction

This chapter presents research methods and techniques that used in data collection and analysis. It comprises details about the research design, research area, population, sample size and sampling techniques that used to select respondents and data collection techniques that used to collect relevant information, data validity and reliability; and ethical consideration.
3.2 Research Area 
The study conducted at Temeke, Dar es Salaam region as it is among the TANESCO office serving the community or clients on matters related to electrical connectivity and availability. As the study gap clearly highlighted that still the public sectors in Tanzania are performing under the targeted goals, means that they are failing to satisfy customers. There are no publications of the study dealing with service quality to the study area, therefore it was real place containing information rich case from the available enough population to provide the researchers information’s about the study. Further, the study area was selected by the researcher as it is among the public office that is touching the interests of the majority in the community, hence had many numbers of stakeholders, electricity is inevitable for development of the people. Therefore, the researcher succeeded to obtain data from the respondents so as to reach conclusion of the study.
3.3 Research Philosophy

Research philosophy refers to the expansion of knowledge and its nature (Saunders, et al., 2009). It is further a philosophical orientation or approach of the study (Mwaipopo, 2009). The study used the Interpretivism Philosophy to develop knowledge for it entailed understanding differences between humans as social actors. Interpretivism is a philosophy that necessitates the understanding of human differences in their role as actors thus, emphasizing conducting studies on humans and not objects that normally fall under positivism (Saunders, et al., 2009). The study developed knowledge from the people because they are the social actors deciding on service quality and their satisfaction on the services provided.
3.4 Research Design

In this study a case study design was adopted. The case study research design aims at collecting quantifiable information to be used for statistical analysis of the population sample. It is used to test validity of variables to see if provided facts are in the real life of the study population. It allows collecting and describing the nature of the demographic segment (Sekaran, 2006). This study was based on quantitative technique to analyze research findings from respondents on the effects of service quality delivery on customer satisfaction in the public sectors. The study was characterized as cross-sectional whereby Kothari, (2004) argues that a cross-sectional survey method targets to gather data from a relatively large number of cases at a particular time. In this study, the research data was recorded depending on the respondents’ opinions about the study from the field.
3.5 Population and Sampling Procedures

A population refers to all elements of interest to a researcher in relation to the research problem. Whereas, a sample refers as a portion of the individuals meant to represent it (Krejcie & Morgan, 2003). The study explored one set of population from the four (4) TANESCO regions of Dar es salaam namely Ilala region, Temeke Region, Kinondoni North (Mikocheni) Region and Kinondoni South (Magomeni) Region.
The study involved different customers of TANESCO found in their four (4) Regions of Dar es Salaam city at the day of collecting data; where by a simple/probability sampling technique was applied to select respondents to be interviewed. Random/Probability sampling is a technique and process whereby each case in the population possess equal chance to be included as a sample (Saunders, et al., 2009). 

In every region the study targeted have the population of (5) larger power user TANESCO customers so as to have various views from all categories of services users and the remaining fifty six (56) they all used to calculate sample size.  Therefore, the study planned to reach the population of (76) respondents in all three regions of TANESCO in Dar es Salaam for data collection. 
However, in some instances, the study used Judgemental Sampling. Judgemental sampling is a sampling technique that allows judgement to choose individuals who will be attractive in filling the study questions respectively. The major customers who included in the study were judgmentally selected because they have different views and opinions concerning the services provided by TANESCO in their areas.
3.6 Sample Size and Sample Unit

The unit of analysis are the people working for the social security firms and its members. Sample size is the number of samples that represent the population. The study involved four (4) TANESCO regions of Dar e salaam city where by from each, a sample size was selected to make a total of 70 respondents as shown in the table 3.1. The researcher applied Slovin’s formula to obtain sample from a targeted population. Let, “N” be the total population size, “n” be the sample size researcher needs to obtain from a total population and “e” be the allowed probability of committing an error in selecting a sample from a population that is (0.05) showing the confidence level of 95%. The sample size “n” obtained as follows;

n = N / (1 + Ne2) is applied to get sample size for each population group.

