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ABSTRACT TC "ABSTRACT" \f C \l "1" 
This study analyzed the factors affecting LUKU service customer satisfaction in Tanzania, focusing on a case study of TANESCO in Nyang'hwale District. The study was guided by five objectives:  to assess the effect of Reliability, to determine the influence of Tangibles, to determine the effect of Responsiveness, to examine the influence of Assurance and to assess the effect of Empathy on customer satisfaction. The study was anchored on the SERVQUAL model, which highlights five dimensions of service quality that influence customer satisfaction. Adopting a positivist research philosophy and a deductive research approach, the study utilized a explanatory research design. The target population consisted of LUKU service customers in Nyang’hwale District, with a sample size of 208 respondents selected using simple random sampling. Data were collected through structured questionnaires, and the analysis was performed  descriptive statistics and multiple linear regression   The results revealed that only three independent variables had significant positive effects on customer satisfaction, while Responsiveness was not statistically significant. The study concludes that service quality dimensions, particularly Tangibles, Empathy, and Reliability, significantly influence customer satisfaction with LUKU services. Based on these findings, it is recommended that TANESCO prioritize improvements in Tangible service elements, enhance staff empathy, and focus on service reliability to improve overall customer satisfaction.
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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" 
This chapter presents the general context of the study. The chapter covers the background of the study, statement of the research problem, research objectives, research questions, and significance of the study.
1.2 
Background of the Study TC "1.2 
Background of the Study" \f C \l "1" 
Customer satisfaction is important as it directly influences a business's financial health and market position. For example, a study on customer satisfaction in the telecommunications industry found that higher satisfaction levels lead to increased customer retention and higher lifetime value, significantly impacting the company's bottom line (Fornell et al., 2019). Similarly, in Nyang’hwale District, satisfied LUKU service customers will likely continue using and recommending the service, fostering community trust and ensuring steady demand.
Moreover, customer satisfaction can drive innovation and improvement. Feedback from satisfied customers often highlights areas of strength, while feedback from dissatisfied customers can pinpoint critical areas for improvement (Akele, 2022). This dynamic is essential for continuous improvement and long-term success. For instance, if LUKU customers express satisfaction with ease of payment but dissatisfaction with customer support, the service provider can focus on enhancing support services, leading to a more comprehensive improvement in overall customer experience Zeithamil, et al (2019).

However, customer satisfaction is a multifaceted metric crucial for businesses' success and sustainability. It affects the immediate relationship between the service provider and the customer and the broader business environment, including employee satisfaction, investor confidence, and competitive positioning.
Globally, customer satisfaction in utility services has been extensively studied, revealing that high-quality service, affordability, and reliable customer support are paramount. For example, a study by Fornell et al. 2019; Akele, 2022; Bitner 2020) demonstrated that high service quality and responsive customer service in the telecommunications industry significantly enhance customer satisfaction and loyalty. This finding applies to utility services worldwide, where the prompt resolution of issues and consistent service quality are critical.
In Africa, the landscape of customer satisfaction in utility services presents unique challenges and opportunities. A study by (Amankwah-Amoah and Debrah 2021; Kessy and Temu 2019) highlighted that in many African countries, including Ghana (Boateng 2018) and Nigeria, accessibility and affordability are major determinants of customer satisfaction in utility services. These factors are crucial due to the often-limited infrastructure and economic constraints faced by consumers. Furthermore, customer education on the usage of services and efficient customer support systems were identified as key factors in enhancing customer satisfaction (Ladhari, 2021; Mwaura et al. 2020).

In Tanzania, particularly in rural areas like Nyang’hwale District, the factors affecting customer satisfaction with LUKU services are multifaceted. According to a report by the Tanzania Electric Supply Company Limited (TANESCO), issues such as frequent power outages, difficulty in accessing payment points, and inadequate customer support significantly impact customer satisfaction (TANESCO, 2022). Additionally, studies by Mkenda&Mlay (2020) and Kessy&Temu (2019) found that pricing transparency and the ease of using LUKU services are critical determinants of customer satisfaction in Tanzania. Research by Mwaipopo&Mushi (2021) further emphasized that delays in resolving customer complaints and lack of communication from service providers are key sources of dissatisfaction. Mshote&Rugumamu (2020) also highlighted that in many parts of rural Tanzania, the lack of modernized infrastructure, such as mobile payment integration and reliable supply systems, hinders effective service delivery. Moreover, a study by Nyagawa&Mhando (2023) stressed the importance of user education and digital literacy, noting that many customers in rural settings struggle to operate LUKU meters effectively or understand billing structures, which contributes to frustration and low satisfaction levels.
Service quality, accessibility, pricing, and customer support are the independent variables that directly influence customer satisfaction (the dependent variable). High service quality ensures that customers receive reliable and uninterrupted electricity, which is fundamental for their satisfaction. Accessibility, including the ease of purchasing LUKU units and accessing customer service, significantly affects how customers perceive the service. Pricing, both in terms of affordability and transparency, is crucial in a low-income context, where every cost is scrutinized. Lastly, effective customer support can mitigate dissatisfaction by promptly addressing customer complaints and issues.
Power supply companies being among the players in the service offering business are also subjected to the realities of service quality influence on the experience and satisfaction of the final consumer (Smith, 2020). TANESCO being a major producer of electricity for the private sector, public sector, and domestic users has been striving to achieve increased efficiency, quality services, availability of affordable power, and customer satisfaction (TANESCO, 2021). It is worth noting however that despite the importance of service quality and customer satisfaction as well as TANESCO’s effort to meet customer expectations, there have been genuine calls among LUKU service customers implying poor services and customer dissatisfaction (Doe, 2019). On the other hand, despite the significance of customer satisfaction and service quality, there is still limited literature available addressing issues of service quality and customer satisfaction on electrical services specifically LUKU services (Jones, 2018). It is from this backdrop that the study aimed to analyze LUKU service quality and customer satisfaction in Nyang’hwale District (Smith, 2020)
In conclusion, the analysis of LUKU service quality and customer satisfaction in Nyang’hwale District, using the SERVQUAL model, underscores the importance of focusing on multiple dimensions of service quality. By addressing issues related to reliability, responsiveness, assurance, empathy, and tangibles, TANESCO can enhance customer satisfaction and achieve long-term success in providing LUKU services. Although the significance of customer satisfaction and service quality is well-recognized, the study also highlights the need for further research and literature on electrical services, specifically LUKU services, in Tanzania.
1.3 
Statement of the Problem TC "1.3 
Statement of the Problem" \f C \l "1" 
In Tanzania, especially in rural areas like Nyang’hwale District, customer satisfaction with utility services particularly electricity remains consistently low due to a range of challenges in service delivery. According to the Tanzania Electric Supply Company Limited (TANESCO, 2022), common issues reported by users of the LUKU prepaid electricity system include frequent power outages, poor customer service, limited information on service usage, and difficulties accessing payment systems. The Energy and Water Utilities Regulatory Authority (EWURA, 2021) also reported persistently low customer satisfaction levels, especially concerning service responsiveness and reliability. Supporting this, Afrobarometer (2021) revealed that only 38% of Tanzanians in rural areas expressed satisfaction with electricity services, while 62% cited service delays, technical errors in meter recharges, and poor customer responsiveness. The World Bank (2020) further indicated that over 50% of Tanzanian households using prepaid systems face significant challenges in understanding or accessing services due to low digital literacy and inadequate customer communication infrastructure.
If these issues are not adequately addressed, the consequences could be substantial. Persistent customer dissatisfaction may lead to a decline in public trust in TANESCO, increased complaints to regulatory bodies, and damage to institutional credibility (Amankwah-Amoah & Debrah, 2021). Moreover, poor service quality in rural areas can hinder socio-economic development, particularly for small businesses and household’s dependent on stable electricity, thus slowing down productivity and investments (Kessy & Temu, 2019; UNDP, 2020). Left unchecked, these deficiencies may fuel a shift to alternative and often unsafe energy sources, such as charcoal or fuel-powered generators, exacerbating energy poverty, environmental degradation, and health risks (IEA, 2021; Ladhari, 2021).
In response, TANESCO has introduced mobile payment platforms and automated feedback tools to improve accessibility and responsiveness, while EWURA has established Customer Service Charters to enhance utility accountability (EWURA, 2021). Additionally, projects funded by the World Bank and African Development Bank have targeted infrastructure improvements and digital upgrades. However, these initiatives often lack robust evaluation mechanisms to capture customer perceptions of service quality in a structured manner (Mkenda & Mlay, 2020), underscoring the need for a more systematic assessment framework.
Numerous scholars have explored the use of the SERVQUAL model to evaluate service quality in utility sectors. Akele (2022) applied the model in Ethiopia and found that tangibles and reliability were key drivers of customer satisfaction. Similarly, Abdullateef (2023) observed that responsiveness and empathy significantly influenced satisfaction in Nigerian electricity distribution. In Kenya, Mutua&Mwangi (2021) reported that lack of reliability and poor communication were major contributors to dissatisfaction. Within Tanzania, Kessy&Temu (2019) identified pricing transparency and customer education as vital to improving satisfaction. However, there is a notable lack of research applying the SERVQUAL model specifically to LUKU services in rural Tanzanian contexts, indicating a clear research gap.
This study seeks to address that gap by applying the SERVQUAL model to assess customer satisfaction with LUKU services in Nyang’hwale District. By examining the five SERVQUAL dimensions tangibles, reliability, responsiveness, assurance, and empathy—the study aims to identify critical areas affecting customer perceptions and recommend practical, evidence-based strategies for improving service delivery. Ultimately, the findings will inform interventions by TANESCO and other stakeholders, contributing to enhanced rural electrification and supporting Tanzania’s Development Vision 2025 and Sustainable Development Goal 7, which promotes access to affordable, reliable, and modern energy for all.
1.4 
Research Objectives TC "1.4 
Research Objectives" \f C \l "1" 
1.4.1 
General Objective TC "1.4.1 
General Objective" \f C \l "1" 
The general objective of this study was to analyze LUKU service quality and customer satisfaction in the Nyang’hwale District.
1.4.2
Specific Objectives TC "1.4.2
Specific Objectives" \f C \l "1" 
i. To determine the influence of service reliability on LUKU customer satisfaction in Nyang’hwale District

ii. To examine the role of tangibility in enhancing LUKU customer satisfaction in Nyang’hwale District
iii. To assess the impact of responsiveness on LUKU customer satisfaction in Nyang’hwale District
iv. To analyze the contribution of assurance to LUKU customer satisfaction in Nyang’hwale District
v. To determine the extent to which empathy affects LUKU customer satisfaction in Nyang’hwale District
1.5 
Significance of the Study TC "1.5 
Significance of the Study" \f C \l "1" 
It is envisioned that the findings of this study will go a long way in helping to widen the general understanding and contribute to the satisfaction literature on LUKU service quality and customer satisfaction. The study will also assist TANESCO in assessing the quality of the LUKU service system and applying the study findings to enhance the quality of the services offered and customers’ satisfaction. Theoretically, the study's significance lies in its potential to expand the application of the SERVQUAL model within the context of the electricity sector, particularly in developing countries like Tanzania. Additionally, the findings of the study may be relevant to other utility companies in the enhancement of service quality and the level of customer satisfaction. Since the nature of the study is unique and still unexplored, it is expected that the findings of the study will advance knowledge in the field, provide empirical evidence to support the SERVQUAL model's applicability in new contexts and offer a platform for further research in the area.
1.6 
Scope of the Study TC "1.6 
Scope of the Study" \f C \l "1" 
The scope of this study is defined by its geographical focus on Nyang’hwale District, its examination of the LUKU prepaid electricity service, its analysis over a specified time frame, its target on different customer segments, its use of the SERVQUAL dimensions to evaluate service quality, and its mixed-methods approach to data collection and analysis. The study aims to provide actionable insights for improving customer satisfaction with LUKU services while acknowledging its limitations in scope.
1.7 
Organization of the Study TC "1.7 
Organization of the Study" \f C \l "1" 
The organization of this study is structured to provide a comprehensive understanding of customer satisfaction with LUKU services in Nyang’hwale District. This study is organized into five chapters. Chapter One presents the introduction and covers the background of the study, the statement of the problem, the general and specific objectives, the significance of the study, and the organization of the report. Chapter Two provides a comprehensive literature review, which includes both theoretical and empirical perspectives relevant to service quality and customer satisfaction. Chapter Three outlines the methodology used in the study, detailing the research design, data collection methods, sampling techniques, and data analysis procedures. Chapter Four presents the study's results, including analysis and interpretation of the data collected. Finally, Chapter Five discusses the key findings, provides conclusions, and offers recommendations based on the study outcomes.

