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ABSTRACT TC "ABSTRACT" \f C \l "1" 
The study sought to determine the effect of corporate governance on customer satisfaction at the National Social Security Fund. The study was guided by three objectives; to determine the effect of accountability on customer satisfaction, to determine the effect of fairness on customer satisfaction and to determine the effect of transparency on customer satisfaction. Positivist philosophy was employed while a quantitative approach was used. Explanatory research design was useful in this study. A sample of 302 was drawn from 1227 population using stratified sampling which comprised personnel and customers of National Social Security Fund. Descriptive statistics and Inferential statistics; the correlation coefficient and multiple regression analyses were employed. They found that all three independent variables were positive and significantly related to customer satisfaction. Fairness was found to be stronger than accountability and transparency which were weak. The study recommends that NSSF should implement regular and clear communication channels to keep customers informed about updates, changes, and improvements within the organization, NSS should and must publish annual reports, financial statements, and governance practices to demonstrate transparency and accountability and also additionally, appoint board members with expertise in customer service, consumer behaviour, and stakeholder engagement to make sure the organization is adhered to corporate governance important pillars like accountability, fairness and transparency.
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CHAPTER ONE TC "CHAPTER ONE" \f C \l "1" 
INTRODUCTION TC "INTRODUCTION" \f C \l "1" 
1.1 Overview TC "1.1 Overview" \f C \l "1"  

Corporate governance refers to the set of principles, policies, and practices that guide the way an organization is managed and controlled. In the context of public institutions like the National Social Security Fund (NSSF) in Tanzania, effective corporate governance is crucial for ensuring responsible management, transparency, accountability, and ethical behaviour. This overview focuses on examining the impact of corporate governance on customer satisfaction at the NSSF in Tanzania, highlighting the critical relationship between how the organization is governed and the level of satisfaction experienced by its members. This section provides an overview of the study's context, encompassing a concise overview of the study's background, problem statement, study objectives, research inquiries, study importance, study boundaries, and the arrangement of the study.
1.2 Background of the Study TC "1.2 Background of the Study" \f C \l "1" 
 Corporate governance plays a pivotal role in shaping the way organizations are managed and operate (Hilb, 2020). It encompasses a set of principles, policies, and practices that guide the decision-making processes, accountability, transparency, and overall ethical conduct of an organization (Drukarch, & Fosch-Villaronga, 2022). In the context of public institutions like the National Social Security Fund (NSSF) in Tanzania, effective corporate governance is crucial for ensuring responsible management of resources and delivering high-quality services to its beneficiaries. The relationship between corporate governance and customer satisfaction is an essential aspect that warrants examination, as it influences the institution's ability to meet the needs and expectations of its members (Omanga, 2013.
Corporate governance is a new phenomenon in many jurisdictions. The Organization of Economic and Corporate Governance (OECD) code of corporate governance was the first comprehensive code of corporate governance issued for companies in the year 2000 (Mathuva, Tauringana, & Owino, 2019). To eliminate poverty and grow the local economy requires stability domestic capital must be employed and the environment must be conducive to attracting foreign capital. There is a growing recognition that corporate governance plays an important role in unlocking and attracting capital (Ezu, 2023).
Public institutions, including social security funds, hold a unique position as they are entrusted with managing resources for the welfare of citizens. Corporate governance in such organizations goes beyond mere financial oversight; it extends to ethical behavior, stakeholder engagement, risk management, and the alignment of organizational goals with societal needs (Maak,  Pless & Voegtlin, 2016; Sawmar, & Mohammed, 2021). Effective corporate governance mechanisms are essential for preventing corruption, ensuring accountability, and optimizing resource allocation, all of which directly impact the quality of services provided to beneficiaries (Wahyuni,  Haron & Fernando, 2021).
Mersni and Ben (2016) define corporate governance as a process of supervision and control intended to ensure that the company's management acts in the interest of shareholders. This definition is somehow very limited in that it caters only for the interest of shareholders. Corporate governance accrues benefits to multiple stakeholders. The King Report (Eijsbouts, 2017) further elaboration on its definition of corporate governance by describing corporate governance as a system that is concerned with holding the balance between economic and social goals and between individual and communal goals, the aim being to align as nearly as possible the interests of individuals, corporations and society. The King Report‘s definition of corporate governance is widely encompassing. In the ultimate, the corporate governance framework is meant to encourage the efficient use of resources and equally to report accountability for the stewardship of those resources (Robinson, Sun, & Arrigoni, 2020).
The King Committee on Corporate Governance (2002) points to several characteristics and elements of good corporate governance which are core determinants of corporate governance, with a profound impact on the corporate performance of any enterprise. These are Discipline, Transparency, Independence, Accountability, Responsibility, and Social responsibility (Crifo, Escrig-Olmedo, & Mottis, 2019).
Due to the separation of principal and agent, the primary function of a board is to ensure the decisions and behaviours of top executives serve the best interests of shareholders (Boivie, Withers, Graffin & Corley, 2021). Over the past two decades, corporate governance research has steadily become one of the mainstream research themes in strategic management.

Extant research has examined a variety of associations of corporate governance practices to financial performance (Li, Terjesen & Umans, 2020; Schiehll, & Martins, 2016; Nguyen, Ntim, & Malagila, 2020) and corporate entrepreneurship   Customer satisfaction is an important organizational outcome have not yet been studied to be linked with corporate governance.

The success of a business depends on whether it creates a satisfied customer (Fjeldstad, & Snow, 2018).  A great deal of marketing research has found positive effects on customer satisfaction. Satisfied customers tend to repurchase more (Soares, Zhang, Proença,  & Kandampully, 2017). spread positive words about the focal firm and financial performance   For example, Tuyisenge (2018 suggests that due to the increasing availability of customer service information, not only customers but also job seekers can learn more about a firm’s customer service, from which they make inferences about the firm’s management and corporate cultures. Based on such inferences, job candidates make their employment decisions.

The NSSF in Tanzania is responsible for administering social security schemes that provide pension funds and other benefits to eligible members. Given its role in safeguarding the financial well-being of its members, the NSSF's corporate governance practices are of utmost importance. Transparent decision-making, prudent investment strategies and adherence to ethical standards are integral to maintaining the trust and confidence of its members, who depend on the institution for their future financial security.

Corporate governance practices within the NSSF can significantly influence customer satisfaction among its members. When the organization operates transparently and ethically, members are more likely to trust its management of their contributions and the benefits they are entitled to receive (Trevino, & Nelson, 2021). Effective governance practices can lead to better communication, more responsive service delivery, and enhanced member engagement. On the other hand, weak corporate governance can result in mismanagement of funds, lack of accountability, and reduced member satisfaction.

The study used agency theory (Ross & Mitnick, 1973). Agency theory is a fundamental concept in economics and organizational behaviour that explores the dynamics of relationships between two key entities within an organization: the principal and the agent. This theory delves into situations where the principal (typically an owner, shareholder, or superior) delegates tasks or responsibilities to an agent (an employee, manager, or subordinate) to act on their behalf. The primary focus of agency theory is to analyze and address potential conflicts of interest that can arise due to differing goals and incentives between principals and agents. Variables underpinning the study were accountability, fairness and transparency. 

1.3 Statement of the Problem TC "1.3 Statement of the Problem" \f C \l "1"  

Many previous researchers studied the relationship between CG and financial performance or corporate social responsibility. Examining the relationship between CG and customer is also interesting because CG plays a significant role in improving the relationship between management and stakeholders (i.e., customers) which leads to better performance (Ltifi, & Hichri, 2022). According to Ahmed and Rahman (2015). the main purpose of the company is getting profit, and in normal business activities, the company receives profit from the sale of goods and services. It tells the importance of the customer's role in the company's sustainability. Trevino & Nelson (2021)   find that sharia governance influences a company's reputation and customers' trust in Indonesian Islamic banking. Akhter, Jamil and Fam (2021) compare customer satisfaction with the quality services of conventional insurance and Islamic insurance in Pakistan. The results indicate that there is (1) a significant gap between expectation and perception of the overall insurance industry, and (2) significant improvement in service quality in conventional and Islamic insurance. Nugraheni and Fauziah, (2019) collected data from customers of the banking industry in Pakistan and found that customer satisfaction was positively correlated with customer loyalty as a result of good corporate governance 

There is still a lack of research on the link between corporate governance, customer satisfaction, and customer loyalty at NSSF Tanzania. Many researchers examine those relationships just limited to the banking industry or manufacturing and services companies. This study expects to extend the existing literature by examining the influence of corporate governance on customer satisfaction, specifically at NSSF Tanzania. There are several reasons for the importance of research at NSSF. First, insurance has a significant role in a country's economy, and therefore, the growth of these social security funds is important to be supported. Second, one way to maintain the existence of NSSF services is to expand the good practice of corporate governance customer satisfaction and loyalty. Therefore, this study intends to cover this gap

1.4 General Objective TC "1.4 General Objective" \f C \l "1"  

The general objective of this study was to determine the effect of corporate governance on customer satisfaction at the National Social Security Fund. 

1.5 Specific Objectives TC "1.5 Specific Objectives" \f C \l "1"  

i. To determine the relationship effect of  accountability and customer satisfaction at NSSF

ii. To determine the relationship effect of fairness and customer satisfaction at NSSF

iii. To determine the relationship effect of transparency and customer satisfaction at NSSF

1.6 Hypotheses TC "1.6 Hypotheses" \f C \l "1"  

 H1: There is a positive relationship effect of accountability and customer satisfaction at NSSF

 H2: There is a positive relationship effect of fairness and customer satisfaction at NSSF

H3: There is a positive relationship effect of transparency and customer satisfaction at NSSF
1.7 Significant of the Study TC "1.7 Significant of the Study" \f C \l "1"  

The study examining the relationship between corporate governance and customer satisfaction within the context of the National Social Security Fund (NSSF) in Tanzania holds significant implications for both theory and practice. Here are the key aspects of its significance

It will enhance organizational Performance. Understanding how corporate governance practices influence customer satisfaction can lead to improved organizational performance. Positive governance practices can positively impact service delivery, member engagement, and the overall effectiveness of the NSSF, contributing to its mission of providing financial security to its members.

It will strengthen stakeholder trust; effective corporate governance enhances transparency, accountability, and ethical behaviour. When members perceive strong governance, their trust in the NSSF's management and operations increases, leading to greater confidence in the fund's ability to safeguard their financial interests.

Informed policy decisions; the findings of the study can inform policy decisions within the NSSF and other public institutions in Tanzania. Policymakers can refine existing governance frameworks based on empirical evidence, ensuring that they align with member needs and expectations.

Best Practice Insights; by analyzing the specific governance factors that impact customer satisfaction, the study can identify best practices that the NSSF can adopt to enhance its service delivery. These insights can also guide other public institutions in Tanzania seeking to improve their governance mechanisms.

Strategic alignment; the study can contribute to aligning the NSSF's strategic goals with its governance practices. Recommendations derived from the research can be integrated into the organization's long-term strategies, ensuring a cohesive approach that benefits both members and the institution.

Member engagement; a deeper understanding of how corporate governance affects customer satisfaction can lead to improved member engagement strategies. The NSSF can tailor its communication, feedback mechanisms, and engagement initiatives to align with members' preferences and expectations.

Improved resource allocation; by identifying governance practices that directly impact customer satisfaction, the NSSF can allocate its resources more effectively. Funds invested in enhancing transparency, accountability, and ethical behaviour can yield positive returns in terms of member satisfaction.

Academic Contribution; the study contributes to the academic literature on corporate governance and customer satisfaction within public institutions. It adds to the body of knowledge by providing insights into a specific case study, potentially guiding future research and discussions in this area.