n = 22/ (1+22 x 0.05^2) = 20 individuals

n = 22/ (1+22 x 0.05^2) = 20 individuals

n = 16/ (1+16 x 0.05^2) = 15 individuals

n = 16/ (1+16 x 0.05^2) = 15 individuals

Table 3.1: Sample Size
	S/no
	Region name
	Targeted population
	Sample size

	1.
	Ilala
	22
	20

	2.
	Temeke
	22
	20

	3.
	Kinondoni North (Mikocheni) Region
	16
	15

	4.
	Kinondoni Souh (Magomeni) Region
	16
	15

	                                TOTAL SAMPLING
	76
	70


Source: Field Data, (2016)
3.7 Data Collection

Data collected were both primary and secondary data. The latter refers to data a researcher does not collect directly from respondents or subjects from the field (Best and Kahn, 2006). Collected Secondary data helped to understand the topic at hand to better guide primary data collection. Books, online resources and journals articles were the main sources of Secondary Data. Others were company documentary reviews, and statistical data to mention a few. 
On the other-hand, due to the literature not shedding much light on the problem at hand in Tanzania, fresh data was a necessity for better phenomenon understanding. Methods to gather primary data included questionnaires, observations, and interviews. Questionnaires were a primary instrument used to collect primary data from the field. Kinnear & Taylor (1996) defines a questionnaire as a formalized data collecting schedule given to respondents to fill in and return to the researcher.
The form of questionnaires that was used was in hard and soft copy for greater out-reach. Soft copy questionnaires came from an online application called, “Google Forms” powered by Google that allows a user to create questionnaires online and distribute them through email to respondents for filling. Once filled, they are sent back to the researcher for viewing and analysing. Soft copy questionnaires stood as “Mail Questionnaires” to reach distant respondent who qaulied inclusion in the study. 
Other data collection instruments and techniques used were interviews and observations to back up the study. Observation is the action in which the researcher deliberately observes or watches the behaviour of subjects or some phenomenon of research interest and interviews are questions asked directly, face to face or indirectly through a medium to a respondent with feedback given back either way (Kinnear & Taylor, 1996). Questions in regard can be verbal or non-verbal.
3.8 Reliability and Validity of Measures

Reliability refers to the extent of concurrence when separate attempts to measure the same theoretical concept occur. Further, validity refers to the when a measure/scale measures what it intends to measure. In broader terms, it is a group of inter-related ideas whose wholeness seizes the essence of the phenomenon under study (Patton, 2012).  In short, validity ensures measurement of the right concept, while reliability ensures measurement consistency and stability. 
3.9 Ethical Consideration

Babbie, (1992) stressed on ethical standards when conduciting research through abstaining from cooking data, withholding related and/or important information, misleading a study, inflating results, and publishing inadequate findings to mention a few. Informed were the participants on the purpose of the study prior to filling with the promise of keeping their feedbacks confidential and using them for academic purposes only. Online forms resembled the hard copies that contained a heading and explanation on the researches’ purpose and confidentiality agreement. Furthermore, online platforms ensured less to no fabrication and more respondent confidence due to low influence from the researcher for they were filled at distant locations. 
3.10 Data Analysis

Data analysis refers to computation of certain measures along with searching for patterns of relationship that exits among data groups (Kothari, 2004). Further, it is argued that, data analysis comprises editing, coding, categorizing and formulating of collected data with the purpose of summarizing and organizing the data in such a way that they answer the research Questions. Since this study was carried using qualitative method, then data analysis process was content analysis through pattern matching.
Qualitative data analysis was used in accordance with the framework of qualitative data findings stipulated by Huberman and Miles (1994). This framework draws on three stages of data analysis, reduction of data, organization of data into themes and finally attaching meaning to the analyzed data. This framework implies content data analysis because data analysis method in qualitative consist of words and observations and not numbers. As with all data, analysis and interpretation are required to bring order and understanding (Saunders, 2003). Further, the primary data from questionnaires were analyzed quantitatively using Multiple Linear Regression by using the SPSS software tool. While the qualitative data from interviews analyzed using content analysis.
CHAPTER FOUR

DATA ANALYSIS, FINDINGS AND DISCUSSION

4.1 Introduction

This chapter presented the research findings and discussions through quantitative and qualitative data analysis. Distributed were Questionnaires to sample sets of all the customers in TANESCO four regions of Dar es Salaam city, and targeted the customers who use TANESCO services. The chapter also contained descriptive data analysis that summarised raw data into simple and categorical forms of tables. 

4.1.1 Rationality and Reliability of Instruments

Reliability of the instruments in ascertained using the Cronbach’s coefficient alpha (Cronbach, 1946) to test for the internal consistency of the scales was used to measure the variables. Alpha coefficient of above 0.7 for individual test variables was accepted meaning that the instrument was valid (Nunnally, 1978). In the table 4.1, are the values of reliability and validity depending on the study.

Table 4.1: Rationality and Reliability of Instruments
	Variable
	N of items
	Cronbach Alpha

	 Services quality
	4
	0.908

	Customer satisfaction 
	7


	0.810


Source: Field Data (2021)

Validity and reliability of data in the table shows that the research data was both reliable and valid since the variable coefficients were above 0.7 in both cases.

4.2 Respondent Rate
Response rate in this study relied on the availability and willingness of TANESCO customers both larger power user and minor to provide information related to this study, the process involved filling questionnaires by all customers and through interview that involved larger power user customers, this conducted to obtain validity of the study.
Table 4.2: Respondent Rate
	
	Normal Customers
	Larger power user Customers

	
	Frequency
	Percent
	Frequency
	Percent

	Responded
	46
	0.92
	17
	0.85

	Not responded
	4
	0.08
	3
	0.15

	Total
	50
	100.0
	20
	100.0


Source: Field Data (2021)
A sample of 70 respondents was selected for this study. Table 4.2 shows that, out of the total 70 questionnaires that administered by the researcher, only 63 questionnaires were responded which included 17 from larger power user customers and 46 from normal customers.  i.e., dully filled and returned hence used in analysis with a response rate of 90.0% which representative. Mugenda, (2003) argued that, a response rate of >50% is allowed for analysis and presentation of data. 
4.3 Demographic Characteristics
The demographic of this study included sex, age, education and occupation of respondents. The demographic information used in generalizing about the total of respondents used in this study. 
Table 4.3: Demographic Characteristics
	Demographic information
	