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 intends to discuss literature that is relevant to the study. It will discuss the current theories and practices that are relevant to the study. The chapter intends to reveal the conceptual, theoretical, and empirical backgrounds done by different scholars and authors on issues of customer satisfaction. Areas covered in this chapter include an overview of concepts, theoretical framework, and empirical studies.
2.2 
Definition of the Concepts TC "2.2 
Definition of the Concepts" \f C \l "1" 
Relevant concepts are defined. First how other authors have defined the concept then how the concept is operationalized or defined in this study. On the Service quality, LUKU, Customer satisfaction, and Customer Loyalty are defined. 
2.2.1 
Service Quality TC "2.2.1 
Service Quality" \f C \l "1" 
Service quality is a focused evaluation that reflects the customer’s perception of specific dimensions of service: reliability, responsiveness, assurance, empathy, tangibles, and satisfaction, on the other hand, is more inclusive: it is influenced by perceptions of service quality, product quality, and price as well as situational factors and personal factors (Zenithal & Bitner, 2023). Also, Bitner (2020) defined service quality as the overall impression of consumers toward the superiority or inferiority of an organization and its services. 

Also, Patrick et al (2018) defined service quality as the difference between customer’s expectations for service performance before the service encounter and their perceptions of service received. Service quality theory predicts that clients will judge that quality is low if performance does not meet their expectations and quality increases as performance exceeds expectations, expectation

Therefore, lays the foundation for which customers will evaluate service quality. It also follows that customer satisfaction and intention to reuse the service increases as service quality increases. 

Service quality in the context of LUKU services in Nyang’hwale District is the perceived excellence and effectiveness of the electricity prepaid metering system as experienced by its users, encompassing the reliability of the service, the tangibility of the service infrastructure, the responsiveness of customer support, the assurance provided by service representatives, and the empathy demonstrated towards customer needs.
2.2.2
Luku TC "2.2.2
Luku" \f C \l "1" 
LUKU is a prepaid metering system introduced by the Tanzania Electric Supply Company (TANESCO) that enables consumers to purchase electricity in advance. The system allows customers to pay for their electricity usage before consumption, thus helping them to better manage their energy expenditure. LUKU meters are equipped with a user-friendly interface where consumers can monitor their balance and usage in real-time (Nyagawa, 2019)

The LUKU system is an innovative solution by TANESCO that allows consumers to purchase electricity credit in advance and use it as needed. This prepaid metering approach has revolutionized the way electricity is distributed and consumed in Tanzania, offering numerous advantages such as better budget control for users and improved revenue collection for utility companies. LUKU meters provide a straightforward way for customers to check their remaining credit and manage their consumption effectively (Kyando et al., 2020).

In this study, LUKU is defined as a prepaid electricity metering system implemented by the Tanzania Electric Supply Company (TANESCO). This system enables customers to purchase electricity in advance, allowing them to control their consumption by paying for the amount of electricity they intend to use.
2.2.3 
Customer Satisfaction TC "2.2.3 
Customer Satisfaction" \f C \l "1" 
Murphy (2020) defines customer satisfaction as the minimum acceptable levels of service that provide customer satisfaction in the key areas that are critical and where service quality thresholds need to be set. 
To fall below the minimum threshold in any key area puts one into the danger zone and one’s customer will not be satisfied. Customer satisfaction is a compelling issue because in the service industry retaining customers is more important than attracting new ones. Retaining customers has a greater impact on profit than attracting new ones and thus for a company to maximize profit should strive for zero defection through customer satisfaction.

In the context of this study, customer satisfaction with the LUKU service is assessed through surveys and feedback from customers in Nyang’hwale District. The study evaluates how well the service meets their expectations across the five SERVQUAL dimensions. High levels of satisfaction indicate that the service is performing well in these areas, while areas of dissatisfaction highlight opportunities for improvement.
2.2.4
Customer Loyalty TC "2.2.4
Customer Loyalty" \f C \l "1" 
Akram (2023) defined customer loyalty as a deeply held commitment to rebury a preferred product/service consistently in the future, thereby causing repetitive same–brand or same purchasing, despite situational influences and marketing efforts having the potential to cause switching behavior.

Based on this study customer loyalty is defined as the customer's commitment and continued patronage towards the LUKU service offered by TANESCO. It encapsulates not only the frequency and consistency of usage but also the customer's willingness to recommend the service to others and their resistance to switching to alternative providers.
2.2.5 
Reliability TC "2.2.5 
Reliability" \f C \l "1"  

Reliability is the foundation of service quality. It refers to the ability of the service provider to perform the promised service dependably and accurately (Zeithaml et al., 2023). 
2.2.6 
Tangibles TC "2.2.6 
Tangibles" \f C \l "1"  

Tangibles encompass the physical aspects of the service delivery, including facilities, equipment, personnel appearance, and communication materials (Zeithaml et al., 2023). 
2.2.7 
Responsiveness TC "2.2.7 
Responsiveness" \f C \l "1" 
Responsiveness measures the willingness and readiness of the service provider to help customers and provide prompt service (Zeithaml et al., 2023).
2.2.8 
Assurance TC "2.2.8 
Assurance" \f C \l "1" 
Assurance involves the competence, courtesy, credibility, and security provided by the service provider (Zeithaml et al., 2023).
2.2.9 
Empathy TC "2.2.9 
Empathy" \f C \l "1" 
Empathy refers to the service provider's ability to provide caring and individualized attention to customers (Zeithaml et al., 2023). 

2.3 
Theoretical Literature Review TC "2.3 
Theoretical Literature Review" \f C \l "1" 
2.3.1 
SERVQUAL Model Theory TC "2.3.1 
SERVQUAL Model Theory" \f C \l "1" 
The SERVQUAL model, developed by A. Parasuraman, Valarie Zeithaml, and Leonard Berry in the late 1980s is grounded in the theory that service quality can be measured by the gap between customer expectations and their perceptions of the actual service received. The model assumes that the core assumption is that service quality can be assessed by measuring the gap between customer expectations of service and their perceptions of the actual service delivered, and also assumes that there are five key dimensions through which customers evaluate service quality: Reliability, Tangibles, Responsiveness, Assurance, and Empathy. These dimensions form the basis for assessing the overall service quality and identifying areas for improvement. The Five Dimensions of the SERVQUAL Model are as follows:

2.3.2 
Application of SERVQUAL Model in this Study TC "2.3.2 
Application of SERVQUAL Model in this Study" \f C \l "1" 
In this study, the SERVQUAL model was applied to evaluate customer satisfaction with LUKU service reliability in Nyang’hwale District by assessing five key dimensions of service quality: Tangibles, Reliability, Responsiveness, Assurance, and Empathy. These dimensions helped in understanding how the physical aspects of service (Tangibles), consistent performance (Reliability), promptness in addressing issues (Responsiveness), professionalism and trustworthiness of staff (Assurance), and the ability to provide personalized customer care (Empathy) influence overall customer satisfaction. Utilizing the SERVQUAL model, the study identified areas where service improvements are needed to enhance customer experiences and satisfaction with LUKU services.
2.3.3 
Strengths and Weaknesses of the SERVQUAL Model TC "2.3.3 
Strengths and Weaknesses of the SERVQUAL Model" \f C \l "1" 
The SERVQUAL model provides a structured approach to assessing service quality by measuring the gap between customer expectations and perceptions across five key dimensions: tangibles, reliability, responsiveness, assurance, and empathy. This comprehensive framework allows organizations to effectively diagnose areas needing improvement and align service delivery with customer expectations, making it a valuable tool for enhancing customer satisfaction and gaining a competitive advantage (Khan, Mahmood, & Yasin, 2020). In the study of LUKU service customer satisfaction in Nyang’hwale, applying this model can help identify key areas for improvement, thereby enhancing overall customer satisfaction.

However, the SERVQUAL model has some limitations. Variations in customer expectations and perceptions can make it challenging to apply universally across different industries and cultural contexts. The subjective nature of customer responses introduces potential biases, and the model’s static nature may not adequately capture changes in customer expectations over time. Additionally, implementing SERVQUAL requires substantial data collection and analysis resources, which can be a barrier for smaller organizations or those with limited research capabilities. 
Despite these limitations, the SERVQUAL model remains a valuable tool for quality assessment and management, provided it is adapted and interpreted carefully to suit diverse service contexts (Zeithaml et al., 2023).
2.3.4 
Reliability TC "2.3.4 
Reliability" \f C \l "1"  

Reliability is the foundation of service quality. It refers to the ability of the service provider to perform the promised service dependably and accurately (Zeithaml et al., 2023). It is based on the consistency of performance and the dependability of the service. The theory behind reliability emphasizes that customers judge the service quality primarily on whether the service is performed right the first time and if the provider adheres to its commitments. In practical terms, reliability involves accurate billing, consistent service delivery, and fulfilling promises, such as meeting deadlines and ensuring the service is available as advertised. 
2.3.5 
Tangibles TC "2.3.5 
Tangibles" \f C \l "1"  

Tangibles encompass the physical aspects of the service delivery, including facilities, 
equipment, personnel appearance, and communication materials. The theory suggests that the tangible aspects create the first impression of the service quality and significantly influence customer perceptions (Zeithaml et al., 2023). The presence of modern and well-maintained physical elements enhances the perceived quality and trustworthiness of the service. Tangibles in service quality are seen in the cleanliness of service centers, the condition of service tools and equipment, and the professional appearance of employees.
2.3.6 
Responsiveness TC "2.3.6 
Responsiveness" \f C \l "1" 
Responsiveness measures the willingness and readiness of the service provider to help customers and provide prompt service (Zeithaml et al., 2023). The theory behind responsiveness is that customer satisfaction increases when service providers are proactive in anticipating customer needs and reacting quickly to their requests and problems. It highlights the importance of promptness and the ability to address customer issues efficiently. Responsiveness is demonstrated through quick service response times, effective handling of complaints, and the ease with which customers can get help or information when needed.
2.3.7 
Assurance TC "2.3.7 
Assurance" \f C \l "1" 
Assurance involves the competence, courtesy, credibility, and security provided by the service provider. The theory suggests that assurance builds customer trust and confidence in the service through knowledgeable and polite staff and reliable service operations (Zeithaml et al., 2023). It encompasses the customer's belief that the service provider is trustworthy and capable of delivering the service safely and effectively. Assurance is provided by well-trained and knowledgeable employees, clear communication about services and policies, and ensuring customer transactions are secure and confidential.
2.3.8
Empathy TC "2.3.8
Empathy" \f C \l "1" 
Empathy refers to the service provider's ability to provide caring and individualized attention to customers. The theory posits that customers feel valued when they are treated as individuals, their specific needs are understood, and they receive personalized service (Zeithaml et al., 2023). Empathy enhances customer satisfaction by making customers feel recognized and appreciated. Empathy is shown through personalized service, attentive listening to customer needs, flexible service offerings, and the willingness to go the extra mile to ensure customer satisfaction.