Benchmarking and Accountability; The study's findings can serve as a benchmark for the NSSF's performance in terms of corporate governance and customer satisfaction. Stakeholders, including members, regulators, and government bodies, can hold the NSSF accountable based on empirical evidence.

Long-term social Impact; ultimately, the study's impact goes beyond the NSSF. Promoting effective corporate governance practices can contribute to building a culture of transparency, accountability, and ethical behaviour within public institutions in Tanzania, leading to positive social and economic outcomes.
1.8 Scope TC "1.8 Scope" \f C \l "1"  

The scope of the study aims to comprehensively investigate the relationship between corporate governance and customer satisfaction within the context of the National Social Security Fund (NSSF) in Tanzania. The study will focus on specific dimensions and aspects while taking into account certain limitations. The scope encompasses

Geographical scope; the study will be conducted exclusively within the National Social Security Fund (NSSF) operating in Tanzania. The findings and conclusions drawn will pertain specifically to the NSSF's governance practices and customer satisfaction experiences within the Tanzanian context.

Corporate governance dimensions; the study will explore various dimensions of corporate governance that may influence customer satisfaction, including transparency, accountability, ethical behavior, stakeholder engagement, and decision-making processes within the NSSF

Customer satisfaction assessment; the study will assess customer satisfaction among NSSF members using standardized measurement tools. Participants will be asked to provide feedback on their experiences, perceptions, and levels of satisfaction with the services and interactions provided by the NSSF.

Variables and factors; the study will investigate how specific corporate governance variables, such as board composition, transparency in financial reporting, accountability mechanisms, and stakeholder engagement, impact customer satisfaction. Additionally, the study will consider potential mediators or moderators that might influence this relationship

1.9 Organization of the Dissertation TC "1.9 Organization of the Dissertation" \f C \l "1"  

This study is divided into five sections. The rest is structured as follows: The second chapter is devoted to a review of the literature. The approach used in the study is presented in the third chapter. The study's findings are presented and discussed in Chapter 4. Finally, in chapter five, the author summarizes, concludes, and offers suggestions. Future research topics are also suggested.

CHAPTER TWO TC "CHAPTER TWO" \f C \l "1" 
LITERATURE REVIEW TC "LITERATURE REVIEW" \f C \l "1" 
2.1 Overview TC "2.1 Overview" \f C \l "1"  

This chapter contains a review of the relevant literature for the research. Previous research is useful because it informs future studies on the same subject. Based on the survey's dependent and independent variables, a conceptual framework is established, which serves as the study's framework. Conceptual definitions, theoretical review, empirical literature review, research gap, conceptual framework, and hypothesis declarations are the six components of the chapter.
2.2 Definition of the Key Concepts TC "2.2 Definition of the Key Concepts" \f C \l "1"  

2.2.1 Corporate Governance TC "2.2.1 Corporate Governance" \f C \l "1"  

Definition by Cadbury (1992) corporate governance is the system by which companies are directed and controlled. Boards of directors are responsible for the governance of their companies. The shareholders' role in governance is to appoint the directors and the auditors and to satisfy themselves that an appropriate governance structure is in place.

Definition by OECD   (2004) corporate governance involves a set of relationships between a company's management, its board, its shareholders and other stakeholders. Corporate governance also provides the structure through which the objectives of the company are set, and the means of attaining those objectives and monitoring performance are determined.

Definition by World Bank (2013) corporate governance is the system by which business corporations are directed and controlled. The corporate governance structure specifies the distribution of rights and responsibilities among different participants in the corporation, such as the board, managers, shareholders, and other stakeholders, and spells out the rules and procedures for making decisions on corporate affairs.

These definitions provide varying perspectives on corporate governance, emphasizing its role in overseeing and directing companies, ensuring accountability, and aligning interests among stakeholders

2.2.2 Accountability TC "2.2.2 Accountability" \f C \l "1"  

According to Christensen, and Lægreid (2002), accountability in corporate governance refers to the obligation of individuals and entities involved in an organization's management and decision-making processes to take responsibility for their actions, decisions, and performance. It involves transparently disclosing information, upholding ethical standards, and ensuring that decisions are made in the best interests of stakeholders

Accountability is central to good governance, as boards need to demonstrate that they are acting in the best interests of the company and its shareholders. They must account to shareholders for their stewardship of the company's assets and business, and to customers, employees, and other stakeholders for the proper conduct of the company's business.

Definition by Veasey (2003) accountability in corporate governance means that directors and officers are responsible for their actions, and they must report, explain, and justify their decisions and outcomes to shareholders and other stakeholders. It ensures that the management of the company is held answerable for their conduct and performance."OECD (2015) accountability involves mechanisms for making the actions and decisions of an individual or organization subject to oversight and review. In the context of corporate governance, accountability means being answerable for performance and outcomes.

2.2.3 Fairness TC "2.2.3 Fairness" \f C \l "1" 
Adams, (2009) defined Fairness in corporate governance refers to a system where decisions and actions are carried out transparently, accountably, and with due consideration to the interests of all stakeholders, including shareholders, employees, customers, and the wider society. While Bebchuk (2005) defined fairness in corporate governance implies that the allocation of control and economic rights among shareholders, management, and other stakeholders should be structured in a manner that respects their contributions, risks, and interests.

Tricker,(2015) defined fairness in corporate governance entails a balance between the interests of shareholders and the broader set of stakeholders, ensuring that decision-making is transparent, responsible, and focused on long-term value creation.

Therefore, fairness in corporate governance refers to the equitable and just treatment of all stakeholders involved in a company's operations, decision-making processes, and outcomes. It embodies the principles of transparency, accountability, and the protection of the rights and interests of various stakeholders, including shareholders, employees, customers, suppliers, and the broader community. Fair corporate governance ensures that no group or individual is unfairly favoured or disadvantaged in the pursuit of the company's objectives.

2.2.4 Transparency TC "2.2.4 Transparency" \f C \l "1"  

Shleifer and Vishny (1997) define transparency in corporate governance refers to the extent to which information about a company's activities, performance, and decision-making processes is readily available to stakeholders, enabling them to assess the company's actions and hold it accountable.

OECD (2004) defined transparency in corporate governance as the disclosure of information in a clear and accessible manner, ensuring that stakeholders have access to accurate, timely, and relevant information necessary to make informed decisions.

Jensen, (2000) provides that transparency involves the openness of a company's operations and the availability of information regarding its performance and decision-making. Transparent corporate governance allows stakeholders to monitor and evaluate the company's actions effectively.

Cadbury Report (1992) defined transparency as the principle that shareholders and other stakeholders should have access to accurate and timely information about a company's activities, financial performance, and governance practices

Therefore, Transparency in corporate governance refers to the extent to which a company provides accurate, relevant, and timely information about its operations, financial performance, decision-making processes, and governance practices to its stakeholders. This information is made available in a clear and accessible manner, allowing stakeholders, including shareholders, investors, employees, customers, suppliers, and the public, to understand and assess the company's actions and hold it accountable for its conduct.

2.2.5 Customer Satisfaction TC "2.2.5 Customer Satisfaction" \f C \l "1"  

Smith, Bolton and Wagner (1999)  defined customer satisfaction from a corporate governance point of view as the extent to which a company's products, services, and interactions meet or exceed customer expectations, demonstrating the company's commitment to fulfilling its obligations to customers as a key stakeholder.

Kotler, Armstrong and Cunningham (2005) defined customer satisfaction, within the context of corporate governance, as the measure of how well a company's products, services, and overall customer experience align with the promises made to customers, as well as the company's ethical and responsible conduct in meeting customer needs

Heskett et al. (1994) defined customer satisfaction from a corporate governance perspective as the result of a company's effective management and alignment of resources, processes, and policies to consistently meet customer needs and expectations."

Therefore, Customer satisfaction refers to the extent to which a customer's expectations, desires, and needs related to a product, service, or experience have been met or exceeded. It reflects the customer's overall evaluation of their interaction with a company or brand and their perception of the value received in exchange for their time, money, or effort.

2.3 Theoretical Literature Review –The Agency Theory TC "2.3 Theoretical Literature Review –The Agency Theory" \f C \l "1" 
The agency theory of corporate governance (Ross & Mitnick, 1973) is a framework that focuses on the relationship between two parties in a company: the principal and the agent. The principal is typically the owner or shareholder of the company, while the agent is the individual or group appointed to manage the company's operations. The theory explores the potential conflicts of interest that can arise between these two parties due to differing goals, motivations, and information levels.

In this context, the agency theory posits that agents may not always act in the best interests of principals, leading to what is known as the "principal-agent problem." This problem stems from factors such as information asymmetry (agents having more information about the company than principals), risk aversion, and the agents' pursuit of personal goals (Yukins, 2010). The theory seeks to address these issues and suggests ways to align the interests of agents with those of principals to ensure effective corporate governance.

The agency theory and its connection to the effect of corporate governance on customer satisfaction can be understood through the lens of how governance practices influence management's decisions and actions, which in turn impact the overall customer experience and satisfaction. Here's how the agency theory relates to the effect of corporate governance on customer satisfaction (Cuevas‐Rodríguez,  Gomez‐Mejia,  & Wiseman, 2012).
In the agency theory framework, managers act as agents who make operational and strategic decisions on behalf of the shareholders (principals). These decisions can affect various aspects of the company, including its products, services, pricing, customer service, and overall business strategy (Dawson, Denford, Williams,  Preston, & Desouza, 2016).
The agency theory recognizes the potential for conflicts of interest to arise between managers and shareholders. Managers might prioritize their interests, such as job security, career advancement, and personal gain, over the interests of shareholders and customers (Chari, David, Duru & Zhao, 2019).
Corporate governance mechanisms, such as an effective board of directors, transparent reporting, and performance incentives, aim to align the interests of managers with those of shareholders. These mechanisms help ensure that managers act in a way that maximizes shareholder value and benefits all stakeholders, including customer satisfaction (John, De Masi & Paci, 2016).
The agency theory of corporate governance has multiple strengths; Identifying Conflicts of Interest: The agency theory provides a clear framework for recognizing and addressing conflicts of interest that can arise between different stakeholders in a company, particularly between shareholders and management. This helps identify potential problems and guides the development of mechanisms to mitigate them (Bosse,  & Phillips, 2016).
Focus on Aligning Interests: The theory emphasizes the importance of aligning the interests of agents (management) with those of principals (shareholders). This alignment helps reduce agency costs and ensures that management decisions are consistent with shareholder objectives.

Efficiency Improvement; By addressing agency problems, the theory contributes to improving organizational efficiency. It prompts companies to implement mechanisms that encourage managers to act in ways that maximize shareholder value and overall organizational performance.

However, the agency theory of corporate governance suffers some weaknesses; Simplification of Human Behavior; the theory assumes that individuals, particularly managers, are solely driven by self-interest and seek to maximize their benefits. This oversimplification doesn't fully capture the complexity of human motivations, which can include factors like ethical considerations and social responsibility (Lubatkin, Lane, Collin & Very, 2007).
Limited Stakeholder Perspective; the agency theory primarily focuses on the relationship between shareholders and management, neglecting the interests of other stakeholders such as employees, customers, and the broader community. This narrow focus may not fully address the holistic impact of corporate decisions.

Overemphasis on Monitoring and Control; The theory places significant emphasis on monitoring mechanisms to control agent behavior. This approach can lead to an environment of excessive bureaucracy and micromanagement, which may hinder creativity and innovation.