	Frequency
	Percentage

	Sex
	Males
	37
	58.7

	
	Females
	26
	41.3

	
	Total
	63
	100.0

	Age (years)
	18 - 30
	18
	28.6

	
	31 – 40
	30
	47.6

	
	41 – 49

50 and above
	9

6
	14.3
9.5

	
	Total
	63
	100.0

	
	Secondary and below
	27
	42.9

	
	Diploma
	13
	20.6

	Education
	Bachelor and above
	23
	36.5

	
	Total
	63
	100.0

	Occupation
	Self employed
	24
	38.1

	
	Businessman
Civil servant

Small manufacturers
	17
10
12
	27.0
15.9
19.0

	
	Total
	63
	100.0


Source: Field Data (2021)
4.3.1 Respondents’ Age
Table 4.3 shows that respondents with age between 18-30 years were 18(28.6%), respondents with age between 31- 40 years were 30(47.6%), respondents with age of 41-49 were 9(14%) and above 50 years were 6(9.5%). The findings show that majority of the respondents who are TANESCO customers were aged between 31- 40 years.
4.3.2 Gender of Respondents
Table 4.3 shows the second demographic factor considered in this study was gender of the respondents. This was done with an objective to find the differences in number of males and females as customers who use TANESCO services. The result shows that, female respondents were 26(41.3%) and male respondents were 37(58.7%), hence the greater number of respondents was males than females.

4.3.3 Education Level of the Respondents
The level of education of respondents was an important factor for the study to see if it is helping respondents to indicate the service level that is provided by TANESCO relating to their satisfaction level. The study revealed that majority of respondents 27(42.9%) were holding secondary education and below, followed by 23(36.5%) who were holding bachelor degree level. Diploma holders were 13(20.6%) Therefore, the level of education to each group shows that majority of respondents were educated, this implies that they are able to provide useful information to the study.
4.3.4 Occupation of Respondents
Table 4.3 presents more on the occupation of respondents who engaged in the study. This was important in explaining on how everyone user of TANESCO services satisfy from service level. The study indicated that majority 24(38.1%) were self-employed, 17(27.0%) were businessmen’s, civil servants were10(15.9%) and12(19.0%) were small manufacturers.
4.4 Relationship between Service Quality and Customer Satisfaction
This is the first objective of the study where by a researcher tried to explore the relationship between service quality and customer satisfaction provided by various regions of TANESCO; by doing so researcher asked respondent TANESCOs areas of improvement so as to improve customer’s satisfaction. In analyzing these questions researcher uses Linear Regression Analysis (LRA) with the intention of testing how much dependent variables (Reception inquires, Knowledge sharing particularly in-service maintenance as well as electrical power connection and low electricity voltage) related with effect of service quality delivery on customer satisfaction in the public Organization in Tanzania (independent variable) while other factors are controlled. The summary of regression table is presented below.
4.5 Research Findings
The study general aimed to assess the effect of service quality delivery on customer satisfaction in the public organization, with specific reference to TANESCO. The study was guided by specific objectives which included, identifying the relationship between service quality and customer satisfaction in public sector, identifying the causes of poor-quality customer services in public sector; and identifying how customer’s rate average on their level of perception from the service quality provided in region, using TANESCO as a case study. The results and discussions as per objective are summarized below.
4.5.1 Relationship between Service Quality and Customer Satisfaction in Public Sector
The researcher used correlation analysis for determining the relationship which exists between better services provided by TANESCO and customers satisfaction. In this study Pearson’s correlation coefficient was used to determine whether there is significant relationship between quality services which include reception inquires, knowledge sharing (particularly in the service maintenance), electrical power connection and level of electricity voltage. The results of correlation on the relationship between independent variables and dependent variable are summarized below.
Table 4.4: Correlation between Service Quality and Customer Satisfaction
	Variable 
	
	

	Reception inquires 
	Pearson Correlation
	.810**

	
	Sig. (2-tailed) 
	.000

	
	N
	63

	Knowledge sharing particularly in-service maintenance
	Pearson Correlation
	.700**

	
	Sig. (2-tailed) 
	.000

	
	N
	63

	Electrical power connection
	Pearson Correlation
	.948**

	
	Sig. (2-tailed) 
	.000

	
	N
	63

	Power reliability
	Pearson Correlation
	.598**

	
	Sig. (2-tailed) 
	.000

	
	N
	63


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

Source: Field Data (2021)
Table 4.4 shows the correlation coefficients for the relationships between independent variables reception inquires, knowledge sharing (particularly in the service maintenance), electrical power connection and level of electricity voltage and its dependent variable (customer satisfaction) are linear and positive ranging from weak to moderate correlation coefficients.
4.5.1.1 Regression Analysis

Table 4.5:  Regression of Service Quality and Customer Satisfaction in Public 
Sector
	
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.882a
	.778
	.774
	.182


Predictors: (Constant), service quality 

Source: Field Data (2021)
In this study, regression analysis was conducted with the aim of identifying the existing relationship between service quality and customer satisfaction in various regions of TANESCO in Dar es Salaam Tanzania. Table 4.5 shows the adjusted R square value of, R2 = 0.778 which is the correlation between two variables indicates that when all the variables affecting are combined, the multiple linear regression model could explain that the service quality only has approximately 77.8% of variation in Customer satisfaction while the rest of 22.2% of variation in customer satisfaction are explained by other factors which are not studied, because they are beyond the scope of study. 
Table 4.6: Regression, B, and T– Value of Service Quality and Customer Satisfaction
(Regression, B, and T– Value of Service Quality and Customer Satisfaction)
	Unstandardized Coefficients
	Standardized Coefficients
	
	

	
	B
	Std. Error
	Beta
	t
	Sig.