This study uses the SERVQUAL dimensions rather than the SERVQUAL gaps because our focus is on evaluating the specific aspects of service quality tangibles, reliability, responsiveness, assurance, and empathy that directly influence customer satisfaction in the LUKU service context. The SERVQUAL dimensions provide a comprehensive framework to measure customer perceptions of these key service elements, offering clear insights into the strengths and weaknesses of the service from the customer's perspective. While the SERVQUAL gaps model is valuable for identifying discrepancies between customer expectations and perceptions, our study aims to assess the existing service quality attributes and their direct impact on satisfaction. By focusing on the dimensions, we can more effectively identify which specific aspects of service quality require improvement to enhance overall customer satisfaction.
2.4 
Empirical Literature Review TC "2.4 
Empirical Literature Review" \f C \l "1" 
This empirical review examines the literature on factors influencing customer satisfaction with LUKU (prepaid electricity metering) services in Nyang’hwale District, Tanzania. The review is structured around the five dimensions of the SERVQUAL model: Reliability, Tangibles, Responsiveness, Assurance, and Empathy. We also explore the broader context of service quality in the utility sector across Africa, focusing on Tanzania. 
2.4.1
Service Reliability and LUKU Customer Satisfaction at Nyang’hwale District in Luku Services TC "2.4.1
Service Reliability and LUKU Customer Satisfaction at Nyang’hwale District in Luku Services" \f C \l "1" 
Reliability in electricity supply is a key factor influencing customer satisfaction worldwide. In many developed countries, consistent and uninterrupted power is taken for granted, with customers expecting minimal service disruptions. However, when reliability is compromised, customer dissatisfaction rises sharply, as highlighted by studies like those from the U.S. and Europe. For instance, in the United States, studies have shown that customers are highly sensitive to frequent power outages, and utility companies have made significant investments in infrastructure to improve service reliability. In Europe, reliability is considered a basic standard for modern utility services, and energy providers face regulatory penalties for failing to meet predefined reliability benchmarks (Jones & Black, 2021). Globally, consumers expect utilities to offer consistent and predictable power supply, underlining the critical role of reliability in driving satisfaction in the electricity sector.
In many African countries, reliability in electricity supply remains a significant challenge due to infrastructural issues, inconsistent generation, and distribution inefficiencies. Studies such as Akinlabi et al. (2021) in Nigeria highlight that frequent power outages and inaccurate billing severely affect customer satisfaction in the country's electricity sector. Similarly, Mburu et al. (2019) in Kenya found that reliability in the supply of prepaid electricity services directly impacts customer perceptions of service quality. Kenyan customers, especially those using prepaid meters, emphasize the importance of consistent electricity availability without unexpected interruptions or billing discrepancies. In many African nations, the lack of stable electricity service not only inconveniences customers but also has wider socioeconomic impacts, such as hindering economic productivity and educational activities.
In Tanzania, reliability is a key factor influencing customer satisfaction, particularly about LUKU services, the prepaid electricity system widely used in urban and rural settings. Studies such as Wainaina et al. (2020) reveal that in urban areas, reliable power supply and accurate billing are fundamental for maintaining customer satisfaction with LUKU services. However, in rural areas like Nyang’hwale District, the issue of reliability becomes even more pronounced. Msengwa and Suleiman (2022) found that in these rural districts, consistent power delivery is crucial due to limited access to alternative energy sources. Frequent outages and system errors in LUKU meters are major concerns for rural customers, who rely heavily on electricity for their daily needs. Therefore, in Tanzania, enhancing the reliability of electricity supply is not only about improving customer satisfaction but also about addressing broader rural energy access issues.
2.4.2
Tangibles Service and Luku Customer Satisfaction at Nyang’hwale District TC "2.4.2
Tangibles Service and Luku Customer Satisfaction at Nyang’hwale District" \f C \l "1" 
Tangibles, which include the physical aspects of service delivery such as equipment, facilities, and the appearance of service centres, play a crucial role in shaping customer perceptions across the globe. In South Africa, Govender et al. (2018) suggest that well-maintained prepaid meters and modern, aesthetically pleasing service centres contribute significantly to customer satisfaction. Globally, customers associate the physical condition of service environments with the quality and reliability of the service itself. Studies in developed countries emphasize that customers tend to evaluate the professionalism and efficiency of service providers based on the state of the physical facilities, including equipment and customer service areas (Jones & Thompson, 2020).
In many African countries, the condition of physical infrastructure in the utility sector can greatly influence customer satisfaction. For example, Mugisha and Berg (2017) found in Uganda that the state of electricity meters and service facilities greatly affects customer perceptions of service quality. Customers are more likely to be satisfied when they perceive that the tangible aspects of service delivery, such as well-maintained meters and clean, organized service centres, meet their expectations. Similarly, in Nigeria and Kenya, customers have expressed a strong preference for prepaid electricity systems that are reliable and visually appealing, suggesting that tangibles are critical components of customer satisfaction in Africa's energy sector (Mburu et al., 2019).
In Tanzania, the effect of tangibles on customer satisfaction with LUKU services is equally important. A study by Mushi et al. (2019) highlights that the quality and reliability of LUKU meters, along with the cleanliness and accessibility of service centres, are key factors in customer satisfaction. Customers in both urban and rural areas, including Nyang’hwale District, expect LUKU meters to function properly and for customer service environments to be well-maintained and welcoming. In Tanzania’s prepaid electricity system, tangible aspects of service delivery are critical because customers directly interact with meters and service points. Ensuring high-quality and aesthetically pleasing service infrastructure is crucial for improving customer satisfaction with LUKU services.
2.4.3 
Service Responsiveness and Luku Customer Satisfaction at Nyang’hwale District TC "2.4.3 
Service Responsiveness and Luku Customer Satisfaction at Nyang’hwale District" \f C \l "1" 
Responsiveness, or the speed and efficiency with which service providers address customer concerns, is recognized globally as a key driver of customer satisfaction. In developed countries, quick responses to customer complaints, such as billing errors or service interruptions, are critical in maintaining customer loyalty. Studies across the electricity sector in North America and Europe show that customers appreciate when companies prioritize resolving issues promptly, which directly improves overall satisfaction and trust in the service provider (Smith & Larkin, 2021).
In Africa, responsiveness is especially important in the context of prepaid electricity services, where customers are highly sensitive to service interruptions and billing discrepancies. Nketia-Amponsah et al. (2023) found that in Ghana, the prompt resolution of customer issues, such as incorrect billing or technical failures, significantly enhances customer satisfaction with prepaid electricity services. Similarly, in Ethiopia, Abebe and Tekle (2020) showed that the ability of service providers to respond quickly to customer complaints, including handling service interruptions and inquiries, greatly influences customer perceptions of service quality. Across the African continent, customers in the electricity sector value responsiveness because it demonstrates that service providers are attentive to their needs and are committed to resolving problems efficiently.
In Tanzania, responsiveness is a critical element of customer satisfaction with LUKU services, particularly in rural areas like Nyang’hwale District. Research by Magesa and Lyimo (2021) highlights those Tanzanian customers highly value prompt and efficient responses to service-related issues, including power outages and billing disputes. The ability of LUKU service providers to address complaints quickly and provide timely feedback is seen as a major factor in enhancing customer satisfaction. In rural areas, where access to alternative energy sources is limited, responsiveness becomes even more vital, as delayed service recovery can severely impact daily activities. Therefore, ensuring timely and effective responses to customer inquiries and problems is essential for improving satisfaction and trust in LUKU services.
2.4.4 
Service Assurance and Luku Customer Satisfaction at Nyang’hwale District TC "2.4.4 
Service Assurance and Luku Customer Satisfaction at Nyang’hwale District" \f C \l "1" 
Globally, assurance is a key component of customer satisfaction, especially in service sectors where trust and reliability are paramount. Assurance refers to the competence, courtesy, and ability of service personnel to inspire trust and confidence in customers. Research across various sectors, including utilities, shows that when customers perceive that service providers have knowledgeable and competent staff, they are more likely to trust the service and feel satisfied. In developed countries, studies emphasize that assurance, provided through clear communication, technical expertise, and courteous interactions, significantly enhances customer satisfaction (Jones & Smith, 2021). Customers feel more secure and valued when service staff can effectively address their concerns and provide reliable solutions, reinforcing the overall service quality.
In many African countries, assurance is also a critical driver of customer satisfaction in the electricity sector. Setlhare and Phiri (2020) found that in Botswana, customers' confidence in the utility provider’s competence and integrity is a major factor influencing their satisfaction. Assurance provided by knowledgeable and courteous staff boosts customer trust in the service, leading to higher satisfaction. Similarly, Nyanga et al. (2018) assert that in Zimbabwe, customers are more satisfied with electricity services when they perceive the service personnel as competent and reliable. This perception of competence, coupled with a sense of safety in service delivery, is crucial for fostering trust in service providers across Africa, where service reliability can often be inconsistent.
In Tanzania, assurance is particularly significant in the context of LUKU services. A study by Temu and Mushi (2022) indicates that customer satisfaction with LUKU services is highly influenced by the perceived competence and courtesy of the service staff. Tanzanian customers tend to place a high value on interactions with knowledgeable employees who can efficiently resolve their service issues, such as technical glitches or billing disputes. The ability of LUKU service staff to provide clear and helpful information reinforces customer trust in the system, especially in rural areas like Nyang’hwale, where alternative electricity options are limited. Ensuring that staff are well-trained and courteous not only improves customer satisfaction but also helps build long-term customer loyalty to LUKU services.
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2.4.5
 Service Empathy and Luku Customer Satisfaction at Nyang’hwale District TC "2.4.5
 Service Empathy and Luku Customer Satisfaction at Nyang’hwale District" \f C \l "1" 
Empathy, one of the key dimensions of service quality, refers to the ability of service providers to understand and cater to individual customer needs and concerns. Globally, empathy has been recognized as a critical factor in improving customer satisfaction, especially in service sectors that require close interaction between customers and service providers. Studies show that customers feel more valued when service providers offer personalized attention and demonstrate a genuine concern for their needs (Jones & Martin, 2021). In competitive service industries, empathy is a key differentiator that enhances customer loyalty and fosters long-term relationships. Companies that prioritize empathy tend to see higher levels of customer satisfaction because they address unique customer concerns in a more personalized manner.

In the African utility sector, empathy is equally significant in influencing customer satisfaction. Chirwa and Banda (2022) found that in Malawi, service providers' empathy, such as understanding and addressing individual customer needs, significantly enhances satisfaction. The ability to adapt services to the unique circumstances of customers, especially in areas where access to utilities is inconsistent, strengthens customer trust in the service provider. Similarly, research by Mulenga et al. (2023) in Zambia highlights that personalized attention and care are crucial in shaping customer satisfaction, particularly in rural areas where service accessibility might be limited. In these contexts, empathy is vital for ensuring that customers feel understood and supported by their service providers, even when technical issues arise or services are delayed.
In Tanzania, especially in rural districts like Nyang’hwale, empathy plays an essential role in customer satisfaction with utility services like LUKU. Ngowi and Mponzi (2023) found that Tanzanian customers place a high value on personalized attention from service providers. In areas where access to electricity services can be challenging, customers appreciate when utility providers understand their unique circumstances and offer tailored solutions. The empathy shown by service staff—whether through addressing billing issues or understanding the impact of service disruptions on daily life—can greatly enhance customer satisfaction in these regions. For LUKU services in particular, ensuring that service personnel demonstrate empathy and understanding towards customers' specific challenges can lead to improved satisfaction and customer loyalty, especially in underserved rural areas where customers have fewer alternatives.

By addressing empathy, service providers in Tanzania and across Africa can build stronger relationships with customers, ensuring that their services meet the unique needs of individuals while fostering higher satisfaction levels. This highlights the importance of integrating empathy into customer service strategies to create more positive customer experiences.
2.5 
Research Gap TC "2.5 
Research Gap" \f C \l "1" 
Despite the extensive body of literature on service quality and customer satisfaction, several gaps persist that necessitate further investigation.
 The theoretical gap exists as many studies predominantly apply the SERVQUAL model without considering the unique contextual factors influencing service quality in rural electrification programs. Specifically, there is a lack of theoretical frameworks that integrate the challenges posed by rural infrastructure, socio-economic conditions, and cultural differences into the service quality assessment (Khan, Mahmood, & Yasin, 2020). 
Theoretical frameworks often fail to account for how these factors interact with traditional service quality dimensions such as reliability, responsiveness, and assurance, potentially leading to an incomplete understanding of customer satisfaction in rural settings (Zeithaml, Bitner, & Gremler, 2020). Additionally, existing theories frequently overlook the evolving nature of customer expectations in rural areas, which may differ significantly from urban settings due to varying service access and quality levels.