2.4 Empirical Review TC "2.4 Empirical Review" \f C \l "1"  

The empirical review was done whereby worldwide contact review, African content review and Tanzania context review were done

2.4.1 World Wide Context Review TC "2.4.1 World Wide Context Review" \f C \l "1" 
 Nugraheni and Fauziah,  (2019) conducted a study on the impact of corporate governance on customer satisfaction and loyalty of Islamic insurance companies in Indonesia. A purposive sampling technique was used for this research. Questionnaires developed as primary data for Islamic insurance customers, this study found that corporate governance positively influences customer satisfaction and customer loyalty. Another result reveals that of corporate governance implementation to enhance the attractiveness of Islamic customer satisfaction positively influences customer loyalty. This study recommends strengthening insurance companies and impacts on customer satisfaction and customer loyalty.

 Korenkiewicz Maennig (2022) studied Women on a Corporate Board of Directors and Consumer Satisfaction. The American Customer Satisfaction Index (ACSI), developed by the Michigan Ross School of Business and the American Society for Quality, as well as the National Customer Satisfaction Index (NCSI) UK measured by the CFI Group in the UK, as dependent variables. Regression analysis was employed. Furthermore, we observe a positive but insignificant relationship between market share to customer satisfaction.
Taolin, et al (2019) studied how good corporate governance creates customer trust. The role of service quality and corporate image. sing a survey method through a structured questionnaire with a ten-point Likert scale. The total respondents in this study were 200 community users of health public service facilities in several major cities in Indonesia, which were then analyzed using structural equation models (SEM). The results showed that the implementation of CG can build public trust strengthened by the role of providing quality services and a good corporate image. 
2.4.2 African Context Review TC "2.4.2 African Context Review" \f C \l "1"  

Obioha and Garg   (2018) studied corporate governance practices' influence on customer loyalty in Nigerian retail banks. Premised on relationship marketing and stakeholder theoretical orientations, the study used a sample of 424 bank customers scientifically selected from eight commercial banks identified within Ibadan Metropolis, Nigeria. A six-construct survey instrument was used to collect relevant data. Partial least square structural equation modelling (PLS-SEM) version 3 was utilized to ascertain the interaction between customer loyalty and corporate governance practices domains. The result of the PLS-SEM model established that all corporate governance practices had a positive effect on customer loyalty at a very significant level, except transparency and disclosure, which had an inverse relationship and effect on customer loyalty, though at a non-significant level. The presence of competent bank management had the highest positive influence on customer loyalty

Faitira  Viriri  Whami Taurai  (2020) studied the Antecedents of Corporate Governance and Customer Satisfaction in the Banking Sector of Zimbabwe. The systematic sampling technique enabled the research to generate a sample of 163 customers from the given commercial banks. Hierarchical regression tests were used to test the hypothesis in this study. The results showed that CEO duality is associated with poor customer satisfaction. However, there is no significant relationship between outside directors and customer satisfaction. The study recommends that commercial banks should provide both efficient and attractive services to lure more customers.

Ltifi, and Hichri,   (2022) conducted a study on the effects of corporate governance on the customer’s recommendations: a study of the banking sector at the time of COVID-19. Data were collected from a sample of 600 respondents in two major Tunisian cities. Participants were selected based on convenience sampling in which the structural equation modelling method was adopted through SMART PLS 3.0 software. The results showed that good corporate governance has a positive influence on the knowledge of the company's social responsibility, which positively influences its brand image. Therefore, the company's brand image positively influences customer satisfaction, which positively influences the recommending behaviour of financial institutions in the COVID-19 era. However, brand identification has no moderating effect. 
2.4.3 Tanzania Context Review TC "2.4.3 Tanzania Context Review" \f C \l "1"  

William and Mbuti, (2021) studied the Influence of good governance on customer satisfaction at Tanzania electric supply company (Tanesco) in Tanga municipality. The study used a case study research design for a sample of 100 households who were randomly carefully chosen from the TANESCO population of households in Tanga. Data were analyzed quantitatively using SPSS and thematic coding for qualitative. The results indicate that respondents were satisfied with the commercial
quality, continuity of supply, and voltage quality of the offered electricity services. The level of satisfaction with the commercial quality of electricity services offered among customers in Tanga municipality showed that customers were dissatisfied with the way TANESCO cuts power to their clients. Moreover, findings showed respondents rated low responses from TANESCO which meant customers were not satisfied with the time given by TANESCO in handling customers' claims regarding meters, costs, and payments. In addition,   respondents were disappointed with the nature of services offered by TANESCO. Again, results showed that customers were dissatisfied with the price of electricity offered. Similarly, respondents were dissatisfied with the timeliness or ability of TANESCO to deliver services. Data also discovered that respondents were dissatisfied with the reliability of the services of service providers (TANESCO). Results also showed the absence of instant and quick reaction to crisis circumstances answered to TANESCO by TANESCO clients is one of the significant reasons for saw low nature of administrations and client disappointment.

2.5 Research Gap TC "2.5 Research Gap" \f C \l "1" 
The theoretical gap signifies that there is limited knowledge or empirical evidence regarding the specific theoretical frameworks or models that can be applied to elucidate how the governance practices implemented by NSSF directly influence customer satisfaction outcomes. Identifying this theoretical gap is essential because it highlights a need for further research to bridge the conceptual link between corporate governance and customer satisfaction within the context of NSSF.

There is Limited research might exist on how various governance factors (e.g., transparency, board composition, communication strategies) interact with each other to collectively shape customer perceptions and satisfaction. Therefore this study adds to that knowledge (Nugraheni   & Fauziah,  (2019; Ltifi, & Hichri,  2022)
The contextual gap highlights the need for research that takes into account the specific conditions, dynamics, and characteristics of a given organization or setting when studying how corporate governance practices impact customer satisfaction (William and Mbuti, 2021).  Most of the studies have been done outside Ltifi, and Hichri,   (2022de Tanzania. Identifying and addressing this contextual gap is important because it recognizes that the impact of governance on customer satisfaction can be shaped by a range of situational factors that are not adequately addressed by existing research or generalized theories

2.6 Conceptual Framework TC "2.6 Conceptual Framework" \f C \l "1"  
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Figure 2.1 Conceptual Framework TC "Figure 2.1 Conceptual Framework" \f F \l "1" 
2.7 Theoretical Framework 

2.7.1 The Theoretical Relationship Effect of Corporate Governance Accountability and Customer Satisfaction at NSSF

Examining the relationship between corporate governance accountability and customer satisfaction within the context of the National Social Security Fund (NSSF) unveils a critical interplay between ethical governance practices and stakeholder contentment. Corporate governance accountability refers to the extent to which an organization demonstrates transparency, responsibility, and adherence to ethical standards in its operations and decision-making. Customer satisfaction, on the other hand, gauges the positive perceptions and contentment of customers regarding the products, services, and overall experiences provided by an organization (Kalogiannidis, 2021).
2.7.2 The Theoretical Relationship Effect of Corporate governance Fairness and customer satisfaction at NSSF TC "2.7.2 The Theoretical Relationship Effect of Corporate governance Fairness and customer satisfaction at NSSF" \f C \l "1" 
Corporate governance fairness refers to the equitable and transparent practices that an organization adopts to ensure accountability, ethical conduct, and stakeholder rights. Customer satisfaction, on the other hand, reflects the contentment and positive perceptions of customers regarding the products, services, and experiences provided by an organization (Nakhaima,  2014). 
2.7.3 Theoretical Relationship Effect of Corporate Governance Transparency and Customer Satisfaction at NSSF TC "2.7.3 Theoretical Relationship Effect of Corporate Governance Transparency and Customer Satisfaction at NSSF" \f C \l "1" 
 .The exploration of the relationship between corporate governance transparency and customer satisfaction at the National Social Security Fund (NSSF) delves into the vital connection between openness, ethical behaviour, and stakeholder contentment. Corporate governance transparency refers to the extent to which an organization openly discloses information, policies, and decisions to its stakeholders. Customer satisfaction, on the other hand, gauges the positive perceptions and contentment of customers regarding the products, services, and overall experiences provided by an organization (Mkilalu, 2013). 
CHAPTER THREE TC "CHAPTER THREE" \f C \l "1" 
RESEARCH METHODOLOGY TC "RESEARCH METHODOLOGY" \f C \l "1" 
3.1 Overview TC "3.1 Overview" \f C \l "1"  

This chapter will provide a comprehensive outline of the methodology adopted for this specific study. The chapter encompasses aspects such as the research design, study population, sample selection, data collection instruments and methods, techniques for data analysis and presentation, as well as the overall research procedures.

3.2 Research Philosophy TC "3.2 Research Philosophy" \f C \l "1"  

Within this section, the research philosophy chosen is elucidated, with a focus on the utilization of positivism. Positivism pertains to the study's overarching paradigm, which guides the approach to scientific inquiry (Khaldi, 2017). While various perspectives exist, positivism and phenomenology dominate the field, significantly influencing the process of gathering information and the understanding of the reality under investigation. Given the structured nature of data collection through a questionnaire, this study aligns with the positivist philosophy.
3.3 Research Approach TC "3.3 Research Approach" \f C \l "1"  

This study adopts a quantitative research strategy. A quantitative research strategy is a structured and systematic methodology employed to analyze and draw conclusions about specific phenomena or research subjects (Mehrad & Zangeneh, 2019). This approach involves collecting and analyzing quantifiable data to identify patterns, correlations, and trends. Quantitative research is widely employed across diverse sectors, including the social sciences, natural sciences, business, and health, to derive empirical and unbiased findings.

3.4 Research Design TC "3.4 Research Design" \f C \l "1"  

The study employs an explanatory research design. The primary objective of an explanatory research strategy is to uncover causal connections and underlying factors between variables (Apuke, 2017). Researchers adopt this method to explore why particular events or phenomena occur, the reasoning behind observed patterns, and the mechanisms underlying variable interactions. Explanatory research delves into the "why" and "how" questions, offering a deeper comprehension of the research topic that surpasses mere data reporting or correlation.

3.4.1 Area of the Study TC "3.4.1 Area of the Study" \f C \l "1"  

The study was conducted at the National Social Security Fund’s office located at Azikiwe Street, Ilala Municipality in Dar es Salaam. The selection of the study area was due to the relatively high possibility of accessing relevant data for conducting research. The area also provided a greater opportunity for the researcher to meet key respondents in Corporate Management. Most importantly there have been no such kind of study in determining the effect of corporate governance on customer satisfaction 

3.4.2 Population of the Study TC "3.4.2 Population of the Study" \f C \l "1"  

According to Kothari (2004), a study population is the entire group of people or items from which information is being collected. The target population is a collection of objects, events or individuals having some common characteristics that the researcher is interested in studying. And to which the researcher wishes to generalize/transfer the research results (Polit and Beck, 2014). The study population largely involved the managerial cadres of the National Social Security Fund, Heads of Departments, registered customers/beneficiaries and employees of the fund. These were key areas in the organization and its selection helped the researcher to understand deeply the influence of Corporate Management on Customer Satisfaction. The population was unique in such a way that people of specific groups were chosen to describe the perception of customers to Corporate Practices and therefore determine the trend between the two variables.

Table 3.1 Population TC "Table 3.1 Population" \f T \l "1" 
	The category of respondents selected
	Population 

	 Management Cadre of NSSF
	20

	 Heads of department
	7

	 Registered Customers/Members 
	 1000

	Employees 
	200

	Total 
	1227


Source: NSSF HQ, 2023

3.4.3 Sample Size TC "3.4.3 Sample Size" \f C \l "1"  

Sample size refers to the number of observations or individuals that are selected from a larger population to participate in a study, survey, experiment, or research. It is a critical aspect of research design and statistical analysis as it directly impacts the validity and reliability of the results obtained from the sample.

The sample size involved using the systematic formulae for calculating the sample size proposed by Yamane (1973).

n = N/1+Ne2
Where: 

N= Target population = 1227

n =Sample size 

e=Precision level Using the confidence interval of 95%, statistically the tolerated sampling error is 0.5. 