	(Constant)
	.068
	.079
	
	.854
	.397

	Quality service
	.437
	.030
	.882
	14.613
	.000


Dependent Variable: Customer Satisfaction

Source: Field Data (2021)
From the coefficient table, the constant value of 0.68 showing that when service quality is zero, customers satisfaction remains with a value of 1.828 statistically.
 4.5.2 Causes of Poor Customer Services in Public Sector
The objective aimed to identify causes of poor customer services in public sector, where both larger power user and normal TANESCO customers rated their opinions basing on study statements which included, low level of staff training on customers related matters, corruption behavior, excessive bureaucracy in service provision, political interference, poor working conditions, poor work ethics and outdated and outmoded system. The findings basing on these factors are tabulated and explained below in terms of their frequencies and percentages.
4.5.2.1 Low Level of Staff Training on Customers Related Matters
The statement aimed to know whether low level of staff training on customers related matters is the cause of poor customer’s services in public sector especially TANESCO. The study indicated the following level of respondent’s response on the statement. 
Table 4.7: Low Level of Staff Training on Customers Related Matters
	
	Normal Customers
	Larger Power User Customers

	
	Frequency
	Percent
	Frequency
	Percent

	Strongly Disagree
	2
	4.3
	1
	5.9

	Disagree
	8
	17.4
	4
	23.5

	Neutral
	1
	2.2
	2
	11.8

	Agree
	21
	45.7
	7
	41.2

	Strongly Agree
	14
	30.4
	3
	17.6

	Total
	46
	100.0
	17
	100.0


Source: Field Data (2021)
The findings show that, majority of respondents 76.1% of normal customers and 58.8% of larger power user customers agreed that low level of staff training on customers related matters is the cause of poor customer services at TANESCO while 21.7% and 29.4% of normal and larger power user customers disagreed with the statement respectively. Through the interview, two larger power user customers one from Temeke and other from Kinondoni North (Mikocheni) Region, correlated of their views that, 
“When an organization gives priority that employees attends periodic on job or in job training they become updated on their knowledge on what are better ways of providing quality service to customer, but failure to do so those employees found themselves out of the customers’ expectations”.
4.5.2.2 Corruption Behavior

The statement aimed to know whether corruption behavior is the cause of poor customer’s services in public sector especially TANESCO. The study indicated the following level of respondent’s response on the statement. 
Table 4.8: Corruption Behavior
	
	Normal Customers
	Larger Power User Customers

	
	Frequency
	Percent
	Frequency
	Percent

	Strongly Disagree
	1
	2.2
	0
	0.0

	Disagree
	3
	6.5
	2
	11.8

	Neutral
	1
	2.2
	0
	0.0

	Agree
	15
	32.6
	10
	58.8

	Strongly Agree
	26
	56.5
	5
	29.4

	Total
	46
	100.0
	17
	100.0


Source: Field Data (2021)
The findings show that, majority of respondents 89.1% of normal customers and 88.2%of larger power user customers agreed that low corruption behavior is the cause of poor customer services at TANESCO while 8.7% and 11.8% of normal and larger power user customers disagreed with the statement respectively (Table 4.8). When the researcher conducted interview with larger power user customers, all of them found to blame employees who engage in unethical conducts especially corruption. One respondent from Kinondoni South (Magomeni) said that, 
“Myself I hate unethical employees who demands excess money so as to provide better service, they are to be punished or termination of their work contract so as to reduce the problem”.
4.5.2.3 Excessive Bureaucracy in Service Provision
The statement aimed to know whether excessive bureaucracy in service provision is the cause of poor customer’s services in public sector especially TANESCO. The study indicated the following level of respondent’s response on the statement. 
Table 4.9: Excessive Bureaucracy in Service Provision
	
	Normal Customers
	Larger Power User Customers


	
	Frequency
	Percent
	Frequency
	Percent

	Strongly Disagree
	4
	8.7
	0
	0.0

	Disagree
	7
	15.2
	1
	5.9

	Neutral
	3
	6.5
	2
	11.8

	Agree
	13
	28.3
	5
	29.4

	Strongly Agree
	19
	41.3
	9
	52.9

	Total
	46
	100.0
	17
	100.0


Source: Field Data (2021)
The findings show that, 69.6% of normal customers and 88.3% of larger power user customers agreed that excessive bureaucracy in service provision is the cause of poor customer’s services in public sector, while 23.9% of normal customers and 5.9% of larger power user customers disagreed with the statement (Table 4.8). Three respondents one from Ilala and two from Temeke correlated in their views that, 
“When the service is very complicated from the provider reduces customer’s satisfaction level, this is due to that the customer ask for the service when it is needed, hence any delay of the service is harmful to customer’s satisfaction”.
4.5.2.4 Political Interference
The findings show that, 67.4% of normal customers and 64.7% of larger power user customers agreed that political interference is the cause of poor customer services at TANESCO while 17.4% of normal customers and 17.7% of larger power user customers disagreed with this statement (Table 4.10).