The knowledge gap is evident as there is limited empirical research specifically addressing the service quality and customer satisfaction of LUKU services in Tanzania, particularly in rural districts like Nyang’hwale. Most studies focus on urban areas, leaving a significant void in understanding the rural customer experience (Khan, Mahmood, & Yasin, 2020). 
The contextual gap highlights the lack of localized studies that consider the specific demographic and infrastructural characteristics of Nyang’hwale. Generalizing findings from urban to rural contexts without contextual adjustments can lead to inaccurate conclusions and ineffective policy recommendations. 
Lastly, the methodological gap points to the need for robust and comprehensive data collection and analysis techniques tailored to the rural context. Previous studies often employ generic methodologies that may not capture the nuanced dynamics of rural service quality and satisfaction (Hair et al., 2023). Addressing these gaps, particularly by developing and applying theories that are sensitive to the specific conditions of rural electrification, can provide a more holistic understanding of the factors influencing customer satisfaction with LUKU services in rural Tanzania.
2.6 
Conceptual Framework TC "2.6 
Conceptual Framework" \f C \l "1" 
The conceptual framework based on the SERVQUAL model provides a comprehensive approach to analyzing customer satisfaction with LUKU services in Nyang’hwale District. By exploring each dimension's impact on satisfaction, this framework helps identify specific areas for service improvement, ultimately contributing to better customer experiences and more effective service delivery.
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2.7 
Theoretical Framework 

This section explains the relationship between SERVQUAL elements with Customer satisfaction.
2.7.1 
The Effect of Service Reliability on LUKU Customer Satisfaction at Nyangh’wale TC "2.7.1 
The Effect of Service Reliability on LUKU Customer Satisfaction at Nyangh’wale" \f C \l "1" 
Service reliability is a critical determinant of customer satisfaction globally. Theoretical frameworks, such as Parasuraman, Zeithaml, and Berry’s SERVQUAL model, highlight reliability as a core dimension of service quality, directly impacting customer perceptions and satisfaction (Parasuraman et al., 2019). Reliable services ensure consistent performance and trust, fostering positive customer experiences and loyalty. For instance, consistent and dependable services are crucial in sectors like utilities and telecommunications, where disruptions can significantly impact customer satisfaction. Studies have shown that when services meet or exceed expectations consistently, customers are more likely to express higher satisfaction and engage in positive word-of-mouth, enhancing customer retention and business growth.
In Africa, the significance of service reliability in influencing customer satisfaction is equally pronounced. Service sectors such as utilities and banking face challenges related to service disruptions and inconsistencies. A study in Ghana by Agyapong (2019) revealed that service reliability is a key determinant of customer satisfaction in the banking sector. This relationship is crucial in regions where service interruptions are common, and customers have high expectations for reliable services. Ensuring service reliability in Africa can significantly enhance customer satisfaction, leading to greater customer loyalty and positive perceptions of service providers.
In Tanzania, the relationship between service reliability and customer satisfaction is evident in the context of the LUKU (Lipa Umeme Kadiri Utumiavyo) prepaid electricity service provided by TANESCO (Tanzania Electric Supply Company). A study by Lwoga, Mutula, and Lwoga (2020) highlighted that the reliability of the LUKU service is a significant predictor of customer satisfaction. Consistent and reliable electricity supply is essential for daily life and economic activities in Tanzania. When customers experience reliable service without frequent outages or technical issues, their satisfaction with LUKU increases, enhancing the overall perception of TANESCO's services. 
This underscores the importance of service reliability in meeting customer expectations and achieving high satisfaction levels

Hypothesis 1: A positive relationship exists between the reliability of LUKU services and customer satisfaction in Nyang’hwale District.
2.7.2 
The Effect of Tangibles on Customer Satisfaction with Luku Services in Nyang’hwale District TC "2.7.2 
The Effect of Tangibles on Customer Satisfaction with Luku Services in Nyang’hwale District" \f C \l "1" 
Tangibles, as a dimension of service quality, play a significant role in shaping customer satisfaction worldwide. According to the SERVQUAL model developed by Parasuraman et al., (2019), tangibles refer to the physical aspects of service delivery, such as the appearance of physical facilities, equipment, personnel, and communication materials. Tangibles are often the first point of contact between customers and service providers, making them crucial in forming initial impressions and setting expectations. Studies have shown that the quality and condition of tangibles can significantly impact customer perceptions and satisfaction. High-quality tangibles can enhance the perceived value of the service, leading to greater customer satisfaction and loyalty.
In Africa, the importance of tangibles in customer satisfaction is evident across various sectors. For instance, in the hospitality and banking industries, the physical environment, including the cleanliness, modernity, and functionality of facilities, significantly influences customer satisfaction. A study by Narteh (2018) in Ghana found that tangibles were a critical factor in determining customer satisfaction in the banking sector. Customers value well-maintained and visually appealing environments, which contribute to their overall service experience. In regions where tangible aspects are neglected, customer satisfaction tends to be lower, highlighting the importance of investing in physical resources to enhance service quality.

In Tanzania, the relationship between tangibles and customer satisfaction is particularly relevant in the context of the LUKU (Lipa Umeme Kadiri Utumiavyo) prepaid electricity service provided by TANESCO (Tanzania Electric Supply Company). A study by Bayo, Mchomvu, and Ramadhani (2020) indicated that the tangibles associated with the LUKU service, such as the quality of metering devices, the physical state of service centres, and the accessibility of payment points, significantly affect customer satisfaction. Well-maintained and user-friendly equipment, along with modern and accessible service centres, contribute to a positive customer experience. Conversely, poor-quality tangibles can lead to frustration and dissatisfaction among customers, undermining their overall perception of the service.

H2: The quality of tangible aspects positively influences customer satisfaction with LUKU services in Nyang’hwale District
2.7.3 
The Effect of Responsiveness on Customer Satisfaction with Luku Services in Nyang’hwale District TC "2.7.3 
The Effect of Responsiveness on Customer Satisfaction with Luku Services in Nyang’hwale District" \f C \l "1" 
Globally, the theoretical relationship between responsiveness and customer satisfaction is well-documented. Responsiveness, defined as the willingness and ability of a service provider to help customers and provide prompt service, is a critical component of service quality models such as SERVQUAL developed by (Parasuraman at el., 2019), This dimension highlights the importance of timely and effective responses to customer inquiries and issues, significantly influencing customer satisfaction. Studies have shown that when service providers are responsive, customers feel valued and their needs acknowledged, leading to higher satisfaction. For instance, a global study on service industries by Zeithaml, Bitner, and Gremler (2020) reinforced the notion that responsiveness is a key driver of customer satisfaction and loyalty, as prompt and effective service meets or exceeds customer expectations.
In Africa, responsiveness plays an equally vital role in determining customer satisfaction, particularly in service sectors such as telecommunications, banking, and utilities. The often-challenging service environments in many African countries make responsiveness even more crucial. Research by Chinomona and Sandada (2013) in the South African retail sector found that responsiveness was a significant predictor of customer satisfaction and loyalty. The study emphasized that customers in Africa place a high value on the speed and efficiency with which their service providers address their concerns and queries. This finding is supported by a broader review of service quality in sub-Saharan Africa, which identified responsiveness as a critical area for improvement to enhance customer satisfaction and competitive advantage (Auka, Bosire, and Matern, 2023).
In Tanzania, the theoretical relationship between responsiveness and customer satisfaction is particularly relevant in the context of the LUKU (Lipa Umeme Kadiri Utumiavyo) prepaid electricity service provided by TANESCO (Tanzania Electric Supply Company). A study by Lwoga, Mutula, and Lwoga (2020) underscored that responsiveness significantly impacts customer satisfaction with LUKU services. The research highlighted that prompt responses to customer issues, such as recharging problems or technical faults, greatly influence customer perceptions of service quality. Customers who experience quick and efficient resolution of their problems are more likely to be satisfied with the service. Given the critical nature of electricity supply for daily life and economic activities in Tanzania, TANESCO's ability to respond swiftly and effectively to customer needs directly correlates with higher levels of customer satisfaction and trust in the service provider.

Hypothesis 3: A positive relationship exists between service responsiveness and customer satisfaction with LUKU services in Nyang’hwale District.
2.7.4 
The Role of Assurance in Customer Satisfaction with LUKU Services in Nyang’hwale District TC "2.7.4 
The Role of Assurance in Customer Satisfaction with LUKU Services in Nyang’hwale District" \f C \l "1" 
Assurance, one of the dimensions of the SERVQUAL model developed by Parasuraman et al., (2019), refers to the knowledge and courtesy of employees and their ability to convey trust and confidence. Globally, assurance plays a crucial role in shaping customer satisfaction, especially in service industries where the intangible nature of services requires customers to rely on the trustworthiness and competence of service providers. For instance, when customers feel assured of the reliability and expertise of a service provider, it positively impacts their overall satisfaction and loyalty. A 2020 study by Bai et al. highlighted that assurance significantly influences customer satisfaction and trust, particularly in high-involvement services where customers' perceptions of service quality are closely tied to their confidence in the service provider.
In Africa, assurance is equally important in determining customer satisfaction. In many African countries, service industries face challenges such as infrastructural limitations and resource constraints, making assurance even more critical. 
A study conducted by Chinomona and Sandada (2020) in Zimbabwe emphasized that assurance, including the competence and courtesy of service personnel, was a key determinant of customer satisfaction in the retail banking sector. This finding is reflective of broader trends across the continent, where ensuring customers feel confident in the services provided is essential for maintaining high levels of satisfaction and fostering customer loyalty.
In Tanzania, assurance is a significant factor influencing customer satisfaction with the LUKU (Lipa Umeme Kadiri Utumiavyo) prepaid electricity service provided by TANESCO (Tanzania Electric Supply Company). A 2020 study by Magasi explored the relationship between service quality dimensions and customer satisfaction with LUKU services. The findings indicated that assurance, encompassing the knowledge, professionalism, and courtesy of TANESCO staff, was crucial in enhancing customer satisfaction. When customers trust that TANESCO employees are knowledgeable and capable of handling issues efficiently, it boosts their confidence in the service and increases their satisfaction levels. This is particularly important in the Tanzanian context, where reliable and assured electricity service is vital for both households and businesses.

Hypothesis 4: Assurance positively affects customer satisfaction with LUKU services in Nyang’hwale District.
2.7.5 
To Determine the Effect of Empathy on Customer Satisfaction with LUKU Services in Nyang’hwale District TC "2.7.5 
To Determine the Effect of Empathy on Customer Satisfaction with LUKU Services in Nyang’hwale District" \f C \l "1" 
Empathy, defined as the ability to understand and share the feelings of others, is a crucial dimension of service quality that significantly influences customer satisfaction worldwide. Theoretical models such as SERVQUAL, developed by Parasuraman at al., (2019), identify empathy as a key component of service quality. Empathy involves personalized attention, understanding customer needs, and showing genuine care. When service providers demonstrate empathy, they build stronger emotional connections with customers, leading to higher satisfaction levels. Studies have shown that empathy not only enhances customer satisfaction but also fosters trust and loyalty, contributing to long-term customer relationships and positive word-of-mouth.

In Africa, empathy plays a vital role in shaping customer satisfaction, especially in sectors where personal interactions are frequent. 
Research has indicated that in contexts where customers often face service challenges, such as in healthcare, banking, and utilities, empathetic service delivery significantly boosts customer satisfaction. For example, a study by Chiguvi and Guruwo (2017) in Botswana's banking sector found that empathy positively affected customer satisfaction and loyalty. Customers who perceive that their service providers understand and care about their needs are more likely to be satisfied and continue using the service.
In Tanzania, the theoretical relationship between empathy and customer satisfaction is evident in the context of the LUKU (Lipa Umeme Kadiri Utumiavyo) prepaid electricity service provided by TANESCO (Tanzania Electric Supply Company). According to Lwoga, Mutula, and Lwoga (2020), empathy is a critical determinant of customer satisfaction with LUKU services. When TANESCO staff show understanding and concern for customers' issues, whether it involves billing problems or service interruptions, customers feel valued and supported. This empathetic approach helps to alleviate frustration and enhances the overall customer experience. Given the importance of reliable electricity for daily life and economic activities in Tanzania, demonstrating empathy can lead to improved customer satisfaction and a more positive perception of TANESCO's services.

Hypothesis 5: The level of empathy shown by LUKU service providers has a positive relationship with customer satisfaction in Nyang’hwale District.

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 section describes the research approach, study area, target population, sample and sampling procedures, methods to be used for data collection, and their administration. The chapter describes how different types of data were used and analyzed.
3.2 
Research Philosophy TC "3.2 
Research Philosophy" \f C \l "1"  

The use of positivist research philosophy in this study is centred on the belief that knowledge is derived from observable and measurable facts (Zyphur & Pierides, 2020).