Therefore, the sample size was as follows: 

n = 1,227/1+ (1, 1227(0.052))

Therefore the sample size is 302
3.4.4 Sample and Sampling Techniques TC "3.4.4 Sample and Sampling Techniques" \f C \l "1"  

The stratified sampling technique will be employed in this study. The adoption of the stratified sampling methodology allows researchers to ensure a fair and representative selection of participants from a larger population (Taherdoost, 2016). Within this approach, the population is divided into distinct subgroups or strata based on relevant characteristics or attributes pertinent to the study's objectives. From each stratum, samples are then meticulously chosen in proportion to their representation within the entire population.

2.5 Data Collection and Instruments TC "2.5 Data Collection and Instruments" \f C \l "1"  

This study will employ only primary data collection methods to facilitate a comprehensive data-gathering process.

3.5.1 Primary Data TC "3.5.1 Primary Data" \f C \l "1"  

Primary data will be harnessed to illustrate the impact of training and development on employee performance. Primary data pertains to original, firsthand material acquired directly from sources for a specific research endeavour (El-Shimi, 2012). It constitutes information that the researcher specifically generates or gathers to address the goals and inquiries of their study. Primary data is distinctive, previously unpublished, and unexamined.

3.5.2 Data Collection Instrument TC "3.5.2 Data Collection Instrument" \f C \l "1"  

A standardized questionnaire will be utilized to directly obtain participant responses in this study. Similar to primary data, questionnaires constitute authentic, firsthand information procured directly from sources for a specific research investigation (Cheung, 2021). This data collection method is tailored to the study's objectives and inquiries, capturing unique insights that have not been previously assembled, published, or analyzed. 

3.6 Measurement Variables TC "3.6 Measurement Variables" \f C \l "1"  

In quantitative research, measurement variables, also known as variables of measurement or simply variables are characteristics, attributes, or qualities that are observed, measured, or quantified to conduct statistical analysis and draw conclusions. Measurement variables provide numerical data that can be analyzed using various statistical techniques, allowing researchers to identify patterns, relationships, and trends, and make objective inferences about the population under study. These variables play a central role in the collection and analysis of quantitative data

Table 3.2 Measurement Variables TC "Table 3.2 Measurement Variables" \f T \l "1"  

	S/N
	VARIABLE
	NUMBER OF SCALE ITEMS
	TYPE OF SCALE 

	1
	Accountability
	6
	Ordinal 

	2
	Fairness
	6
	Ordinal 

	3
	Transparency
	5
	Ordinal 

	4
	Customer Satisfaction 
	5
	Ordinal 


Source: Data Analysis, 2023

3.7 Data Processing TC "3.7 Data Processing" \f C \l "1"  

Data processing in research refers to the systematic and organized handling, manipulation, and analysis of raw data collected during a research study. It involves converting the collected data into a format that can be analyzed, interpreted, and used to draw meaningful conclusions and insights (Liu, & Chi, 2002). Data processing is a critical phase of the research process that transforms raw data into valuable information for decision-making, hypothesis testing, and the generation of research findings.

3.7.1 Data Entry and Collection TC "3.7.1 Data Entry and Collection" \f C \l "1" 
 This is the initial step where data is collected from various sources, such as surveys, questionnaires, observations, experiments, or secondary sources. Data can be in the form of numbers, text, images, or other formats.

3.7.2 Data Cleaning TC "3.7.2 Data Cleaning" \f C \l "1" 
Raw data may contain errors, inconsistencies, missing values, or outliers. Data cleaning involves identifying and correcting these issues to ensure the accuracy and reliability of the dataset (García, Luengo, & Herrera, 2015).  This step aims to improve the quality of data before analysis. Data cleaning is a crucial step in the research process that involves identifying and correcting errors, inconsistencies, inaccuracies, and outliers in collected data. It ensures that the data used for analysis is accurate, reliable, and ready for interpretation. Data cleaning is essential because raw data often contain various types of errors that can lead to incorrect conclusions if not addressed.

3.7.3 Data Coding and Categorization TC "3.7.3 Data Coding and Categorization" \f C \l "1" 
 Data is often categorized or coded to facilitate analysis. Numeric codes or labels may be assigned to different categories, making it easier to organize and analyze data across variables. Data coding and categorization are essential steps in the data processing phase of research. These processes involve assigning codes or labels to data values and organizing them into meaningful categories (Srnka, & Koeszegi, 2007). Coding and categorization help make data more manageable, interpretable, and suitable for analysis. This process is particularly crucial when dealing with qualitative data or converting raw data into a format suitable for quantitative analysis

3.7.4 Data Transformation TC "3.7.4 Data Transformation" \f C \l "1" 
 Depending on the research objectives, data may need to be transformed into a different format. Common transformations include converting units, calculating new variables, or aggregating data to a higher level of granularity. Data transformation is a critical process in research that involves modifying or converting raw data from its original format into a new format that is more suitable for analysis, visualization, and interpretation. It's a common practice to transform data to meet specific assumptions, improve statistical analysis, and enhance the overall quality of research findings. Data transformation can involve various operations, such as normalization, standardization, logarithmic transformation, and more. The goal is to make the data more amenable to statistical techniques and to uncover patterns and relationships that might not be apparent in the original data.

3.7.5 Data Entry into Software TC "3.7.5 Data Entry into Software" \f C \l "1" 
 Data is typically entered into specialized software tools such as spreadsheets (e.g., Microsoft Excel) or statistical packages (e.g., SPSS, R, Python) for analysis. These tools provide various features for organizing and processing data.

3.7.6 Data Validation and Quality Control TC "3.7.6 Data Validation and Quality Control" \f C \l "1" 
 After data entry, validation checks are performed to ensure accuracy and consistency. Range checks, logical checks, and cross-validation between variables are used to identify any remaining errors. Data validation and quality control are essential components of the data management process in research. They involve a series of checks, measures, and procedures designed to ensure that the collected data is accurate, complete, consistent, and reliable. The goal is to identify and rectify errors, inconsistencies, and anomalies in the data to maintain the integrity and validity of the research findings.

3.7.6 Data Validation: TC "3.7.6 Data Validation:" \f C \l "1" 
Data validation is the process of verifying the accuracy and integrity of data at various stages, from data entry to analysis. It involves applying predefined rules, constraints, and checks to detect errors and inconsistencies. The purpose of data validation is to catch errors early in the research process and ensure that the data adheres to specified standards.

3.7.7 Quality Control: TC "3.7.7 Quality Control:" \f C \l "1" 
Quality control is the systematic process of monitoring and managing the quality of data throughout the research lifecycle. It involves establishing procedures, protocols, and guidelines to maintain data accuracy, reliability, and consistency. Quality control aims to prevent errors, correct discrepancies, and ensure that data meets the required standards

3.8 Data Analysis TC "3.8 Data Analysis" \f C \l "1"  

For the processing and analysis of field-collected data, Statistical Package for Social Sciences (SPSS) version 25 will be employed. Quantitative data will be subjected to descriptive statistical analysis, wherein frequency and percentages will be utilized to present outcomes. Graphs or charts will be incorporated, as appropriate, to visually illustrate patterns. The interrelationships between variables will be ascertained through multiple regression analysis (Kalivas, 1999). The ensuing regression model will be applied for this purpose.

Y = β 0 + β 1X1 + β 2X2 + β 3X3 + ε 

Whereby:

Y = Dependent Variable (Customer satisfaction)

β 0 = y intercept (Constant)

β1 = regression coefficient for the    Effects of Accountability

β2 = regression coefficient for off the Fairness

β3 = regression coefficient for the effect of transparency   

 X1 = on-the-job accountability

X2 = fairness   

X3 = transparency 

 ε = error term 
3.9 Regression Assumptions TC "3.9 Regression Assumptions" \f C \l "1"  

Ordinary Least Square (OLS) regression assumptions are generally included in a basic regression equation. The critical assumptions for the data to qualify for analysis were reviewed to meet the regression analysis objectives. Five assumptions in the Ordinary Least Square were examined (Green, 2008; Park, 2011). Linearity, normalcy, outlier, homoskedasticity, and Multicollinearity are the terms used to describe these properties (Casson, & Farmer, 2014).
3.9.1 Linearity Assumption TC "3.9.1 Linearity Assumption" \f C \l "1" 
The relationship between the independent variables must be linear to do regression. For each increment of the predictor, the mean value of the outcome variables follows a straight line. P- P graphs on how they lie along the diagonal line are used to test this assumption (Casson,  & Farmer, 2014).
3.9.2  Normality Assumption TC "3.9.2  Normality Assumption" \f C \l "1" 
The residuals of regression (errors between observed and predicted values) are assumed to be normally distributed in linear regression. The histogram is used to determine whether or not something is normal. It should display a bell-shaped distribution of residuals with a mean close to 0 and SD close to 1, indicating that the residuals are distributed normally (Schmidt,  & Finan, 2018).
 3.9.3 Outlier Assumption TC "3.9.3 Outlier Assumption" \f C \l "1" 
Outliers are considered outliers in regression if their residual values are outside the range of 3 in the histogram. This is backed up by Tabachnick and Fidell (2007), who claim that any number outside of the |3| cutoff is an oddity. Outliers frequently lead parameter estimations, such as the mean, to be skewed. Outliers can also skew the sum of squares to appear to be an outlier. The standard error is commonly calculated using sum squares. As a result, if the sum square is skewed, the standard error is likely to be skewed as well. As a result, the confidence interval is based. Once the case value has been recognized, the only way to fix it is to delete it.

3.9.4 Homoskedasticity Assumption TC "3.9.4 Homoskedasticity Assumption" \f C \l "1"  

The variance of the error term is considered to be similar across the independent variable values in the regression. A scatter plot of standardized residuals vs projected values must show if points are distributed rectangularly in a similar manner across all independent variable values. The data is homoskedasticity if the scatter plots exhibit a cone-shaped pattern.

 3.9.5 Multicollinearity Assumption TC "3.9.5 Multicollinearity Assumption" \f C \l "1" 
Multiple regressions presume that the data does not have multicollinearity and that the independent variables are not highly linked. Multicollinearity was tested using Variance Inflation Factor (VIF) values. If Multicollinearity is a concern, one method is to identify the variables that are generating it and then remove them using the VIF mean cuff threshold of 5 (Craney & Surles, 2002).

3.10 Validity TC "3.10 Validity" \f C \l "1"  

Validity in quantitative research refers to the extent to which a measurement accurately measures the concept or construct it is intended to measure. It assesses whether the results obtained from a measurement instrument are valid representations of the underlying phenomenon being studied. Ensuring validity is crucial to drawing accurate and meaningful conclusions from research findings. There are several strategies and techniques to test for validity in quantitative research

 The term "validity" refers to how well the data collected in the study accurately represents the variables. To put it another way, how accurate and useful are the data about the outcomes? External validity of the research instrument (questionnaire) will be maintained through pre-testing of the research instruments. Before moving on to the actual field activity, a pilot test was conducted on the same research equipment with a separate but homogeneous sample of 15 respondents. Content, structural, and scale validity comments will be generated by the pretest and included in data collection instruments. To ensure that data validity is maintained, the Content Validity Index (CVI) will be employed.

3.11 Reliability TC "3.11 Reliability" \f C \l "1"  

Reliability refers to the degree to which a measurement of a phenomenon generates a stable and consistent outcome (Taherdoost, 2016). In addition, repeatability is a crucial part of reliability. For example, if a scale or test delivers the same result after repeated measurements under the same conditions, it is deemed dependable; therefore testing for reliability is important because it pertains to the consistency of a measuring instrument's parts. Cronbach's alpha was used to measure scale reliability in this study. Cronbach's alpha is a reliability coefficient that assesses data generalizability objectively. It was determined that a cutting-off value of.7 cut off. 