Table 4.10: Political Interference
	
	Normal Customers
	Larger Power User Customers

	
	Frequency
	Percent
	Frequency
	Percent

	Strongly Disagree
	3
	6.5
	1
	5.9

	Disagree
	5
	10.9
	2
	11.8

	Neutral
	7
	15.2
	3
	17.6

	Agree
	22
	47.8
	4
	23.5

	Strongly Agree
	9
	19.6
	7
	41.2

	Total
	46
	100.0
	17
	100.0


Source: Field Data (2021)
During interview, one larger power user customer from Temeke region said that, 
“political influence may affect positively or negatively the level of service that is provided by public sectors, it is positive when it aims at improving the service, but if comes on the issue of personal interest reduces customer’s service level”.
4.5.2.5 Poor Working Conditions
Table 4.11: Poor Working Conditions
	
	Normal Customers
	Larger Power User Customers

	
	Frequency
	Percent
	Frequency
	Percent

	Strongly Disagree
	8
	17.4
	3
	17.6

	Disagree
	6
	13.0
	1
	5.9

	Neutral
	4
	8.7
	2
	11.8

	Agree
	13
	28.3
	6
	35.3

	Strongly Agree
	15
	32.6
	5
	29.4

	Total
	46
	100.0
	17
	100.0


Source: Field Data (2021)
The statement aimed to know whether poor working conditions is the cause of poor customer’s services in public sector especially TANESCO. The study indicated the following level of respondent’s response on the statement. The findings show that, 60.9% of normal customers and 64.7% of larger power user customers agreed that poor working conditions is the cause of poor customer services at TANESCO while 30.4% of normal customers and 23.5% of larger power user customers disagreed with the statement (Table 4.11).
4.5.2.6 Poor Work Ethics
The statement aimed to know whether poor work ethics is the cause of poor customer’s services in public sector especially TANESCO. The study indicated the following level of respondent’s response on the statement.
Table 4.12: Poor Work Ethics
	
	Normal Customers
	Larger Power User Customers

	
	Frequency
	Percent
	Frequency
	Percent

	Strongly Disagree
	5
	10.9
	0
	0.0

	Disagree
	3
	6.5
	1
	5.9

	Neutral
	0
	0.0
	0
	0.0

	Agree
	20
	43.5
	10
	58.8

	Strongly Agree
	18
	39.1
	6
	8.2

	Total
	46
	100.0
	17
	100.0


Source: Field Data (2021)
The findings show that, majority of respondents 82.6% of normal customers and 67% of larger power user customers agreed that poor work ethics is the cause of poor customer services at TANESCO while 17.4% and 5.9% of normal and larger power user customers disagreed with the statement. During researcher’s interview with larger power user customer’s, four respondents one from Kinondoni North (Mikocheni) Region, one from Kinondoni South (Magomeni) and two from Ilala correlated in their views that, 
“employees who do not act in good ethics with customer reduce the level of the service quality that was prior expected as some dimensions of quality are disintegrated, as a result effectiveness of the service is reduced”.
4.5.2.7 Outdated and Outmoded System
The statement aimed to know whether outdated and outmoded system is the cause of poor customer’s services in public sector especially TANESCO. The study indicated the following level of respondent’s response on the statement.
Table 4.13: Outdated and Outmoded System
	
	Normal Customers
	Larger Power User Customers

	
	Frequency
	Percent
	Frequency
	Percent

	Strongly Disagree
	3
	6.5
	2
	11.7

	Disagree
	2
	4.3
	0
	0.0

	Neutral
	2
	4.3
	1
	5.9

	Agree
	17
	36.9
	4
	23.5

	Strongly Agree
	22
	47.8
	10
	58.8

	Total
	46
	100.0
	17
	100.0


Source: Field Data (2021)
The findings show that, majority of respondents 84.7% of normal customers and 82.3% of larger power user customers agreed that outdated and outmoded system is the cause of poor customer services at TANESCO while 10.8% of normal and 11.7% of larger power user customers disagreed with the statement (Table 4.13). From interview results, one respondent from Ilala region said that, 
“using analogy systems in providing the service, the quality delivered also is outdated due to failure to meet customer’s expectation level, therefore when TANESCO management in co-operation with other development stakeholders need to ensure that there is enough budget to feed all the required specifications”.
4.5.3 The Rate of Service Quality Delivered by TANESCO 

This study focused to understand the existing differences among customer awareness on current service that is provided by TANESCO and client’s expectations of better service in Public sectors basing of four regions.  The researcher asked both larger power user and normal customers from each region to rate services provided and satisfaction levels, from what they expected and what they get.  The following below is the summary of the findings.
Table 4.14: The Rate of Service Quality Delivered by TANESCO
	Regions
	Ilala
	Kinondoni North (Mikocheni) Region
	Temeke
	Kinondoni South (Magomeni) Region 
	Total