Positivism emphasizes objectivity, consistency, and the use of empirical evidence to develop reliable insights. By adopting a positivist approach, this study can systematically collect quantifiable data and analyze it using statistical methods, ensuring the findings are unbiased and replicable. This approach is particularly valuable when investigating phenomena such as customer satisfaction with the LUKU service, as it allows for clear, evidence-based conclusions that can be generalized across similar contexts. The focus on empirical data also helps in identifying patterns and relationships that can inform practical, real-world decision-making, which is crucial for developing effective strategies to enhance service quality and customer satisfaction (Adil & Alharthi, 2021).
3.3 
Research Approach TC "3.3 
Research Approach" \f C \l "1" 
The research approach is a comprehensive plan that outlines the strategy and procedures for collecting and analyzing data to achieve the research objectives (Creswell, 2020). In the context of this study on factors affecting LUKU service customer satisfaction in Nyang’hwale District, the research approach aligns with the positivist philosophy. It employs a quantitative analysis. This approach ensures that the findings are objective, reliable, and applicable to understanding the context of LUKU services in Tanzania.
3.4 
Research Design TC "3.4 
Research Design" \f C \l "1" 
According to (Saunders, 2020), Explanatory research design, also known as causal research design, aims to explain the relationships between variables, identifying the causes and effects within those relationships. 
In the context of the title "Factors Affecting LUKU Service Customer’s Satisfaction in Tanzania: A case of TANESCO Nyang’hwale" the explanatory research design would focus on understanding how various factors influence customer satisfaction with the LUKU service provided by TANESCO in Nyang’hwale.
3.5 
Area of the Study TC "3.5 
Area of the Study" \f C \l "1" 
The study was conducted in Nyang’hwale District which is among the areas with LUKU service study because of envisioned customers. Considering the wider coverage of LUKU services across the country and the limitation of resources, Nyang’hwale District is deemed to be suitable for the study because of the envisioned availability of relevant information related to the perceived quality of LUKU services and how customers are satisfied with the service offered.

However, Choosing Nyang’hwale as a case study for examining LUKU service customer satisfaction is scientifically justified due to its representativeness of rural challenges, diverse demographics, specific power supply issues, policy relevance, and practical feasibility. This approach will provide valuable insights that can be generalized to similar rural contexts in Tanzania and other developing countries. The results will not only enhance our understanding of rural customer satisfaction but also inform targeted improvements in service delivery and policy implementation, ultimately contributing to a better quality of life in rural communities (World Bank, 2021).
However, Nyang’hwale District was purposefully selected as the study area due to its growing demand for prepaid electricity services (LUKU) and the noticeable concerns raised by customers regarding service quality. The district represents a typical rural Tanzanian setting where access to reliable electricity services significantly affects household and business activities. 
3.6 
Study Population TC "3.6 
Study Population" \f C \l "1" 
The target population is the group of elements or individuals to which the researcher aims to make an inference (Fricker, 2019). For this study, the target population comprises individuals residing in the Nyang’hwale District who are customers of TANESCO
Specifically, the study focuses on the 430 individuals within the Nyang’hwale District Council who TANESCO serves. From this, a sample will be drawn to represent the core customer base whose satisfaction and experiences with the LUKU services are being evaluated.
3.7 
Sampling TC "3.7 
Sampling" \f C \l "1" 
3.7.1 
Sampling Techniques TC "3.7.1 
Sampling Techniques" \f C \l "1" 
The sampling technique used in this study is a combination of stratified random sampling and simple random sampling. Initially, the population of TANESCO customers in Nyang’hwale District will be divided into distinct strata based on key characteristics such as geographic location (e.g., urban vs. rural areas) and demographic factors (e.g., age, and gender). This stratification ensures that all significant subgroups within the population are adequately represented in the sample (Hair, Black, Babin, & Anderson, 2019). 

Once the strata are defined, a simple random sampling method will be employed within each stratum to select individual participants (Saunders, 2020). This involves randomly selecting individuals from each subgroup to participate in the study, ensuring that every customer within each stratum has an equal chance of being included. This approach enhances the sample's representativeness, reduces sampling bias, and improves the reliability and validity of the findings related to customer satisfaction with TANESCO's LUKU services.
3.7.2 
Sample Size TC "3.7.2 
Sample Size" \f C \l "1" 
The sample size is determined by using Slovin ‘s formula of sample size calculation which is given as

Whereby;
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N= Total Tanesco Customers at Nyang’hwale District

n= Sample size

e= error tolerance

Given that

N=430 (NYANG’HWALE-TANESCO, 2023)
e= 0.05 which is at 95% CI
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n= 208

Therefore, the sample size is 208 respondents
3.8 
Data Collection TC "3.8 
Data Collection" \f C \l "1" 
The data collection strategy for this study involves using structured questionnaires to gather quantitative data from LUKU service customers (Hancock, Algozzine, & Lim, 2021). This quantitative approach ensures a comprehensive understanding of customer satisfaction and the factors influencing it Sameen et al. (2020). The careful design and administration of data collection tools and procedures help to ensure the reliability and validity of the findings, contributing to actionable insights for improving LUKU services in Nyang’hwale District. 
3.9 
Data Processing TC "3.9 
Data Processing" \f C \l "1"  

3.9.1 
Pilot Study Results TC "3.9.1 
Pilot Study Results" \f C \l "1"  

Pilot study results refer to the initial findings obtained from a small-scale preliminary investigation carried out before the main research. The purpose of a pilot study is to assess the feasibility, reliability, and validity of the research methods and instruments, ensuring that they are appropriate for larger-scale implementation (Smith & Davis, 2021). These results provide valuable insights that allow researchers to refine their study design, data collection tools, and analytical methods, thereby improving the overall quality of the main research (Jones et al., 2022).

In this study, a pilot test was conducted to assess the participants' familiarity with the scales used in the questionnaire. Fifteen (15) TANESCO customers from Nyang’hwale were selected for the pilot, though they did not take part in the main study. Each participant was provided with a questionnaire, which was later reviewed and verified for accuracy. The data collected during this pilot phase were entered into STATA version 18 for analysis to ensure the validity and reliability of the instruments. 
The results confirmed that the research tool was appropriate and that the scales used in the questionnaire were reliable and valid for the intended purpose.
3.9.2 
Error Check TC "3.9.2 
Error Check" \f C \l "1" 
Every piece of data provided by the survey participants was thoroughly reviewed for 
accuracy. A second, more experienced individual conducted a verification process to ensure that the dataset and questionnaires were correctly completed and that all information was accurately recorded (Smith & Al-Khalifa, 2021). Any identified errors were promptly corrected. Additionally, further descriptive statistical tests were performed to detect any items that fell outside the acceptable response range for the scale used, ensuring the data's reliability and integrity.  
3.9.3 
Missing Data TC "3.9.3 
Missing Data" \f C \l "1"  
Missing data were identified using the STATA Missing Value Analysis (MVA). For independent and dependent variable scales, missing data rates should be below 5%; rates above this threshold indicate the presence of random missing data. Data imputation was performed using Excel to address any gaps (Kang, & Maxwell, 2020).
3.10
Data Analysis TC "3.10
Data Analysis" \f C \l "1" 
Descriptive Statistics and multiple regressions were used to analyze data in this study. Descriptive statistics was used to describe the variable's frequencies, parentages, minimum, maximum, means and standard deviations. Multiple regression analysis was employed to explain the relationship between the study variables because such is the situation. One dependent variable (Customer Satisfaction) and some independent variables (Reliability, responsiveness, Assurance, Empathy, and Tangibles) were analyzed using the statistical method known as multiple regressions (Peersman, 2014). To forecast the eventual outcome of the single dependent value, multiple regression analysis uses independent variables with known values (McLeod, 2013).
3.10.1
Regression Model TC "3.10.1
Regression Model" \f C \l "1" 
Multiple linear regression model specification is given by the following:

                                        Yi = a + β1X1 + β2X2 + β3X3+ β4X4 + β5X5 + µi

Where:  Yi:  Customer satisfaction

X1= Reliability

X2= Responsiveness

X3=Assurance

X4= Empathy

X5=Tangibles

µi= Error term

a= Constant term

Bi is the coefficient on the first, second, third, fourth, and fifth; whereby i= 1, 2,3,4,5
3.11
Regression Assumption TC "3.11
Regression Assumption" \f C \l "1" 
In a typical regression model, the Ordinary Least Square (OLS) regression assumptions are critical to ensure accurate analysis and valid conclusions. The five key assumptions were thoroughly evaluated to ensure the data met the criteria for OLS regression. These assumptions include multicollinearity, homoscedasticity, the presence of outliers, linearity, and normality of the residuals (Greene, 2018; Park, 2021). Meeting these assumptions is essential for the robustness and reliability of the regression results.
3.11.1
Normality TC "3.11.1
Normality" \f C \l "1" 
For a linear regression model to perform effectively, the residuals—the differences between observed and predicted values must follow a normal distribution (Schmidt & Finan, 2018). To assess this, a histogram is commonly used, where the residuals should form a bell-shaped curve, indicating normality with a mean near 0 and a standard deviation close to 1. According to recent studies, such a distribution is essential to ensure the validity of statistical inferences drawn from the model (Linden & Yarnold, 2022; Williams, 2022). This check helps confirm that the data adheres to the assumptions of normality necessary for reliable regression analysis.
3.11.2
Linearity TC "3.11.2
Linearity" \f C \l "1"  

Regression analysis requires that the relationship between independent and dependent variables be linear, meaning that the mean value of the dependent variable should follow a straight line for each increment of the predictor variable (Uyanık & Güler, 2013). To verify this assumption, Probability-Probability (P-P) plots are commonly used, which display the data points along a diagonal line, indicating a linear relationship. This method helps confirm the linearity necessary for valid regression analysis (Kang, 2020; Shrestha, 2020). Ensuring linearity is crucial for drawing accurate conclusions from the regression model.
3.11.3
Outlier Assumption TC "3.11.3
Outlier Assumption" \f C \l "1" 
The regression assumption states that residual values beyond the range of ±3 are considered outliers. Outliers can distort estimates of metrics such as the mean and may significantly impact the sum of squares, making them appear as outliers. Since the standard error is often derived from these sums of squares, any bias introduced by outliers can affect the accuracy of the standard error and the confidence intervals. If outliers are identified, it is necessary to remove the case to ensure accurate analysis (Kline, 2021; Osborne, 2022).
3.11.4
Homoscedasticity TC "3.11.4
Homoscedasticity" \f C \l "1"  

Regression assumes that the variance of the error term remains constant across all levels of the independent variables, a condition known as homoscedasticity. To assess this, scatter plots of standardized residuals against predicted values are often used. If the points are evenly distributed in a rectangular pattern across the range of the independent variables, this indicates homoscedastic data (Osborne & Waters, 2019). 
However, if the scatter plot reveals a cone-shaped pattern, it suggests the presence of heteroscedasticity, and using robust standard errors may be necessary to correct for this issue (Hayes, 2022).
3.11.5
Multicollinearity TC "3.11.5
Multicollinearity" \f C \l "1" 
Multiple regression assumes the absence of multicollinearity, meaning that the independent variables should not be highly correlated with each other. To assess this, the Variance Inflation Factor (VIF) is used. VIF values greater than a threshold of 5 indicate a potential multicollinearity issue. Remedies for multicollinearity include identifying and removing problematic variables that contribute to the multicollinearity risk (Craney & Surles, 2002). By doing so, the stability and accuracy of the regression model can be improved (Akinwande, Dikko, & Samson, 2015)
3.12
Measurement of Variables TC "3.12
Measurement of Variables" \f C \l "1" 
3.12.1 
Measurement of Variables TC "3.12.1 
Measurement of Variables" \f C \l "1" 
In this study, the primary dependent variable is customer satisfaction, categorized into two groups: 0 = Unsatisfied and 1 = Satisfied. The independent variables include reliability, responsiveness, assurance, empathy, and tangibles, each assessed to determine its impact on customer satisfaction. These independent variables are measured on an ordinal scale using a Likert scale, allowing for the evaluation of how each factor influences the overall satisfaction of customers.
3.13 
Validity TC "3.13 
Validity" \f C \l "1" 
Validity refers to the degree to which an instrument accurately measures the construct it is intended to measure. In research, ensuring the validity of a questionnaire or other measurement tools is essential to guarantee that the findings are accurate and meaningful. According to Taherdoost (2020), validity can be broadly categorized into different types, such as content validity, construct validity, and criterion-related validity, each addressing specific aspects of measurement accuracy.
In this study, content validity was assessed by distributing the questionnaire to several experts in the field. These experts reviewed the items and confirmed that they adequately captured the attributes the study aimed to measure, ensuring that the instrument aligns with the theoretical framework of the research. This process aligns with the notion that involving subject matter experts helps verify that the content is comprehensive and relevant, as suggested by Boateng et al. (2018).
In addition to expert validation, modern approaches to validity assessment also involve statistical methods, such as factor analysis, to ensure that the constructs are accurately measured (DeVellis, 2020). Therefore, by relying on expert judgment and ongoing statistical evaluations, the instrument’s validity is reinforced, ensuring that it accurately reflects the intended variables and constructs.
3.14
Reliability TC "3.14
Reliability" \f C \l "1" 
The reliability analysis of the five service quality dimensions—Tangible, Responsiveness, Empathy, Reliability, and Assurance shows high internal consistency for all variables, as indicated by Cronbach's alpha values well above the acceptable threshold of 0.70 (Lomax & Schumacker, 2020). Specifically, Empathy has the highest reliability (α = 0.9412), followed by Assurance (α = 0.9344), Responsiveness (α = 0.9341), Tangible (α = 0.9313), and Reliability (α = 0.9296). These high Cronbach's alpha values suggest that the items within each category consistently measure the respective constructs, indicating that the measurement scales used in the study are highly reliable (Tavakol & Dennick, 2021)
Table 3.1 Reliability Test Results TC "Table 3.1 Reliability Test Results" \f T \l "1"  
	S/N
	Variable
	Number of Items
	Cronbach’s Alpha