Table 3.3 Reliability Test Results TC "Table 3.3 Reliability Test Results" \f T \l "1" 
	S/N
	VARIABLE
	NUMBER OF ITEMS
	CRONBARCH 
	INTERPRETATION 

	1
	Accountability 
	6
	.8329
	Acceptable strong

	2
	Fairness 
	6
	.7195
	Acceptable 

	3
	Transparency 
	5
	.9814
	Acceptable very strong 

	4
	Customer Satisfaction 
	5
	.8302
	Acceptable Strong 


Source: Data Analysis (2023)
3.12 Ethical Issues TC "3.12 Ethical Issues" \f C \l "1"  

Rani and Sharma (2012) raised several good ethical points. The first is that of participant accountability: Participants include everyone who is directly or indirectly involved in the research process. They have four rights that the researcher must protect: (a) their right to privacy; (b) their anonymity; (c) their confidentiality; and (d) their right to be free from harm, treachery, or deception. When evaluating the rights of participants, keep the following points in mind. (a) The researcher should treat everyone involved in the research process with respect. No distinction should be made based on age, caste, colour, religion, race, political convictions, or living style unless the nature of the activity dictates it. It also implies that individuals freely offer their informed consent. "The essence of the informed consent principle is that human study subjects should be able to agree or decline to participate based on detailed information about the research's nature and purpose." To grant their informed permission, participants must have a previous understanding of the task that is needed of them. People must also understand why they are needed to participate, what the benefits are, and how it will influence them. Furthermore, participants should be free to express their views on any topic that affects them; researchers may use incentives to encourage participation. It should be used sparingly and cautiously; attempts should be made to minimize the impact of research activities on participants' normal working and workload; and participants have a right to know the results. It's a good idea to provide them with a copy of the results that are written in a language they can comprehend. If this is not possible, another method of telling participants about the outcomes, such as a website, should be used. The right to anonymity is guaranteed to all participants. If the information of the subject deserves secrecy, it must be preserved at all costs. Even if the researcher is obligated to publish raw scores, anonymity and confidentiality must be maintained. The essential principle of honesty should underpin the researcher-participant relationship. Deception of any kind should be avoided at all costs. Participants are not always given all of the information since it is feared that this would influence their responses. In such cases, the goal should be notified to the appropriate authority as well.

CHAPTER FOUR TC "CHAPTER FOUR" \f C \l "1" 
FINDINGS AND DISCUSSION TC "FINDINGS AND DISCUSSION" \f C \l "1" 
4.1 Overview TC "4.1 Overview" \f C \l "1"  

This chapter introduces the data and findings segments of the study, presenting the results and engaging in a comprehensive discussion. It examines the study's outcomes about the objectives outlined in the first chapter. The initial section of this chapter provides an overview of the socio-demographic attributes of the respondents. Additionally, the chapter concludes by offering insights and an analysis of the data collected through the questionnaire. The analysis of data, aligned with the study's objectives, was conducted utilizing Statistical Package for the Social Sciences (SPSS) version 25.

4.2 Sample Description Results TC "4.2 Sample Description Results" \f C \l "1" 
This section reports the response rate based on the study's sample. It summarizes the rate of answers from the Tanzania NSSF members of staff using descriptive statistics. This section includes the demographic data of the NSSF staff who participated, as well as their education, gender, and experience are presented

4.2.1 Age Description of the Participant's Results TC "4.2.1 Age Description of the Participant's Results" \f C \l "1" 
The majority of respondents (34.8%) fall into the age category of 41-50, followed closely by the age category of 31-40 (31.1%). The least represented age category is "60 and above" with only 4.0% of respondents falling into this category.

Together, the age categories of 31-50 cover a significant portion of respondents (65.9%). The age ranges provided in the table are not overlapping, which means that each respondent is classified into a single category based on their age. The categories "1" and "60 and Above" are more specific, while the other categories represent age ranges (e.g., "31-40" indicates ages between 31 and 40).

The "Cumulative Percent" column indicates the total percentage of respondents who fall within or below a certain age category. Around 76.2% of respondents are aged 50 or below (up to the "41-50" category). This means the majority of respondents are under 50 years old. The "Cumulative Percent" reaching 100.0% in the last row indicates that all respondents have been accounted for in the analysis.

The majority of respondents are between the ages of 31 and 50, suggesting a relatively middle-aged population. The low percentage of respondents in the "60 and Above" category might indicate that the survey has a younger audience or that older individuals were less likely to respond.
Table 4.1 Age Descriptive Statistics Characteristics Results TC "Table 4.1 Age Descriptive Statistics Characteristics Results" \f T \l "1" 
	
	Frequency
	Per cent
	Valid Percent
	Cumulative Percent

	Valid
	1
	31
	10.3
	10.3
	10.3

	
	31- 40
	94
	31.1
	31.1
	41.4

	
	41- 50
	105
	34.8
	34.8
	76.2

	
	50 -60
	60
	19.9
	19.9
	96.0

	
	60 and Above
	12
	4.0
	4.0
	100.0

	
	Total
	302
	100.0
	100.0
	


Source: Data Analysis, 2023

4.2.2 Gender Descriptive Statistics Characteristics Results TC "4.2.2 Gender Descriptive Statistics Characteristics Results" \f C \l "1"  

The data is divided into two categories: Male and Female. The majority of respondents (56.6%) identify as Male, while 43.4% identify as Female. These percentages represent the gender distribution among the surveyed population. The table provides insights into the gender demographics of the surveyed population. It indicates that the sample includes a larger proportion of males compared to females. The gender distribution can have implications for the interpretation of other survey results or analyses. Depending on the survey's focus, the differences in responses between genders might be of interest.

Table 4.2 Gender Descriptive Statistics Characteristics Results TC "Table 4.2 Gender Descriptive Statistics Characteristics Results" \f T \l "1"  

	
	Frequency
	Per cent
	Valid Percent
	Cumulative Percent

	Valid
	Male
	171
	56.6
	56.6
	56.6

	
	Female
	131
	43.4
	43.4
	100.0

	
	Total
	302
	100.0
	100.0
	


Source: Data Analysis, 2023
4.2.3 Educational Level Descriptive Statistics Characteristics Results TC "4.2.3 Educational Level Descriptive Statistics Characteristics Results" \f C \l "1"  

The data is categorized based on different education levels: Diploma, Bachelor, Master, and PhD. The majority of respondents (51.0%) have a Bachelor's degree, followed by Diploma (24.8%), a Masters (21.2%), and PhD (3.0%). The table provides insights into the distribution of education levels among the surveyed population. The high percentage of respondents with a Bachelor's degree suggests that a substantial portion of the population has completed undergraduate education. About a quarter of respondents have a Diploma, indicating completion of vocational or associate-level education. A significant proportion of respondents hold master's Degrees, indicating a substantial number of individuals with postgraduate education. Understanding respondents' educational backgrounds can provide insights into their qualifications and potential areas of expertise.

Table 4.3 Educational Level Descriptive Statistics Characteristics Results TC "Table 4.3 Educational Level Descriptive Statistics Characteristics Results" \f T \l "1"  

	
	Frequency
	Per cent
	Valid Percent
	Cumulative Percent

	Valid
	Diploma
	75
	24.8
	24.8
	24.8

	
	Bachelor
	154
	51.0
	51.0
	75.8

	
	Masters
	64
	21.2
	21.2
	97.0

	
	PhD
	9
	3.0
	3.0
	100.0

	
	Total
	302
	100.0
	100.0
	


Source: Data Analysis, 2023
4.2.4 Experience Descriptive Statistics Characteristics Results TC "4.2.4 Experience Descriptive Statistics Characteristics Results" \f C \l "1"  

The data is categorized based on different experience ranges:1-5, 6-10,11-15, 16-20, and 20 and Above. “The highest number of respondents (43.0%) fall into the 11-15 experience range, followed by 6-10 (18.9%), 20 and above (14.9%), 1-5 (10.9%), and 16-20 (12.3%). The table provides insights into the distribution of work experience among the surveyed population. A significant portion of respondents have 11-15 years of work experience, suggesting a substantial number of mid-career professionals. Respondents' experience levels are widely spread, with significant representation in the 6-10 and 11-15 categories, as well as in the 20 and above category. A smaller proportion of respondents have relatively low experience, with 1-5 years. This might represent early-career professionals or those who are relatively new to the workforce. A notable percentage of respondents (14.9%) have 20 and above years of experience, indicating the presence of individuals with extensive professional backgrounds.

Table 4.4 Experience Descriptive Statistics Characteristics Results TC "Table 4.4 Experience Descriptive Statistics Characteristics Results" \f T \l "1"  

	
	Frequency
	Per cent
	Valid Percent
	Cumulative Percent

	Valid
	1-5
	33
	10.9
	10.9
	10.9

	
	6-10
	57
	18.9
	18.9
	29.8

	
	11 - 15
	130
	43.0
	43.0
	72.8

	
	16-20
	37
	12.3
	12.3
	85.1

	
	20 and Above
	45
	14.9
	14.9
	100.0

	
	Total
	302
	100.0
	100.0
	


Source: Data Analysis, 2023
4.3 Variables Description Results TC "4.3 Variables Description Results" \f C \l "1"  

This section presents the findings of the study based on the analysis of data using both descriptive statistics and inferential statistics. The study is presented based on accountability, fairness and transparency in customer satisfaction at NSSF. 

4.3.1 Accountability Variable Descriptive Statistics Results TC "4.3.1 Accountability Variable Descriptive Statistics Results" \f C \l "1" 
The data represent responses to a survey or assessment that asked respondents to rate their perceptions of accountability related to products and services offered by NSSF (National Social Security Fund). The data includes statistical measures such as the minimum, maximum, mean (average), and standard deviation for each statement. For the effect of accountability of the customer satisfaction scale, descriptive statistics (minimum, maximum, mean and standard deviation) were computed (Table 4.5).  I am likely to recommend   NSSF products/services to others based on my perception of our accountability received the highest scores (M = 4.69, SD = .743). This is followed by I am very satisfied with the perceived accountability of our customer service interactions (M = 4.44, SD = 1.061). Perceiving accountability within our organization enhances my satisfaction as a customer was third scored (M = 4.30, SD = .519). I believe that NSSF holds itself accountable for delivering quality products/services and scored the lowest on a scale of the effect of accountability on customer satisfaction (M =4.10, SD = .920) followed by accountability is very important in the continuing use of products and services of NSSF ( M = 4.12, SD = 1.268) 

The minimum rating is 2, the maximum is 5, and the mean rating is approximately 4.12, suggesting that, on average, respondents consider accountability very important (as the mean is closer to 5). The standard deviation is 1.268, indicating a moderate amount of variation in responses. This suggests that while the mean is relatively high, there is still some dispersion in individual ratings. 