	Very Good
	0
	1
	2
	0
	3(4.7%)

	Good
	6
	12
	9
	8
	35 (55.5%)

	Satisfactory
	10
	0
	5
	3
	18 (28.6%)

	Poor
	1
	2
	3
	1
	7 (11.1%)

	Total
	17
	15
	19
	12
	63 (100.0%)


Source: Field Data (2021)
Table 4.14 shows that majority of TANESCO customers 35(55.5%) receives good quality of service delivered by TANESCO, 18(28.6%) as satisfactory services, 7(11.1%) get poor services while 3(4.7%) are the ones who get very good services. This finding indicates that majority of people in Dar es Salaam get good services from TANESCO. Likewise, the researcher found that there is unequal distribution of services basing on the four regions which are Ilala, Kinondoni North (Mikocheni), Temeke and Kinondoni South (Magomeni). The findings revealed that 10(58.8%) of Ilala region customers get satisfactory services, 12(80%), 9(47.4%) and 8(66.7%) of Kinondoni North (Mikocheni), Temeke and Kinondoni South (Magomeni) region customers respectively are given good services from TANESCO.
4.6 Discussion of the Findings

Relationship between Service Quality and Customer Satisfaction in Public Sector: From clear evidence in Table 4.3, a moderate to strong positive relationship was found between reception inquires and customer’s satisfaction (r =0.810, p < .05), knowledge sharing in service maintenance and customer’s satisfaction (r = 0.700, p < .05), electrical power connection and customer’s satisfaction (r = 0.948, p < 0.05) and moderate relationship between electric voltage and customer’s satisfaction (r = 0.598, p < 0.05) showing statistical significance of 99% confidence level. 
Even though, we cannot directly conclude about these correlations, we can ensure the correlation coefficient a step ahead in a square form. The squared correlation coefficient (the coefficient of determination, r2) it measures the amount of variability in a single variable that is shared by the other. Hence, basing on correlation coefficients, the results reached from the table of reception inquiries accounts for 65.6%, knowledge sharing for 49.0%%, electrical power connection for 89.9% and electricity voltage accounts for 35.8% of the variation in customer satisfaction. This implies that, the most important services from TANESCO to customers is electrical power connection and the electric voltage must be improved more.
Depending on the data from statistical results in Table 4.4, when the service quality rises by one unit, customer satisfaction level increases by 0.882. from B coefficient table, it is symbolizing the strong positive relationship. As a final point, when P value is 0.001 reporting <0.05, the conclusion is that, there is existing statistical significance relationship between service quality and customer satisfaction in public sector in regard with TANESCO, Dar es Salaam, Tanzania. 
Causes of Poor Customer Services in Public Sector: The study findings imply that most of employees at TANESCO are not well trained in management activities including customer care services especially new employees and temporary employees. The reason behind is that most of employees are from one field which include engineering and few or non-are from other fields such as administration, secretarial and customer care services. Therefore, there should be more investment through training all employees on how to save customers so as to keep loyalty and increase efficiency in their services.
The findings agree with (Wicks, 2019) who explained that having well trained customer care employees will lead to customer retention, will represent more on organization’s brand, good image, helps to create better communication linkage and create happiness to customers, hence increasing customer’s satisfaction level. Findings reveal that TANESCO also face the problem of its employees to engage in corruption either direct or indirect by creating the environment like unnecessarily delaying to give a certain free service eventually a customer decide to give money. Likewise, several employees need more excess money for providing services such as power connection, changing old equipment’s to new, an activity which cause many people to lack proper and appropriate services within time. 
This study relates with the study of (Anderson, 2013) who explained on why corruption in public sectors is persisting indicating reasons such as judicial systems, salaries and GDP, centralized governance, competition among local governments, and taxation systems. From the findings, we see that most of customers understands that if the organization’s service provision encounter bureaucracy, customers will not satisfy from the level service quality that is provided. This is due to the fact that, mostly customers expect the service provider to meet or exceed their service level expectations, hence they will satisfy from the service.
This findings correlate with Review et al.,( 2016) who examined on the effects of public bureaucracy on service quality in Nigeria, the study found that service delivery of goods and services by the government rests on the public bureaucracy and institutions of allied mandates as pivot. The study provided conclusion that, in order the Nigerian public government to succeed in delivering quality service to people, government should ensure that has invested on qualified personnel’s in providing public services so as to reflect the service level and people’s expectation. Improving worker’s conditions is the panacea that improves and encourages employees working morale, compensation and commitment to provide effective service.
This reveals that, political matters in any state are for creation of ruling systems and development encouragement, but the customers understand that if political matters or few people with their personal interest to the system of service provision interferes the system, it is highly affecting service quality that should be provided to customers, especially the important service like electricity.
The finding conquers with Journal et al.,(2018)who found that political interference in public administration was due to inadequate power and responsibility separation between politics who are policy makers and public administration who are executing public services. The study revealed that, there should be proper periodic observation of power separation between the two actors and having periodic observation to determine if the service providers act in accordance with codes of conduct and not otherwise.
The findings reveal that both groups of respondents are aware with the fact that poor working conditions leads to poor customer service provision as a result reducing their level of trust and satisfaction. The administrative strategies need first of all to prepare conducive environments which are favorable to employees so that they work with good morale and values customers. The study correlates with Milana, (2018)who highlighted job satisfaction in relation with service quality in Syrian public sector. The study discovered that there is a negative gap between expected customer’s service and received service in all dimensions of quality. The study recommended that job satisfaction including working condition and service quality are very important concepts that organizations must consider in order to remain competitive.
The study implies that, customers are aware that poor employee ethics in service provision is harmful to service quality, as it undermines customer’s right of receiving good service that was prior expected, they know that an employee asking for further payment to provide service kills the service quality.This study is in line with Whitton, (2016) who found that testing integrity is greatly built by worker’s agency on an anti-bribery body, to limit personnel’s who are interested to engage in corruption, or further encouragement, to engage in corruption by giving, accepting or not accepting something that is directly to hart citizen’s life when they are in positions. To be satisfactory, reliable and reasonable, the program agreed should be truthful, reflecting environments of official’s positions in regard to her or his responsibilities. 
The finding reveals that, employee’s performance in service provision depends much on the operating system that is adopted by the management to be applied in serving customers as the level of the service provided depends on how the management has invested in the operations. The study argues with (Lodorfos & Kaminakis, 2015) who found that the effectiveness of the Service Delivery System (SDS) by assuring that the customer receive perceived service quality, it uplift their satisfaction level. 
The Rate of Service Quality Delivered by TANESCO: This imply that TANESCO have positioned more effort in providing better services to their customers through reception inquires, knowledge sharing particularly in-service maintenance, electrical power connection, electricity voltage usage has been substantiated by Kinondoni South (Magomeni), Temeke and Kinondoni North (Mikocheni) regions which have good services and Ilala customers having satisfactory services. Despite of the benefits and major roles played by TANESCO there have been complaints to some customers especially from large power users who were complaining that customer officers do not deliver what they promise and they have been mistreated as shown by 7(11.1%) of total respondents from four regions. Therefore, this is a challenge to TANESCO to make sure it improves its customer care unit to customers who are not satisfied with the services provided. 