	1
	Tangible
	9
	0.9313

	2
	Responsiveness
	9
	0.9341

	3
	Empathy
	9
	0.9412

	4
	Reliability
	9
	0.9296

	5
	Assurance
	9
	0.9344


Source: Data Analysis (2024).
3.15 
Ethical Considerations TC "3.15 
Ethical Considerations" \f C \l "1" 
In conducting the research study, the researcher observed ethical aspects such as obtaining permission from the relevant authorities such as an officer of Regional Administrative Secretary, and office of Nyang’hwale District council to conduct a research study in the respective area.  

Researcher has to obtain informed consent from all participants involved in the study (Nijhawan et al., 2013). This involves providing detailed information about the purpose, procedures, risks, and benefits of the research, and allowing participants to voluntarily consent to participate. 

Also, participation in the research were voluntary, and participants were free to withdraw from the study at any time without facing any negative consequences. Researcher ensured that there is no coercion or undue pressure placed on participants to participate in the study. Moreover, researchers   protected the confidentiality and anonymity of participants' personal information and responses (Wiles, Crow, Heath, & Charles, 2008). This includes securely storing data, using coded identifiers instead of personal identifiers, and presenting aggregated findings to prevent individual participants from being identified.

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

This chapter presents and discusses the findings on the effects of LUKU service quality and customer satisfaction in Nyang’hwale District.   The following five (5) specific objectives were pursued: (i) to determine the effect of service reliability on LUKU customer satisfaction at Nyang’hwale District, (ii) to determine the effect of tangibles on customer satisfaction with LUKU services in Nyang’hwale District, (iii) to determine the effect of responsiveness on customer satisfaction with LUKU services in Nyang’hwale District, (iv) to determine the effect of assurance in customer satisfaction with LUKU services in Nyang’hwale District, and (v) to determine the effect of empathy on customer satisfaction with LUKU services in Nyang’hwale District. The sample characteristics are described in Section 4.2, and the study variables are described in Section 4.3, which is based on SERVQUAL elements. The regression assumption test is shown in Section 4.4. In Section 4.5, the regression findings are presented.
4.2
Demographic Characteristics of Respondents TC "4.2
Demographic Characteristics of Respondents" \f C \l "1"  

The demographic profile of respondents plays a critical role in understanding the composition and characteristics of the study population. This section provides an overview of the age, gender, education level, occupation, and time spent using the LUKU service by the respondents. These variables are essential in establishing the context for analyzing customer satisfaction with LUKU services, as individual demographic characteristics may influence perceptions and experiences.

Regarding age, gender, and education level, the respondents reflect a diverse cross-section of the population, which helps ensure that the findings are relevant to a wide audience. Additionally, their occupational status and the time they have used the LUKU service offer valuable insights into how their varying experiences might shape their satisfaction levels.

The data presented in the tables highlight the distribution of respondents across these key demographic variables, providing a comprehensive understanding of the sample. This descriptive analysis will serve as the foundation for further interpretation and correlation with customer satisfaction indicators, which are examined in the subsequent sections.
4.2.1
Age of Respondents TC "4.2.1
Age of Respondents" \f C \l "1"  

Table 4.1 reveals that the majority of respondents fall within the age group of 26–35 years, making up 43.96% of the total sample. This indicates that a significant portion of the respondents are in their prime working age, possibly reflecting high engagement with LUKU services due to active household management or financial responsibilities. The second largest group is 18–25 years at 21.26%, likely younger adults who are either beginning to engage with utility services or are still dependent. The 36–45 years group comprises 17.39%, followed by 46–55 years at 11.11%, and lastly, 56+ years at 6.28%.

The predominance of younger and middle-aged respondents has key implications for customer satisfaction with LUKU services. These age groups are more likely to be familiar with mobile technology and digital payment systems, which are central to accessing LUKU services. As such, their expectations regarding service efficiency, reliability, and responsiveness may be higher. Their tech-savviness might also make them more sensitive to delays, outages, or poor customer service, influencing their overall satisfaction. Conversely, the relatively lower representation of older respondents may suggest barriers in accessing or using LUKU services among this group, which could inform targeted improvements in service accessibility and user education.
Table 4.1 Age of Respondents TC "Table 4.1 Age of Respondents" \f T \l "1"  

	
	Frequency
	Percent

	Valid
	18-25 years
	44
	21.26

	
	26-35 years
	91
	43.96

	
	36-45 years
	36
	17.39

	
	46-55 years
	23
	11.11

	
	56+ years
	13
	6.28

	
	Total
	208
	100.0


Source: Field Data 2024
4.2.2
Gender of the Respondents TC "4.2.2
Gender of the Respondents" \f C \l "1" 
Table 4.2 indicates that the gender distribution among respondents is relatively balanced, with males making up 51.9% and females accounting for 48.1% of the total sample. This slight majority of male respondents suggests that both genders are almost equally represented in the study, with a marginally higher participation of males.

The near parity in gender distribution has important implications for interpreting customer satisfaction with LUKU services. It implies that the findings reflect perspectives from both male and female users, reducing potential gender bias in assessing service quality. Additionally, it allows for a more comprehensive understanding of how service delivery may meet or fall short of expectations across genders. For instance, if there are observed differences in satisfaction levels between male and female respondents, this balanced representation strengthens the reliability of such findings and may point to gender-specific service needs or usage behaviors that should be addressed by providers.
Table 4.2 Gender of Respondents TC "Table 4.2 Gender of Respondents" \f T \l "1"  

	
	Frequency
	Percent

	Valid
	Male
	108
	51.9

	
	Female
	100
	48.1

	
	Total
	208
	100.0


Source: Field Data 2024
4.2.3
Education Level of Respondents TC "4.2.3
Education Level of Respondents" \f C \l "1"  

The table shows that the majority of respondents hold a Diploma, accounting for 39.9%, followed by those with a Secondary Certificate at 32.2%, and Primary Certificate holders at 23.1%. Only 4.8% of the respondents have a Bachelor's degree. This distribution indicates that most respondents have attained at least secondary or post-secondary education, suggesting a moderate to high level of literacy and the capacity to engage with services like LUKU.

The implications of this educational profile are significant for customer satisfaction and service design. Users with a Diploma or Secondary education are likely to understand basic service procedures, follow instructions, and use mobile or digital platforms with relative ease. However, the small proportion of Bachelor’s degree holders suggests that highly technical or complex service communication may not be suitable for the broader user base. Therefore, LUKU service providers should focus on delivering information in a simple, clear, and user-friendly manner—particularly for those with lower educational attainment. Enhancing service clarity and customer support can improve satisfaction levels across all educational groups.
Table 4.3 Education Level of the Respondents TC "Table 4.3 Education Level of the Respondents" \f T \l "1"  

	
	Frequency
	Percent

	Valid
	Primary Certificate
	48
	23.1

	
	Secondary Certificate
	67
	32.2

	
	Diplomat
	83
	39.9

	
	Bachelor
	10
	4.8

	
	Total
	208
	100.0


Source: Field Data 2024
4.2.4
Occupation of Respondents TC "4.2.4
Occupation of Respondents" \f C \l "1" 
The table shows that the largest group of respondents is unemployed, comprising 36.1% of the sample. This is followed by the self-employed at 21.2%, the retired at 15.9%, employed respondents at 15.4%, and students at 11.5%. The high percentage of unemployed individuals suggests that a significant portion of the population may be facing financial constraints, which could affect their ability to consistently purchase or manage LUKU services.

These occupational trends have notable implications for service delivery and customer satisfaction. The economic vulnerability of unemployed and student groups may heighten sensitivity to pricing, service disruptions, or billing issues. In contrast, self-employed individuals may have variable income streams, influencing how and when they interact with LUKU services. Retirees and the formally employed may experience more stability, possibly leading to more consistent usage and expectations around service reliability. These variations highlight the importance of designing flexible and inclusive payment systems, customer support, and communication strategies that accommodate the diverse economic realities of LUKU users.
Table 4.4: Occupation of the Respondents TC "Table 4.4: Occupation of the Respondents" \f T \l "1"  

	
	Frequency
	Per cent

	Valid
	Student
	24
	11.5

	
	Employed
	32
	15.4

	
	Self Employed
	44
	21.2

	
	Unemployed
	75
	36.1

	
	Retired
	33
	15.9

	
	Total
	208
	100.0


Source: Field Data 2024
4.2.5
Time with LUKU TC "4.2.5
Time with LUKU" \f C \l "1" 
The table shows that the largest group of respondents has been using LUKU services for more than 5 years, accounting for 34.1% of the sample. Following this, 31.7% have used the service for exactly 5 years, and 19.7% have used it for 3-5 years. Smaller groups include those using the service for 1-2 years and less than 1 year, each representing 7.2%. The high percentage of long-term users (5 years and more) suggests that most respondents have considerable experience with the LUKU service, which could influence their expectations for reliability and service quality. This also implies a loyal customer base, while the smaller proportion of newer users highlights potential areas for improvement in attracting or retaining new customers. Understanding the experiences of both new and long-term users can help LUKU providers optimize their services to meet the evolving needs of their customer base.
Table 4.5 Time with LUKU Service TC "Table 4.5 Time with LUKU Service" \f T \l "1"  

	
	Frequency
	Percent

	Valid
	Less 1 year
	15
	7.2

	
	1-2 years
	15
	7.2

	
	3- 5 years
	41
	19.7

	
	More than 5 years
	71
	34.1

	
	5
	66
	31.7

	
	Total
	208
	100.0


Source: Field Data 2024
4.3
Descriptive Statistics of the Variables TC "4.3
Descriptive Statistics of the Variables" \f C \l "1"  

Five independent variables were analyzed. The descriptive statistics included Minimum, maximum, mean, and standard deviations were analyzed. The independent variables analyzed were; Service reliability, Service Responsiveness, Service empathy, Service Tangibles, and Service Assurance, and the dependent variable was Customer satisfaction with LUKU Services.
4.3.1 
Service Reliability TC "4.3.1 
Service Reliability" \f C \l "1" 
The descriptive statistics (Mean, Standard Deviation, Minimum, and Maximum scores) were computed for service reliability (Table 4.6). The results show that the statement "The service is available whenever I need it" has the highest mean score (Mean= 4.10, S.D = 0.985), indicating that respondents generally agree with the reliability of service availability, with relatively low variability in their responses. This is closely followed by "The service is consistently available without interruptions" (Mean= 4.01, S.D = 1.045), showing a similarly strong agreement.

On the other hand, the lowest mean score is found for "When issues occur, they are resolved quickly" at Mean= 3.73, suggesting that respondents are less satisfied with the speed of issue resolution. The highest standard deviation (S.D) of 1.128 is associated with "The service team responds promptly to incidents", indicating greater variability in responses and potentially inconsistent experiences among users.