Overall Impression is that the data indicates that respondents generally have positive perceptions of accountability related to NSSF's products and services. The means of the ratings are relatively high, suggesting favourable sentiments. However, there is some variability in responses, as indicated by the standard deviations. This implies that while there is general agreement on positive perceptions of accountability, there are still some differences in how respondents perceive these aspects

Table 4.5 Accountability Variable Descriptive Statistics Results TC "Table 4.5 Accountability Variable Descriptive Statistics Results" \f T \l "1" 
	
	Min.
	Max
	Mean
	Std. Dev

	Accountability is very important in continuing the use of products and services of NSSF
	2
	5
	4.12
	1.268

	Perceiving accountability within our organization enhances my satisfaction as a customer
	2
	5
	4.30
	.519

	I am confident   that NSSF takes responsibility for mistakes and resolves issues promptly
	2
	5
	4.21
	1.081

	I believe that NSSF holds itself accountable for delivering quality products/services
	2
	5
	4.10
	.920

	I am very satisfied    with the perceived accountability of our customer service interactions
	2
	5
	4.44
	1.061

	I am likely to recommend   NSSF products/services to others based on my perception of our accountability
	2
	5
	4.69
	.743


Source: Data Analysis, 2023
4.3.2 Fairness Variable Descriptive Statistics Results TC "4.3.2 Fairness Variable Descriptive Statistics Results" \f C \l "1" 


For the effect of the fairness variable on the customer satisfaction scale, descriptive statistics (minimum, maximum, mean and standard deviation) were computed (Table 4.6).  Treating customers with fairness is very important to NSSF received the highest scores (M = 4.86, SD = .447). This is followed by the rate and amount paid to our customers ‘retirees ‘is very fair (M = 4.43, SD = .570). Perceiving fairness in our business practices enhances my satisfaction as a customer was third scored (M = 4.38, SD = .544). How likely are likely to recommend NSSF services to others scored the lowest on a scale of the effect of fairness on customer satisfaction (M =4.17, SD = .992) followed by I am very satisfied with the fairness of NSSF to its customers ( M = 4.28, SD = .749). 

Ratings range from 3 (lowest) to 5 (highest), with a mean of approximately 4.86. This indicates that respondents consider treating customers with fairness to be very important, as the mean is closer to 5. The low standard deviation of 0.447 suggests that there is relatively little variation in responses, indicating strong agreement on the importance of fairness. Ratings range from 3 to 5, with a mean of approximately 4.43. This indicates that respondents view the retirees' payments as very fair.

The data indicates that respondents have positive perceptions of fairness in various aspects of NSSF operations. The means of the ratings are generally high, suggesting favourable sentiments. However, there is some variability in responses, as indicated by the standard deviations. This implies that while there is generally agreement on positive perceptions of fairness, there are still differences in how respondents perceive these aspects, particularly in terms of recommending NSSF services.

Table 4.6 Fairness Variable Descriptive Statistics Results TC "Table 4.6 Fairness Variable Descriptive Statistics Results" \f T \l "1"  

	
	Min
	Max
	Mean
	Std. Dev

	Treating customers with fairness is very important to NSSF
	3
	5
	4.86
	.447

	Perceiving fairness in our business practices enhances my satisfaction as a customer
	2
	5
	4.38
	.544

	The rate and amount paid to our customers ‘ retirees ‘ is very fair
	3
	5
	4.43
	.570

	I believe that NSSF treats all customers fairly, without bias
	2
	5
	4.30
	1.100

	I am very satisfied with the fairness of NSSF to its customers
	2
	5
	4.28
	.749

	How likely are likely to recommend NSSF services to others
	2
	5
	4.17
	.992


Source: Data Analysis, 2023
4.3.3 Transparency Variable Descriptive Statistics Results TC "4.3.3 Transparency Variable Descriptive Statistics Results" \f C \l "1" 
For the effect of the transparency variable on the customer satisfaction scale, descriptive statistics (minimum, maximum, mean and standard deviation) were computed (Table 4.7).  I am very satisfied with the level of transparency NSSF pricing information received the highest scores (M = 4.65, SD = .572). This is followed by the terms and conditions that are very clear and understandable (M = 4.51, SD = .741). NSSF does communicate information about their products/services to customers and frequently scored the lowest on a scale of the effect of transparency on customer satisfaction (M =4.13, SD = .933) Transparency is very important in NSSF when deciding to engage with our products/services ( M = 4.45, SD = .817). 

Ratings range from 2 (lowest) to 5 (highest), with a mean of approximately 4.13. This indicates that, on average, respondents perceive NSSF to frequently communicate such information. The standard deviation of 0.933 suggests that there is some variability in responses, indicating that not all respondents agree equally on the frequency of communication.

The data suggests that respondents generally have positive perceptions of transparency and communication related to NSSF products and services. The means of the ratings are relatively high, indicating favourable sentiments. However, there is some variability in responses, as indicated by the standard deviations. This implies that while there is general agreement on positive perceptions of transparency and communication, there are still differences in how respondents perceive these aspects.
Table 4.7 Transparency Variable Descriptive Statistics Results TC "Table 4.7 Transparency Variable Descriptive Statistics Results" \f T \l "1" 
	
	Min
	Max
	Mean
	Std. Dev

	NSSF does communicate information about their  products/services to customers frequently
	2
	5
	4.13
	.933

	Transparency is very important in NSSF when deciding to engage with our products/services
	2
	5
	4.45
	.817

	Transparent communication from NSSF enhances my trust in the quality of our products/services
	2
	5
	4.46
	1.033

	I am very satisfied with the level of transparency NSSF pricing information
	2
	5
	4.65
	.572

	The terms and conditions are very clear and understandable
	2
	5
	4.51
	.741


Source: Data Analysis, 2023
4.3.4 Customer Satisfaction Descriptive Statistics Results TC "4.3.4 Customer Satisfaction Descriptive Statistics Results" \f C \l "1" 
For the dependent variable customer satisfaction scale, descriptive statistics (minimum, maximum, mean and standard deviation) were computed (Table 4.8).  I am satisfied with the accessibility of NSSF information and resources and received the highest scores (M = 4.54, SD = .519). This is followed by I am very satisfied with NSSF services (M = 4.32, SD = .734). NSSF's online platforms are easy to use and scored the lowest on a scale of customer satisfaction (M =4.03, SD = 1.110) followed by The rate and clarity and comprehensiveness of the information provided by NSSF is very high ( M = 4.18, SD = 1.225). 

Respondents were asked to rate their level of satisfaction with NSSF services.

Ratings range from 2 (lowest) to 5 (highest), with a mean of approximately 4.32. This indicates that respondents are generally very satisfied with NSSF services.

The standard deviation of 0.734 suggests some variability in satisfaction levels among respondents. 

The data suggests that respondents generally have positive perceptions of various aspects of NSSF services. The means of the ratings are relatively high, indicating favourable sentiments. However, there is some variability in responses, as indicated by the standard deviations. This implies that while there is general agreement on positive perceptions of these aspects, there are still differences in how respondents perceive them, especially in terms of the clarity and comprehensiveness of information and the usability of online platforms.

Table 4.8 Customer Satisfaction Descriptive Statistics Results TC "Table 4.8 Customer Satisfaction Descriptive Statistics Results" \f T \l "1" 
	
	Min
	Max
	Mean
	Std. Dev

	I am very satisfied with NSTF's services
	2
	5
	4.32
	.734

	I am satisfied  with the accessibility of NSSF information and resources
	3
	5
	4.54
	.519

	The rate of clarity and comprehensiveness of the information provided by NSSF are very high
	2
	5
	4.18
	1.225

	I am satisfied  with the responsiveness and effectiveness of NSTF's customer support
	2
	5
	4.23
	.598

	NSTF's online platforms are easy to use
	2
	5
	4.03
	1.110


Source: Data Analysis, 2023
 4.4 Means Score and Correlation Analysis Results TC "4.4 Means Score and Correlation Analysis Results" \f C \l "1"  

Mean score results for accountability (table 4.9) present that, the mean (average) value for this set of data is approximately 4.3102. The standard deviation is 0.54480, which indicates the average amount of variation or dispersion from the mean. A higher standard deviation suggests more variability in the data points. In this case, the standard deviation is relatively high, indicating some spread of data points around the mean.

Table 4.9 presents the mean score and standard deviation for the fairness variable. The mean value for this set is approximately 4.4034. The standard deviation is 0.24028, which is lower compared to the previous set. A lower standard deviation suggests less variability, indicating that the data points are clustered more closely around the mean. The mean value for transparency is approximately 4.4411. The standard deviation is 0.41808, indicating moderate variability. This set has a slightly higher standard deviation compared to the second set, suggesting a bit more dispersion of data points. The mean value for the dependent variable customer satisfaction is approximately 4.2596. The standard deviation is 0.31426, indicating moderate variability. This set has a similar standard deviation to the third set, suggesting a similar amount of dispersion.

Therefore, from the provided data, it can be observed that the means of the four variables are relatively close to each other, ranging from approximately 4.2596 to 4.4411. However, the standard deviations differ, indicating varying degrees of variability among the data points. Accountability has the highest standard deviation, suggesting the most spread of data points, while fairness has the lowest, indicating the least spread.  

The Pearson correlation coefficient between ACC and FRN is approximately 0.203. The correlation is positive, indicating that as one variable increases, the other tends to increase as well, though the correlation is relatively weak. The significance level is indicated as **, which means that the correlation is statistically significant at the 0.01 level (2-tailed). This suggests that the observed correlation is unlikely to have occurred by chance. The Pearson correlation coefficient between ACC and TR is approximately 0.217.

The correlation is positive, indicating a weak positive relationship between these two variables. The significance level is also **, indicating that the correlation is statistically significant at the 0.01 level (2-tailed). The Pearson correlation coefficient between ACC and CS is approximately 0.039. The correlation is positive, but it's very weak, suggesting a minimal relationship between ACC and CS. The significance level is not indicated, which implies that the correlation is not statistically significant at the 0.05 level. The Pearson correlation coefficient between FRN and TR is approximately 0.121.

The correlation is positive and weak, suggesting a minor relationship between FRN and TR. The significance level is indicated as *, which means that the correlation is statistically significant at the 0.05 level (2-tailed). The Pearson correlation coefficient between FRN and CS is approximately 0.251.

The correlation is positive and moderate, suggesting a relatively stronger relationship between FRN and CS. The significance level is **, indicating that the correlation is statistically significant at the 0.01 level (2-tailed). The Pearson correlation coefficient between TR and CS is approximately 0.006. The correlation is positive and very weak, suggesting almost no linear relationship between TR and CS. The significance level is not indicated, which implies that the correlation is not statistically significant at the 0.05 level.

Therefore, the correlation matrix provides insights into the relationships between different variables (ACC, FRN, TR, and CS). Some relationships are statistically significant, while others are not. Correlation coefficients range from very weak to weak, with a few being moderate. It's important to note that correlation does not imply causation; a correlation indicates a statistical relationship, but the nature of that relationship requires further investigation.

Table 4.9 Variables Means, Correlation Matrix Analysis Results TC "Table 4.9 Variables Means, Correlation Matrix Analysis Results" \f T \l "1"  

	
	MEAN
	STD.DEV
	ACC

	ACC
	Pearson Correlation
	4.3102
	.54480
	1

	FRN
	Pearson Correlation
	4.4034
	.24028
	.203**
	1

	TR
	Pearson Correlation
	4.4411
	.41808
	.217**
	.121*
	1

	CS
	Pearson Correlation
	4.2596
	.31426
	.039
	.251**
	.006
	1

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

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



4.5 Regression Assumptions Results TC "4.5 Regression Assumptions Results" \f C \l "1"  

The distribution of residuals is represented by a bell-shaped curve in the histogram (figure 4.1). (Mean is close to 0 and SD close to 1, evidencing a normal distribution of residuals). In addition, residuals plot along the diagonal line, as seen in Figure 4.2. Present the presence of outliers. As a result, there isn't much departure from the usual. The histogram (Figure 4.1) reveals that some of the residual values are outside   |3|, cutoff, indicating that there are outliers. Any value outside the cutoff of |3|, according to Tabachnick and Fidell (2007), is an anomaly.