The findings agree with Sureshchandar et al., (2002) who highlighted out that currently, public organization’s employees are todays limited with new skills and professionals in completing assess providing quality and affordable services. Their findings revealed that the level of customer satisfaction, response times and support by the management, as well as management of customer’s data are not met completely with customers’ expectations.

CHAPTER FIVE
SUMMARY OF FINDINGS, CONCLUSIONS AND 
RECCOMMENDATIONS
5.1 Introduction

This chapter contains the conclusion and recommendations for further modification and suggestions for further studies.
5.2 Conclusion of the Study
5.2.1 Relationship between Service Quality and Customer Satisfaction
The study revealed that, there is positive relationship between service quality and customer’s satisfaction in Public sector. For the case of TANESCO it depends on how customers are provided with updated information’s on electricity cut off. The service of connecting electrical power timely to customer’s increases customer’s satisfaction; this goes together with number of voltage/units provided to customers depending on certain amount of payment. Further, reception inquires in service provision add value to customer’s level of satisfaction, hence increasing quality of the service. From the presented regression analysis, customer satisfaction obtained by availability of quality service with 77.8% respectively. Finally, it is concluded that quality service highly impacts satisfaction of the customers.
5.2.2 Causes of Poor Customer Services in Public Sector 
Further the study found that, poor customer service in public sector is caused by number of factors including, low level of staff training on customers related matters that was pointed by both normal and larger power user customers as a factor reducing operation efficiency and capacity of employees. Corruption behavior was found to undermine other customer’s right and indicating bad image to the public sectors, hence periodic training and seminars to employees may be a panacea to solve all associated employee’s weakness. Excessive bureaucracy in service provision also reduce service quality in public sector if the process takes long unnecessary process that leads to delay of the service, in case of TANESCO the problem causes customers to see the need to open the door by the government to allow competition in supply of electrical service.
Political interference found to affect service provision whether positively or negatively depending on the interest of political matter, if intends to improve something it affect service provision positively. The study further revealed that, poor working conditions forces employees fail to provide required quality service so as to meet customer’s expectations hence addressing bad image to public sector. Poor worker’s ethics negatively affects customer’s satisfaction level, while outdated and outmoded system reduce worker’s operational efficiency as they work under the aid of outdated mechanism, hence meeting customer’s service level remains as a shadow. 
5.2.3 The Rate of Service Quality Delivered by TANESCO