Overall, the results imply that while service availability is rated highly, there is room for improvement in resolving issues quickly and consistently. The higher variability in responses for aspects like issue resolution and promptness of the service team suggests that some users experience these aspects of the service more positively than others, indicating a need for better consistency in service reliability.
Table 4.6: Service Reliability Descriptive Statistics Results TC "Table 4.6: Service Reliability Descriptive Statistics Results" \f T \l "1"  

	
	Min
	Max
	Mean
	Std. Dev

	The service is consistently available without interruptions
	1
	5
	4.01
	1.045

	The service rarely experiences failures
	1
	5
	3.99
	1.017

	When issues occur, they are resolved quickly
	1
	5
	3.73
	1.127

	The service has a low frequency of failures
	1
	5
	3.86
	1.110

	The service is available whenever I need it
	1
	5
	4.10
	.985

	The service operates with minimal errors
	1
	5
	3.94
	1.089

	The service team responds promptly to incidents
	1
	5
	3.78
	1.128

	Most issues are resolved on the first attempt
	1
	5
	3.85
	1.052

	The service meets the standards set in the Service Level Agreement (SLA)
	1
	5
	3.79
	1.114


Source: Field Data 2024
4.3.2 
Service Tangibles TC "4.3.2 
Service Tangibles" \f C \l "1" 
The descriptive statistics (mean, standard deviation, minimum, and maximum scores) were computed for service tangibles (Table 4.7). The results show that the statement "The service facilities are modern and well-maintained" has (Mean= 3.80, S.D =1.006), indicating that respondents generally agree that the facilities are in good condition, with relatively low variability in their responses. Close behind, "The service facilities are always clean and hygienic" has (Mean= 3.77, S.D =1.064), suggesting that cleanliness is also viewed positively, though opinions vary a bit more.

In contrast, the lowest mean scores are found for "The equipment is visually appealing and well-maintained" and "The service personnel have a professional appearance", both with a mean of 3.55, and high standard deviations of 1.322 and 1.281, respectively. This suggests that respondents are less satisfied with the aesthetics of the equipment and the appearance of service personnel, and there is a wide range of opinions on these factors.

The relatively high standard deviations across most items, especially those related to equipment and staff appearance, imply variability in the perceptions of service tangibles, with some users experiencing them more positively than others. This suggests that while facilities are generally appreciated, there is a need to improve the consistency of service tangibles, particularly in the appearance of personnel and equipment maintenance, to meet user expectations more uniformly.

Table 4.7: Service Tangibles Descriptive Statistics Results TC "Table 4.7: Service Tangibles Descriptive Statistics Results" \f T \l "1" 
	
	Min
	Max
	Mean
	Std. Dev

	The service facilities are always clean and hygienic
	1
	5
	3.77
	1.064

	The service facilities are modern and well-maintained.
	1
	5
	3.80
	1.006

	The equipment used in the service is functional and reliable.
	1
	5
	3.57
	1.249

	The equipment is visually appealing and well-maintained.
	1
	5
	3.55
	1.322

	The service personnel have a professional appearance.
	1
	5
	3.55
	1.281

	It is easy to identify staff members (e.g., through uniforms or name tags).
	1
	5
	3.60
	1.204

	The printed materials provided (e.g., brochures, menus) are of high quality.
	1
	5
	3.75
	1.202

	The printed materials are clear and easy to read.
	1
	5
	3.75
	1.199

	The overall ambiance of the service environment is pleasant and comfortable.
	1
	5
	3.63
	1.248


Source: Field Data 2024
4.3.3 
Service Responsiveness TC "4.3.3 
Service Responsiveness" \f C \l "1" 
The descriptive statistics (mean, standard deviation, minimum, and maximum scores) computed for service responsiveness (Table 4.8). The results show that the highest-rated aspect is "Follow-ups are conducted promptly after the initial response or resolution" (Mean= 4.19, S.D= 0.841), indicating strong satisfaction and consistent experiences in this area. This is closely followed by "I am satisfied with the responsiveness of the customer service team" (Mean= 4.05, S.D =1.060) and "Customer service proactively addresses potential issues before they become problems" (Mean= 4.02, S.D= 0.983), reflecting a generally positive perception of proactive and responsive customer service.

On the lower end, "The overall response time to my requests is satisfactory" has the lowest mean at 3.50, along with a high standard deviation of 1.285, suggesting mixed experiences and less satisfaction with the speed of responses. Similarly, "The initial response to my inquiries is quick and timely" (Mean =3.57, S.D =1.257) and "Most of my issues are resolved during the first interaction" (Mean =3.60, S.D =1.315) reflect moderate satisfaction, but with greater variability in responses.

Overall, the high satisfaction with follow-up actions and proactive issue resolution suggests that the customer service team is effective in maintaining communication post-issue resolution. However, areas such as the speed of initial response and first-time issue resolution show room for improvement, as these aspects have lower satisfaction and higher variability, indicating inconsistent experiences among respondents.
Table 4.8: Service Responsiveness Descriptive Statistics Results TC "Table 4.8: Service Responsiveness Descriptive Statistics Results" \f T \l "1" 
	
	Min
	Max
	Mean
	Std. Dev

	The initial response to my inquiries is quick and timely.
	1
	5
	3.57
	1.257

	The overall response time to my requests is satisfactory.
	1
	5
	3.50
	1.285

	Most of my issues are resolved during the first interaction.
	1
	5
	3.60
	1.315

	The time taken to fully resolve my issues is acceptable.
	1
	5
	3.78
	1.238

	The information provided to me is clear and easy to understand.
	1
	5
	3.87
	1.166

	Customer service proactively addresses potential issues before they become problems.
	1
	5
	4.02
	.983

	Follow-ups are conducted promptly after the initial response or resolution.
	1
	5
	4.19
	.841

	I am satisfied with the responsiveness of the customer service team
	1
	5
	4.05
	1.060

	Complaints are handled effectively and resolved to my satisfaction.
	1
	5
	3.98
	1.092


Source: Field Data 2024
4.3.4 
Service Assurance TC "4.3.4 
Service Assurance" \f C \l "1" 
The descriptive statistics (mean, standard deviation, minimum, and maximum scores) computed for service responsiveness (Table 4.9). The results show that the highest-rated aspect is "Follow-ups are conducted promptly after the initial response or resolution" (Mean =4.19, S.D =0.841), indicating strong satisfaction and consistent experiences in this area. This is closely followed by "I am satisfied with the responsiveness of the customer service team" (Mean= 4.05, S.D =1.060) and "Customer service proactively addresses potential issues before they become problems" (Mean= 4.02, S.D =0.983), reflecting a generally positive perception of proactive and responsive customer service.
On the lower end, "The overall response time to my requests is satisfactory" has (Mean =3.50, S.D =1.285), suggesting mixed experiences and less satisfaction with the speed of responses. Similarly, "The initial response to my inquiries is quick and timely" (Mean =3.57, S.D =1.257) and "Most of my issues are resolved during the first interaction" (Mean =3.60, S.D =1.315) reflect moderate satisfaction, but with greater variability in responses.

Overall, the high satisfaction with follow-up actions and proactive issue resolution suggests that the customer service team is effective in maintaining communication post-issue resolution. However, areas such as the speed of initial response and first-time issue resolution show room for improvement, as these aspects have lower satisfaction and higher variability, indicating inconsistent experiences among respondents.

Table 4.9: Service Assurance Descriptive Statistics Results TC "Table 4.9: Service Assurance Descriptive Statistics Results" \f T \l "1" 
	
	Min
	Max
	Mean
	Std. Dev

	The staff have the necessary knowledge and skills to provide the service effectively.
	1
	5
	3.94
	.991

	I trust the service provider to be honest and reliable
	1
	5
	3.81
	1.094

	The service personnel are always polite and respectful.
	1
	5
	3.98
	1.009

	The staff are friendly and approachable.
	1
	5
	4.10
	.968

	I feel confident that my data and privacy are protected by the service provider.
	1
	5
	3.86
	1.092

	The service environment and processes are safe.
	1
	55
	4.10
	3.714

	The service is consistently reliable and meets my expectations
	1
	5
	3.84
	1.046

	Information is communicated to me clearly and accurately
	1
	5
	3.75
	1.097

	Customer issues are resolved effectively and promptly
	1
	5
	4.01
	1.081


Source: Field Data 2024
4.3.5 
Service Empathy TC "4.3.5 
Service Empathy" \f C \l "1" 
The descriptive statistics (mean, standard deviation, minimum, and maximum scores) were computed for service empathy (Table 4.10). The results reveal that "It is easy to contact and communicate with the service personnel" has the highest mean score of 4.12 with a relatively low standard deviation of 0.978, indicating strong agreement and consistency among respondents regarding the ease of communication with service personnel. This is followed by "I feel comfortable and supported when interacting with the staff" with a mean of 4.01 and standard deviation of 1.000, reflecting high levels of comfort and support in customer interactions.

On the lower end, "The staff show empathy and understanding towards my emotions" has a lower mean score of 3.74 with a higher standard deviation of 1.156, indicating more variability in perceptions of emotional understanding from the staff. "The staff build positive and trusting relationships with customers" also has a relatively low mean score of 3.76, suggesting room for improvement in fostering trust and long-term relationships with customers.

Overall, the results imply that while customers generally find communication with staff easy and feel supported in interactions, there is less satisfaction and greater variability in the staff's ability to demonstrate empathy and build trusting relationships. These aspects may require attention to enhance customer satisfaction, especially in personalizing services and addressing emotional needs more effectively.

Table 4.10: Service Empathy Descriptive Statistics Results TC "Table 4.10: Service Empathy Descriptive Statistics Results" \f T \l "1" 
	
	Min
	Max
	Mean
	Std. Dev

	The staff actively listen to my concerns and needs.
	1
	5
	3.96
	1.124

	Services are tailored to meet my individual needs.
	1
	5
	3.90
	1.070

	The staff show empathy and understanding towards my emotions.
	1
	5
	3.74
	1.156

	I feel comfortable and supported when interacting with the staff.
	1
	5
	4.01
	1.000

	It is easy to contact and communicate with the service personnel
	1
	5
	4.12
	.978

	Information is communicated to me clearly and with sensitivity.
	1
	5
	3.85
	1.151

	My feedback and concerns are handled and addressed effectively.
	1
	5
	3.83
	1.101

	The staff are attentive and responsive to my needs and concerns
	1
	5
	3.81
	1.073

	The staff build positive and trusting relationships with customers.
	1
	5
	3.76
	1.163


Source: Field Data 2024
4.3.6 
Customer satisfaction with LUKU Services TC "4.3.6 
Customer satisfaction with LUKU Services" \f C \l "1" 
The descriptive statistics for customer satisfaction with LUKU services (Table 4.11) show that "The pricing of LUKU’s services is fair and transparent" has the highest mean of 3.88 with a standard deviation of 1.145, indicating that customers generally view the pricing structure positively, although there is some variability in their perceptions. Similarly, "The quality of the LUKU service meets my expectations" follows closely with a mean of 3.86 and a lower standard deviation of 1.056, suggesting that the service quality aligns with customer expectations for most respondents.

On the lower end, "The customer support team at LUKU responds to my inquiries in a timely manner" has the lowest mean of 3.67 and a higher standard deviation of 1.223, implying that customers are less satisfied with response times and that there is significant variation in how quickly inquiries are addressed. "The customer support team is knowledgeable and helpful in resolving issues" has a similar mean of 3.75 with a standard deviation of 1.205, reflecting moderate satisfaction but variability in the perceived helpfulness of the support team.

In general, customers seem relatively satisfied with LUKU’s pricing and service quality, but the higher variability in the lower-rated aspects such as customer support response times and issue resolution suggest that improvements in these areas could enhance overall satisfaction. Strengthening customer support and making the service more user-friendly could result in a more consistent and positive experience across the board.