The diagonal dots in Figure 4.3 are speeded up along the diagonal line, indicating that the data is linear although some residuals are outside the line indicating outliers. 
The case residual dots are dispersed rectangularly about zero (0) in Figure 4.3, implying homoscedacististy (equality of variance). As a result, there is no reason to suspect heteroscedasticity (unequal variance in the data). 
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Figure 4.1 Histogram TC "Figure 4.1 Histogram" \f F \l "1"  

Source: Data Analysis, 2023
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Figure 4.2 Normal P-Plots for the Standardized Residual   Variables TC "Figure 4.2 Normal P-Plots for the Standardized Residual   Variables" \f F \l "1" 
Source: Data Analysis (2023)
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Figure 4.3: Scatter plot for the Standardized residual for Variables TC "Figure 4.3: Scatter plot for the Standardized residual for Variables" \f F \l "1" 
Source: Data Analysis (2023)
4.6 Multiple Linear Regression Results TC "4.6 Multiple Linear Regression Results" \f C \l "1"  

The multiple regression analysis was carried out to estimate the effect of corporate governance (independent variable) on customer satisfaction (dependent variable). The results presented involved testing of model summary, ANOVA and Regression Coefficient Results. 

4.6.1 Model Summary Results TC "4.6.1 Model Summary Results" \f C \l "1"  


R is the coefficient of multiple determination (R) is approximately 0.252. This value represents the correlation between the predicted values (based on the model) and the actual observed values of the dependent variable (CS). It measures the strength and direction of the linear relationship between the predicted and actual values. The R square (coefficient of determination) is approximately 0.064. This value indicates the proportion of the variance in the dependent variable (CS) that can be explained by the independent variables (TR, FRN, ACC). In this case, about 6.4% of the variability in CS can be explained by the predictor variables.

The interpretation is that The R-value (0.252) suggests that there is a weak positive linear relationship between the predictor variables (TR, FRN, ACC) and the dependent variable (CS).

The R square value (0.064) indicates that only a small portion of the variability in CS can be explained by the predictor variables. The adjusted R square (0.054) accounts for the number of predictors and is slightly lower than the R square, which suggests that the model's explanatory power is reduced when considering the complexity of the model. The standard error of the estimate (0.30562) provides an estimate of the average distance between predicted and observed values.

Table 4.10 Model Summary Results TC "Table 4.10 Model Summary Results" \f T \l "1" 
	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.252a
	.064
	.054
	.30562

	a. Predictors: (Constant), TR, FRN, ACC

	b. Dependent Variable: CS


Source: Data Analysis (2023)
4.6.2 ANOVA Results TC "4.6.2 ANOVA Results" \f C \l "1"  

The provided ANOVA results are positively related to a regression analysis, where the dependent variable (CS) is predicted based on three predictor variables (TR, FRN, and ACC). The "Regression" row represents the portion of the variability in the dependent variable (CS) that is explained by the predictor variables (TR, FRN, ACC).

The Sum of Squares for the regression is 1.893, which is the sum of squared differences between the predicted values and the mean of the dependent variable. This measures how much variability is explained by the model. The df (degrees of freedom) for the regression is 3, which corresponds to the number of predictors used in the model. The "Mean Square" is calculated by dividing the "Sum of Squares" by the "df." In this case, it's 0.631. The "F" statistic is 6.756. This is the ratio of the mean square of the regression to the mean square of the residuals. It measures whether the regression model fits the data better than a model with no predictors (null model). The significance level (Sig.) is indicated as ".000b," which means that the F statistic is statistically significant. This indicates that at least one of the predictor variables is related to the dependent variable.

Table 4.11 ANOVA Results TC "Table 4.11 ANOVA Results" \f T \l "1"  

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	1.893
	3
	.631
	6.756
	.000b

	
	Residual
	27.834
	298
	.093
	
	

	
	Total
	29.727
	301
	
	
	

	a. Dependent Variable: CS

	b. Predictors: (Constant), TR, FRN, ACC


Source: Data Analysis (2023)
4.6 3 Regression Coefficient Results 

The provided output appears to be related to a multiple linear regression analysis, where the dependent variable (CS) is predicted based on three predictor variables (ACC, FRN, and TR). For the constant term, the coefficient is 2.887. This represents the expected value of the dependent variable when all predictor variables are zero. For ACC, the coefficient is 0.004, suggesting that a one-unit increase in ACC is associated with a very small increase in the dependent variable (CS). For FRN, the coefficient is 0.334, indicating that a one-unit increase in FRN is associated with a larger increase in CS. For TR, the coefficient is 0.018, implying that a one-unit increase in TR is associated with a small increase in CS.

The "Beta" column represents the standardized coefficients, which allow comparison of the relative importance of predictor variables. They're useful when predictor variables are measured on different scales. The standardized coefficient for ACC is 0.007, indicating a very small impact on CS. The standardized coefficient for FRN is 0.255, suggesting that FRN has a relatively more significant impact on CS compared to ACC and TR. The standardized coefficient for TR is 0.024, indicating a small impact.

Tolerance is a measure of how well a predictor variable can be predicted using the other predictor variables.

Therefore, the model suggests that ACC, FRN, and TR are associated with changes in CS, although ACC and TR have very small effects. FRN appears to have a relatively more significant impact on CS.

VIF (Variance Inflation Factor) quantifies the extent of multicollinearity in the regression model. Tolerance values close to 1 suggest low multicollinearity. VIF values less than 5 are generally considered acceptable. In this case, all tolerance values are above 0.9 and all VIF values are around 1, suggesting that multicollinearity is not a significant issue.

Table 4.12 Regression Coefficient Analysis Results TC "Table 4.12 Regression Coefficient Analysis Results" \f T \l "1" 
	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.
	Collinearity Statistics

	
	B
	Std. Error
	Beta
	
	
	Tolerance
	VIF

	1
	(Constant)
	2.887
	.359
	
	8.038
	.000
	
	

	
	ACC
	.004
	.034
	.007
	.128
	.000
	.921
	1.086

	
	FRN
	.334
	.075
	.255
	4.447
	.000
	.953
	1.050

	
	TR
	.018
	.043
	.024
	.412
	.000
	.947
	1.056

	a. Dependent Variable: CS


Source: Data Analysis (2023)

4.7 Discussion of the Finding TC "4.7 Discussion of the Finding" \f C \l "1"  

In summary, multiple regression analysis indicated that corporate governance has a positive and significant effect on customer satisfaction at NSSF. NSSF Customers are retired people.  The study sought to determine the effects of corporate governance on customer satisfaction at NSSF. Regression analysis was used to test the hypothesis for analysis. Focusing on the study objectives, the discussion elaborates on the findings information as generated from data analysis and compares or contrasts the current findings with what has been found in previous related studies. Contributions of each finding are shown. By doing so, it helps to clear and in-depth understanding of the effects of charismatic leadership style on loan board employees' performance. 

4.7.1 The Relationship Effect of Accountability and Customer Satisfaction at NSSF TC "4.7.1 The Relationship Effect of Accountability and Customer Satisfaction at NSSF" \f C \l "1" 
This study found that accountability is positive and significantly related to NSSF customer satisfaction. This is supported by the theory by Luo and Bhattacharya (2006) which posits that there is a significant and meaningful connection between the level of accountability exhibited by an organization and the level of satisfaction experienced by its customers. This theory suggests that when an organization demonstrates a strong commitment to accountability in its operations, interactions, and the delivery of products or services, it tends to positively impact customer satisfaction. The finding is supported by Nugraheni and Fauziah (2019) who found that governance accountability positively influences customer satisfaction and customer loyalty. However, Korenkiewicz Maennig (2022) found a positive but insignificant relationship between accountability and customer satisfaction. Therefore from the finding it can be explained that the positive relationship between accountability and customer satisfaction suggests that as the level of accountability exhibited by NSSF increases, customer satisfaction also tends to increase. This means that customers who perceive NSSF as being transparent, responsive, and taking ownership of its actions are more likely to have higher levels of satisfaction

Accountability often goes hand in hand with transparency and open communication (Mabillard,& Zumofen,2021). When an organization is accountable for its decisions, actions, and outcomes, it creates a sense of trust and confidence among its customers. The finding suggests that NSSF's efforts to communicate openly, take responsibility for its mistakes, and provide clear information are positively impacting how customers perceive the organization. Accountability also plays a role in how organizations handle and resolve problems. When NSSF takes accountability for any issues that arise and addresses them promptly and effectively, customers are more likely to feel valued and satisfied. Effective problem resolution contributes to overall customer experience(Patti, et al., 2020). A positive relationship between accountability and customer satisfaction can lead to a stronger reputation for NSSF in the eyes of its customers. Customers who have positive experiences and perceive accountability are more likely to become loyal patrons, leading to repeat business and potentially advocating for NSSF through positive word-of-mouth referrals.
4.7.2 The relationship effect of Fairness and Customer Satisfaction at NSSF TC "4.7.2 The relationship effect of Fairness and Customer Satisfaction at NSSF" \f C \l "1" 
This study found that fairness is positive and significantly related to customers. The theory states that there is a significant and interconnected relationship between fairness in the operations, interactions, and decision-making of the National Social Security Fund (NSSF) and the level of satisfaction experienced by its customers. This theory suggests that when NSSF demonstrates fairness in its practices, it positively influences customer satisfaction and leads to beneficial outcomes for both the organization and its customers. NSSF customers are either retired employees of companies or organizations that contribute funds to NSSF. Further, the agency theory of corporate governance explains that managers act as agents who make operational and strategic decisions on behalf of the shareholders (principals). These decisions can affect various aspects of the company, including its products, services, pricing, customer service, and overall business strategy The findings are supported by Taolin, et al. (2019) who found that implementation of corporate governance fairness can build public trust strengthened by the role of providing quality services and good corporate image. Similarly, Ltifi and Hichri  (2022) found that good corporate governance has a positive influence on the knowledge of the company's social responsibility, which positively influences its brand image and customer satisfaction. However, Faitira et al. (2020) found that CEO duality is associated with poor customer satisfaction. However, there is no significant relationship between outside directors and customer satisfaction.

The findings related to fairness collectively provide NSSF Tanzania with a strong foundation for strategic decision-making. The organization can develop and implement strategies that prioritize transparency, ethical conduct, problem resolution, and consistent treatment of customers. These strategies can be aligned with the organization's overall goal of enhancing customer satisfaction.

When fairness is present, they contribute to a holistic and positive customer experience. Customers feel valued, respected, and understood. The combination of these factors addresses different aspects of customer satisfaction, including problem-solving, ethical conduct, and consistent treatment.
4.7.3 The Relationship Effect of Transparency and Customer Satisfaction at NSSF TC "4.7.3 The Relationship Effect of Transparency and Customer Satisfaction at NSSF" \f C \l "1" 
This study found that transparency is positive and significantly related to NSSF customer satisfaction. This is supported by the theory of agency by Glinkowska and Kaczmarek (2015) which posts that corporate governance mechanisms, such as an effective board of directors, transparent reporting, and performance incentives, aim to align the interests of managers with those of shareholders. These mechanisms help ensure that managers act in a way that maximizes shareholder value and benefits all stakeholders, including the transparency aspect. Moreover, the finding of this study was supported by Obioha and Garg   (2018) who found that corporate governance practices of transparency had a positive effect on customer loyalty at a very significant level. Similarly,   Nugraheni and Fauziah,  (2019) also found that found that corporate governance on the aspect of transparency positively influences customer satisfaction and customer loyalty. However, William and Mbuti, (2021) found that customers at TANESCO are dissatisfied as the company is not transparent, especially in setting electricity costs and payments to customers. 

The finding indicates that there is a positive correlation between the level of transparency practised by NSSF and the level of customer satisfaction. This means that when NSSF demonstrates transparency in its actions, decisions, and communications, it leads to higher levels of customer satisfaction.

Transparency is closely linked to trust and confidence. When NSSF is transparent in its operations and interactions with customers, it fosters a sense of trust. Customers are more likely to feel confident in their interactions with the organization, knowing that information is being shared openly and honestly.

Transparency often involves clear and open communication with customers. When customers have access to accurate and comprehensive information about NSSF's offerings, policies, and processes, it helps manage their expectations. This alignment between expectations and reality contributes to positive customer experiences and satisfaction.