The study further required respondents from four case regions to rate the level of service quality that is reached by TANESCO in electrical supply to both larger power user and normal customers. The study revealed that,10(58.8%) from Ilala region customers get satisfactory service, means they satisfy from the provided service level at average level. The rest respondents who are12(80%), 9(47.4%) and 8(66.7%) customers from Kinondoni North (Mikocheni) Region, Temeke and Kinondoni South (Magomeni) regions they are given good services from TANESCO. This implied that mostly, the service provided by TANESCO at least satisfies customers due to the fact that respondents who indicated that the service that is provided is poor are very few in all four regions.
5.3 Implications of the Study Findings
With regard to the research findings and conclusions the researcher made the following recommendations: Since the performance of any public sector depends more on the service quality level offered to the clients, the government sectors in collaboration with development stakeholders is required to increase the level of awareness that the need to enhance customers’ satisfaction when they are receiving quality service. The study highlights that enhancement of customer satisfaction is possible when the management will value her customers.
The study further draws implications to policy makers that due to the fact that still customers of public service are receiving poor services, there is a need of assessing more on the challenging factors which are prone to achievement of corporate goals. Any public sector cannot be declared to perform better if there are complaints from customers.  The policies to be used in service provision are required to target satisfying a customer, hence it is essential for the managements to know well the needs of customers. Always a customer cannot satisfy under poor quality and unethical employees or irresponsible service managers.
5.4 Study Recommendations
In order of having positive changes in service provision in TANESCO the following recommendations should be noted. Maintaining provision of periodic in-job and on-job training to department staffs of TANESCO will play an important role to ensure that employees are up to date due to gradual changing of management operational procedures and development of science and technology. This will help an organization to have competent employees who are able to help in reaching corporate strategies.
Establishing and improving the information center in various TANESCO regions so as to provide both normal and larger power user customers with updated service information’s in power related matters. This will increase the level of customer’s satisfaction. TANESCO management should ensure that there is proper assessment of the annual requirements to be acquired whether by the organization itself or under the aid of government budget so as the required quality of the services to customers will be met.
5.5 Implications for Further Studies
As this study was only limited to customer service related matters. It will be wise for other studies to focus on other power related matters that are scientifically causes various problem in TANESCO to run effectively or related to this study considering basing with other geographical regions so as to reach general conclusion. Further academicians should also ensure that they reach large population so as to come up with general conclusion.
5.6 Limitations of the Study
The researcher was confronted with a number of challenges in executing this task which includes but not limited to inadequate financial resources; research requires enough resources but since the research was self-financed, shortage of resources was inevitable. To overcome this challenge the researcher made full utilization of the available resources. 
Time available for preparing and submitting the research paper was inadequate; hence the researcher utilized all days including weekends so as to complete the study according to the time schedule. Lack of transparency was also a limitation whereby some respondents were not comfortable to provide useful information to the study with the main argument that their privacy was being invaded. As such, a lot of time was taken in explaining that the study was for academic purposes only.
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APPENDICES

Appendix 1: Study Questionnaire

Dear respondent, I am a Master’s Degree student at Open University undertaking an academic study on service quality delivery on customer satisfaction in the public Organization, with specific reference to TANESCO. 

Your responses will be treated confidential and used for only academic purpose.
SECTION ONE: Respondent profile
1. Name of the respondent (Optional)………………………………………………………….

2. Age (tick the most appropriate answer)

	18 – 30
	31 – 40
	41 – 50
	50 and above

	
	
	
	


3. Sex 

	Male
	Female

	
	


4. Highest level of Education or academic Qualification

	Secondary and below
	Diploma
	Bachelor degree and above

	
	
	


5. Occupation 

	Self employed
	businessman
	Civil servant
	Small manufacturers

	
	
	
	


SECTION TWO: Study Questionnaire (where by SD = strongly disagree, D = Disagree, N = Neutral, A = Agree, SA = strongly agree)

6. Which among the following are the causes of poor customer service of TANESCO at your region? 
	S/no.
	Variable 
	SD
	D
	N
	A
	SA

	1.
	Low level of staffs training on customers related matters
	
	
	
	
	

	2.
	Corruption behavior
	
	
	
	
	

	3.
	Excessive bureaucracy in service provision
	
	
	
	
	

	4.
	Political interference
	
	
	
	
	

	5.
	Poor working conditions
	
	
	
	
	

	6.
	Poor work ethics
	
	
	
	
	

	7.
	Outdated and outmoded system
	
	
	
	
	


7. Are these areas of service in TANESCO regions of Dar es Salaam city need improvement so as to satisfy customers?

	S/ no.
	Variable 
	Yes
	No

	1.
	Reception inquires
	
	

	2.
	Knowledge sharing particularly in service maintenance
	
	

	3.
	Electrical power connection
	
	

	4.
	Low electricity voltage
	
	


8. As a customer, how do you rate your perception on the average of customer’s service quality provided in your region?

i 40 – 60 Percentage
[
]

ii 60 – 80 Percentage
[
]

iii 80 – 100 Percentage
[
]

Appendix 2: Interview Guide

[For larger power user customers]
a) Do you think that, low level of staff training on customers related matters results to poor service quality?

……………………………………………………………………………………………………………………………………………………………………
What is your view towards unethical public sector employees engaging in corruption so as to provide timely service?

……………………………………………………………………………………………………………………………………………………………………
Do you think that excessive bureaucracy in service provision is among causes of poor service in public sectors?
……………………………………………………………………………………………………………………………………………………………………
Do you think that political interference to public sector reduce or improve quality of the provided services?

……………………………………………………………………………………………………………………………………………………………………
Do you think that poor working conditions is the factor leading employee’s failure to value customer’s service needs?

……………………………………………………………………………………………………………………………………………………………………

b) Does the issue of poor work ethics reduce service quality in public sectors?

………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………
Do you think that the using of outdated or outmoded system in public service operations reduce service quality?

……………………………………………………………………………………………………………………………………………………………………

~ END ~
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