Organizations that prioritize transparency often enjoy a stronger reputation. A reputation for transparency positively influences how customers perceive NSSF. Satisfied customers who view NSSF as transparent are more likely to become loyal patrons, which can lead to long-term relationships and positive word-of-mouth referrals.

CHAPTER FIVE TC "CHAPTER FIVE" \f C \l "1" 
SUMMARY CONCLUSION AND RECOMMENDATION TC "SUMMARY CONCLUSION AND RECOMMENDATION" \f C \l "1" 
5.1 Overview TC "5.1 Overview" \f C \l "1"  

The study's main purpose was to determine the effect of corporate governance on customer satisfaction.   Section 5.2 summarizes the findings, Section 5.3 analyses the conclusions section 5.4 gives recommendations, and Section 5.5 closes with the study's limits and future research ideas.

5.2 Summary of the findings TC "5.2 Summary of the findings" \f C \l "1"  

The study's general objective was to determine the effect of corporate governance on customer satisfaction at NSSF. Guided by three specific objectives, the study used descriptive statistics and inferential statistics to determine the required results. The first objective was to determine the relationship effect of accountability and customer satisfaction at NSSF. The findings indicated that all independent variables (accountability, fairness and transparency) are found to be positive and significantly related to customer satisfaction. 

The mean score finding showed that the data indicates that respondents generally have positive perceptions of accountability related to NSSF's products and services. The means of the ratings are relatively high, suggesting favourable sentiments.

 The correlation matrix provides insights into the relationships between different variables (ACC, FRN, TR, and CS). All relationships are statistically significant, while others are not.ACC and FRN were found to be weak while TR was found to be moderate. Multiple regression analysis results found that all independent variables (accountability, fairness and transparency) were positive and significantly related to customer satisfaction. However, accountability and transparency were weak while fairness was a more strong relationship.

5.3 Conclusions TC "5.3 Conclusions" \f C \l "1"  

In conclusion, the effect of corporate governance on customer satisfaction at the National Social Security Fund (NSSF) is a crucial aspect that cannot be overlooked. A well-implemented corporate governance framework within NSSF has the potential to significantly impact customer satisfaction. Transparent and accountable governance practices instil confidence in customers, ensuring that their interests are safeguarded and that the organization operates responsibly. An effective corporate governance structure ensures that NSSF operates ethically, complies with regulations, and makes decisions that prioritize the welfare of its customers. By promoting transparency in financial operations, effective communication, and fair treatment of customers, NSSF can build a strong reputation and establish trust among its customer base.

Moreover, robust corporate governance practices can lead to more efficient operations, better risk management, and strategic decision-making. These factors contribute to improved customer service, as a well-governed organization is better equipped to address customer needs, concerns, and inquiries promptly and effectively. However, it's important to note that corporate governance is just one of several factors influencing customer satisfaction. While it plays a crucial role, other aspects such as the quality of services offered, the organization's responsiveness, and market dynamics also impact overall customer satisfaction.

In essence, the effect of corporate governance on customer satisfaction at NSSF is a complex interplay of ethical values, regulatory compliance, transparency, and effective management practices. A well-structured and implemented corporate governance framework can undoubtedly contribute positively to customer satisfaction by fostering trust, accountability, and overall organizational excellence.

5.4 Recommendations TC "5.4 Recommendations" \f C \l "1"  

NSSF should ensure that all relevant information regarding NSSF's operations, financial health, and decision-making processes is readily accessible to customers.

NSSF should implement regular and clear communication channels to keep customers informed about updates, changes, and improvements within the organization.

NSS should and must publish annual reports, financial statements, and governance practices to demonstrate transparency and accountability.

Further, NSSF should adopt a Customer-Centric Approach. By so doing NSSF should develop customer-centric policies and strategies that prioritize the needs and preferences of NSSF's customers. Also, by establishing mechanisms for gathering customer feedback and input to shape organizational decisions and improvements and lastly, the implement personalized services and solutions that cater to different customer segments. 

Similarly to ensure a diverse and independent board of directors that can provide unbiased oversight and strategic guidance to the organization. Additionally, appoint board members with expertise in customer service, consumer behaviour, and stakeholder engagement.

5.5 Implications of the Findings TC "5.5 Implications of the Findings" \f C \l "1"  

Positive findings that highlight a strong correlation between effective corporate governance and higher customer satisfaction indicate that NSSF is committed to transparency, accountability, and ethical practices. This enhances the organization's reputation and fosters trust among customers, stakeholders, and the general public

Positive findings can bolster the confidence of stakeholders, including investors, regulatory bodies, and government entities. When it becomes evident that NSSF operates with strong governance principles, these stakeholders are more likely to support and engage with the organization.

Effective corporate governance positively impacts customer satisfaction, leading to higher customer retention rates and increased customer loyalty. Satisfied customers are more likely to continue using NSSF's services and recommend them to others, thereby boosting the organization's long-term sustainability.

5.6 The Contribution of the Study TC "5.6 The Contribution of the Study" \f C \l "1" 
The study provides empirical evidence and data-driven insights into how corporate governance practices within NSSF directly impact customer satisfaction levels. By quantifying this relationship, the study contributes to a deeper understanding of the tangible effects of governance on customer perceptions and experiences.

Through rigorous research methods, the study helps establish whether there is a causal relationship between corporate governance and customer satisfaction. It can identify which specific governance practices have the most substantial influence on customer perceptions, helping NSSF prioritize its efforts for maximum impact.

The study provides a framework for measuring the success of NSSF's governance initiatives in terms of customer satisfaction. This allows the organization to track progress over time, set benchmarks, and make data-driven adjustments as needed.

By highlighting the impact of corporate governance on customer satisfaction, the study reinforces the importance of transparent and accountable governance practices. It encourages NSSF to remain committed to ethical conduct and responsible decision-making to maintain and enhance customer trust

5.6 Limitations and Further Studies TC "5.6 Limitations and Further Studies" \f C \l "1"  

Limitations of this study are that this study in this area has established a correlation between corporate governance and customer satisfaction, but establishing a causal relationship can be challenging. Other factors, such as the quality of services offered or market dynamics, might also influence customer satisfaction.

The quality and availability of data can impact the accuracy and reliability of the study's findings. Limited or biased data could affect the robustness of the conclusions drawn.

Further, Corporate governance practices and their impact on customer satisfaction can vary across different industries, regions, and organizational sizes. Failing to account for these contextual factors could limit the generalizability of the study's findings.

 In addition to that subjectivity of Customer satisfaction is a subjective measure influenced by individual perceptions and experiences. Different customers might have varying expectations and responses, making it challenging to measure and analyze accurately. Lastly is the Sample Selection Bias. The choice of sample population can impact the study's outcomes. If the sample isn't representative of NSSF's customer base, the findings might not accurately reflect the broader picture.

Further studies, conducting in-depth qualitative studies, such as interviews and focus groups, can provide deeper insights into customer perceptions of corporate governance and how they influence satisfaction. Comparing NSSF's corporate governance practices with those of similar organizations within the financial sector can offer a broader perspective on the effects on customer satisfaction. Long-term studies that track changes in corporate governance practices and customer satisfaction over several years can provide insights into the sustained impact of governance on satisfaction. Exploring mediating factors that explain the relationship between corporate governance and customer satisfaction, such as organizational culture or employee engagement, can provide a more nuanced understanding and lastly investigating how external factors like regulatory changes or economic conditions influence the relationship between governance and customer satisfaction can provide a more comprehensive understanding.
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APPENDICES TC "APPENDICES" \f C \l "1" 
APPENDIX 1 Questionnaire 

Respondents Survey Questionnaire

Dear respondent, the purpose of this survey is to determine the effects of Soft skills on Project Performance. You are requested to describe your perception using soft skills indicators as stipulated in the boxes also the Project performance indicators.  Data given will be secret and usefully for academic purpose in Open University of Tanzania.  Kindly, you are requested to respond these questions below to facilitate valuable information which will be usefully on this the study

SECTION A: GENERAL INFORMATION (PUT AN APPROPRIATE ANSWER)

Please put a tick ( to the right response in the space provided below each item

	a) 
	Age
	(1)18 – 30 
	(2) 31 - 40
	(3) 41 – 50 
	(4) 51 – 60
	(5) 61 and above

	
	
	
	
	
	
	

	b) 
	Gender
	(1)Male
	(2)Female
	
	
	

	
	
	
	
	
	
	

	d) 
	Education level 
	1.Certificate
	2.Diploma
	3.Degree
	4.Masters
	5.PhD

	
	
	
	
	
	
	

	e) 
	Experience Working with NSSF
	(1)1 – 5 years
	(2)6 –10 years
	(3)11-15 years
	(4)16-20 years
	(5)Above 20 years

	
	
	
	
	
	
	


Please indicate your level of disagree or agreed based on the scale of 1-5 where 1 strongly disagree (SD), 2 disagree (DA), 3 neutral (N), 4 agree and 5 strongly agree (SA).
	ACC
	Accountability Variable 
	SD
	D
	N
	A
	SA

	ACC1
	Accountability is very important is continuing using products and services of NSSF
	1
	2
	3
	4
	5

	ACC2
	Perceiving accountability within our organization enhances my satisfaction as a customer
	1
	2
	3
	4
	5

	ACC3
	I am confident   that NSSF takes responsibility for mistakes and resolves issues in a timely manner
	1
	2
	3
	4
	5

	ACC4
	I believe that NSSF holds itself accountable for delivering quality products/services
	1
	2
	3
	4
	5

	ACC5
	I am very satisfied    with the perceived accountability of our customer service interactions
	1
	2
	3
	4
	5

	ACC6
	I am likely to recommend   NSSF products/services to others based on my perception of our accountability

	1
	2
	3
	4
	5


	FRN
	Fairness Variable 
	SD
	D
	N
	A
	SA

	FRN1
	Treating customers with fairness is very important to NSSF
	1
	2
	3
	4
	5

	FRN2
	Perceiving fairness in our business practices enhances my satisfaction as a customer
	1
	2
	3
	4
	5

	FRN3
	The rate and amount paid to our customers ‘ retirees ‘ is very fair 
	1
	2
	3
	4
	5

	FRN4
	I believe that NSSF treats all customers fairly, without bias
	1
	2
	3
	4
	5

	FRN5
	I am very satisfied with fairness of NSSF to its customers 
	1
	2
	3
	4
	5

	FRN6
	How likely are likely to recommend NSSF services to others
	1
	2
	3
	4
	5


	TR
	Transparency Variable 
	SD
	D
	N
	A
	SA

	TR1
	NSSF does communicate information about their  products/services to customers frequently 
	1
	2
	3
	4
	5

	TR2
	Transparency is very important in NSSF when making decision to engage with our products/services
	1
	2
	3
	4
	5

	TR3
	Transparent communication from NSSF enhances my trust in the quality of our products/services
	1
	2
	3
	4
	5

	TR4
	I am very satisfied with the level of transparency NSSF pricing information
	1
	2
	3
	4
	5

	TR5
	The terms and conditions are very clear and understandable
	1
	2
	3
	4
	5


	CS
	Customer Satisfaction Variable 
	SD
	D
	N
	A
	SA

	CS1
	I am very satisfied with NSSF services 
	1
	2
	3
	4
	5

	CS2
	I am satisfied with the accessibility of NSSF information and resources
	1
	2
	3
	4
	5

	CS3
	The rate and clarity and comprehensiveness of the information provided by NSSF is very high
	1
	2
	3
	4
	5

	CS4
	I am satisfied with the responsiveness and effectiveness of NSSF's customer support
	1
	2
	3
	4
	5

	CS5
	NSSF's online platforms  is easy to use 
	1
	2
	3
	4
	5
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