Table 4.11: Customer satisfaction Descriptive Statistics Results TC "Table 4.11: Customer satisfaction Descriptive Statistics Results" \f T \l "1" 
	
	Min
	Max
	Mean
	Std. Dev

	The quality of the LUKU service meets my expectations.
	1
	5
	3.86
	1.056

	The service provided by LUKU is reliable and consistent.
	1
	5
	3.85
	1.022

	The customer support team at LUKU responds to my inquiries in a timely manner.
	1
	5
	3.67
	1.223

	The customer support team is knowledgeable and helpful in resolving issues.
	1
	5
	3.75
	1.205

	I find it easy to access and use LUKU's services.
	1
	5
	3.74
	1.172

	The service options and features provided by LUKU are convenient and useful.
	1
	5
	3.76
	1.108

	The pricing of LUKU’s services is fair and transparent.
	1
	5
	3.88
	1.145

	I feel that I receive good value for the money I spend on LUKU’s services.
	1
	5
	3.79
	1.096

	Overall, I am satisfied with my experience with LUKU Service.
	1
	5
	3.75
	1.177


Source: Field Data 2024
4.4
Regression Assumptions Test Results TC "4.4
Regression Assumptions Test Results" \f C \l "1"  

The regression assumptions test results typically evaluate several key conditions required for a valid multiple regression analysis. These include linearity, normality, homoscedasticity, multicollinearity, and independence of residuals. Linearity ensures that the relationship between independent and dependent variables is linear. Normality tests whether the residuals (errors) are normally distributed, which can be assessed through methods like the Shapiro-Wilk test or normal probability plots. Homoscedasticity checks if the variance of errors is constant across all levels of the independent variables, often visualized using residual vs. fitted value plots. Multicollinearity assesses if there is high correlation between independent variables, typically using Variance Inflation Factor (VIF) values. Finally, independence of residuals can be tested with the Durbin-Watson statistic to ensure that the residuals are not autocorrelated. If these assumptions are met, the regression results are more reliable and valid for interpretation (Greene, 2018; Park, 2021).
4.4.1 
Normality Test TC "4.4.1 
Normality Test" \f C \l "1" 
Figure 4.1 presents the results of the normality assumption assessment. The histogram’s shape offers insights into the data distribution, with a symmetrical bell-shaped curve suggesting normality (Schmidt & Finan, 2018. A normality test can confirm whether the data conforms to this bell-shaped distribution (Sainani, 2019). Ensuring that the normality assumption is met is essential for the validity of many statistical analyses. In Figure 4.1, the residuals form a bell-shaped curve, indicating a normal distribution. The mean and standard deviation of the residuals being close to zero further reinforces this observation.

Additionally, no outliers were detected, as all residual values fall within the three standard deviations, consistent with the criteria set by (Linden & Yarnold, 2022) where values beyond |3| are considered outliers.
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Figure 4.1 Histogram TC "Figure 4.1 Histogram" \f F \l "1" 
Source: Data Analysis, 2024
4.4.2 
Linearity TC "4.4.2 
Linearity" \f C \l "1" 
The results of the linearity assumption test are shown in Figure 4.2. A linearity test is a statistical method used to determine if two variables in a regression analysis are linearly related. In other words, it checks whether a straight-line relationship exists between the independent variable (predictor) and the dependent variable (outcome). As illustrated, the P-P Plot closely follows the diagonal axis, indicating that a linear relationship is present in the data. This finding confirms that further data analysis can be conducted with confidence (Osborne, 2019).
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Figure 4.2: P – P – Plot for Standardized Residuals TC "Figure 4.2: P – P – Plot for Standardized Residuals" \f F \l "1" 
Source: Data Analysis, 2024
4.4.3
Homoscedasticity TC "4.4.3
Homoscedasticity" \f C \l "1" 
The case residual dots in Figure 4.3 appear to be homoscedastic (equality of variance), dispersed in a rectangle around zero (0). Therefore, there is no reason to be concerned about the data's heteroscedasticity (unequal variation). According to the title of the scatterplot and the labels for the x and y axes, it appears this might be a residual plot. Residual plots are used to see how well a linear regression model fits the data. In this case, the standardized predicted value, which is on the y-axis, is plotted against the POP, which is on the x-axis (Hayes, 2022).
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Figure 4.3: Scatter Plot for Standardized Residuals TC "Figure 4.3: Scatter Plot for Standardized Residuals" \f F \l "1"  

Source: Data Analysis, 2024
4.5 
Multiple Regression Analysis Results TC "4.5 
Multiple Regression Analysis Results" \f C \l "1" 
The multiple regression analysis was carried out to estimate the effect of Service Reliability, Service empathy, Service Assurance, Service Responsiveness and Service Tangibles (independent variables) on Customer satisfaction on LUKU service (dependent variable). Results are presented in Tables 4.12 - 4.14.  
4.5.1
Model Summary Results TC "4.5.1
Model Summary Results" \f C \l "1"  

Table 4.12 presents a summary of the model in which the item of interest is the R2 statistics, which is 0.716. This suggests effects of technology accounts for 71.6% of the variation in customer satisfaction on LUKU.

Table 4.12 Model Summary Results TC "Table 4.12 Model Summary Results" \f T \l "1"  

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.846a
	.716
	.709
	.47308

	a. Predictors: (Constant), EMP, TAN, RL, ASU, RESP

	b. Dependent Variable: CS


Note: EMP = Empathy, TAN = Tangibility, RL = Reliability, ASU – Assurance, RESP = Responsive, CS = Customer Satisfaction of LUKU Service 

Source: Data Analysis, 2024
4.5.2
Analysis of Variance Results TC "4.5.2
Analysis of Variance Results" \f C \l "1" 
Table 4.13 presents the analysis of variance (ANOVA) results. It is also known as model fit results.  Of interest in this table are the F-statistics and its associated sig. value. The results show that the F-statistics is F (1,208) = 102.064, p < 0.000). The results indicate that the model’s hypothesis that the effect of Service Reliability, Service empathy, Service Assurance, Service Responsiveness, and Service Tangibles on Customer satisfaction on the LUKU service “model has the power to predict Customer satisfaction on LUKU service” is accepted. 
Table 4.13 ANOVA Results TC "Table 4.13 ANOVA Results" \f T \l "1" 
	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	114.214
	5
	22.843
	102.064
	.000b

	
	Residual
	45.209
	202
	.224
	
	

	
	Total
	159.424
	207
	
	
	

	a. Dependent Variable: CS

	b. Predictors: (Constant), EMP, TAN, RL, ASU, RESP


Note: EMP = Empathy, TAN = Tangibility, RL = Reliability, ASU – Assurance, RESP = Responsive, CS = Customer Satisfaction of LUKU Service 

Source: Data Analysis, 2024
4.5.3
Regression Analysis Results TC "4.5.3
Regression Analysis Results" \f C \l "1" 
The regression model results in Table 4.14 provide insights into the relationship between various service quality dimensions (Reliability, Tangibles, Responsiveness, Assurance, and Empathy) and Customer Satisfaction (CS) as the dependent variable. The Unstandardized Coefficients (B) show the extent to which each independent variable contributes to customer satisfaction. Among these, Tangibles has the highest positive impact (B = 0.685, p < 0.001), followed by Empathy (B = 0.310, p < 0.001) and Reliability (B = 0.332, p < 0.001). Assurance also has a significant positive contribution (B = 0.161, p = 0.011), while Responsiveness shows no significant effect (B = 0.068, p = 0.414).

In terms of Standardized Coefficients (Beta), Tangibles has the largest effect (Beta = 0.750), suggesting it is the most influential factor in driving customer satisfaction. Reliability (Beta = 0.287), Empathy (Beta = 0.291), and Assurance (Beta = 0.156) also have moderate effects.

The Collinearity Statistics (Tolerance and VIF) indicate that multicollinearity is not a major issue, with VIF values below the critical threshold of 10. The lowest tolerance value (0.273) is associated with Tangibles, indicating a moderate correlation with other predictors, but still within acceptable limits. This suggests that Tangibles, Empathy, and Reliability are the key drivers of customer satisfaction, with significant implications for prioritizing improvements in these areas.

Table 4.14 Regression Model Results TC "Table 4.14 Regression Model Results" \f T \l "1" 
	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.
	Collinearity Statistics

	
	B
	Std. Error
	Beta
	
	
	Tolerance
	VIF

	1
	(Constant)
	.467
	.205
	
	2.282
	.024
	
	

	
	Reliability
	.332
	.066
	.287
	5.018
	.000
	.428
	2.334

	
	Tangible
	.685
	.065
	.750
	10.469
	.000
	.273
	3.658

	
	Responsiveness
	.068
	.084
	.058
	.819
	.414
	.279
	3.580

	
	Assurance
	.161
	.063
	.156
	2.579
	.011
	.383
	2.613

	
	Empathy
	.310
	.064
	.291
	4.812
	.000
	.383
	2.612

	a. Dependent Variable: CS


Note: Emp = Empathy, Tan = Tangibility, RL = Reliability, Asu – Assurance, Resp = Responsive, CS = Customer Satisfaction of LUKU Service 

Source: Data Analysis, 2024
4.6 
Discussion of the Findings TC "4.6 
Discussion of the Findings" \f C \l "1" 
The study aimed to analyze LUKU service quality and customer satisfaction. The hypothesis for analysis was tested using regression analysis. The discussion elaborates the findings information created by data analysis and compares or contrasts the current findings with what has been discovered in prior relevant studies while focusing on the study objectives. Each finding's contribution is displayed. As a result, a comprehensive and in-depth understanding of the LUKU service quality and customer satisfaction.
4.6.1 
The Effect of Service Reliability on LUKU Customer Satisfaction TC "4.6.1 
The Effect of Service Reliability on LUKU Customer Satisfaction" \f C \l "1" 
The findings related to the dimension of Reliability in the regression model provide important insights into its role in shaping customer satisfaction. Reliability emerges as a key contributor, suggesting that when a service is dependable, consistent, and meets customers' expectations, it directly enhances their overall satisfaction.

Moreover, the findings indicate that Reliability has a moderate effect on customer satisfaction compared to other factors like Tangibles and Empathy, which exhibit stronger influences. Nevertheless, the significance of Reliability emphasizes its role as a core aspect of service quality, reinforcing the idea that customers highly value dependable service delivery.

In comparison to previous studies, the positive association between Reliability and customer satisfaction aligns with established research that underscores the importance of dependable service. Studies in various sectors, such as banking and retail, have consistently found that when customers can rely on a service to perform consistently well, their loyalty and satisfaction levels increase (Parasuraman et al., 2019; Zeithaml et al., 2019).

For service providers, this finding implies that maintaining and improving Reliability should be a strategic priority. Ensuring timely delivery of services, consistently meeting customer expectations, and resolving issues effectively are critical actions that can enhance satisfaction. By focusing on these areas, businesses can strengthen customer relationships, fostering loyalty and long-term success Bitner et al., (2020).
4.6.2 
The Effect of Service Tangibles on LUKU Customer Satisfaction TC "4.6.2 
The Effect of Service Tangibles on LUKU Customer Satisfaction" \f C \l "1" 
The Tangibles dimension significantly influences LUKU customer satisfaction in Nyangh’wale. Tangibles refer to the physical aspects of the service, such as the quality of the service environment, cleanliness, modern facilities, and the appearance of staff. In the context of LUKU services, this dimension could include the maintenance of electrical infrastructure, the accessibility and usability of payment platforms, and the professionalism of the customer service representatives.

Customers often gauge the quality of a service based on tangible cues. For LUKU, well-maintained facilities, reliable equipment, and a professional-looking customer service team may enhance customer trust and satisfaction. When the service environment and equipment are modern and visually appealing, it not only creates a more positive customer experience but also reinforces a sense of reliability and competence. As Santos and Lima (2020) highlighted, a well-maintained physical environment in utility services is directly linked to higher levels of customer satisfaction, especially when customers must interact with service points or personnel frequently.

Moreover, the impact of tangibles is essential in a context like Nyangh’wale, where utility services are critical to daily life. If customers perceive the LUKU infrastructure as modern and dependable, it can foster greater confidence in the reliability of the service itself, further enhancing satisfaction levels. This aligns with findings from Abdullah et al. (2020), who emphasized that tangible elements in service delivery are especially important in developing regions where infrastructure reliability significantly influences customer perceptions.

Thus, by focusing on improving the tangible aspects of service delivery—such as upgrading service points, maintaining infrastructure, and ensuring the staff presents themselves professionally—LUKU can enhance customer satisfaction and loyalty. This should be a priority for service improvement, as the model suggests that tangible improvements yield the most significant gains in customer satisfaction at Nyangh’wale.
4.6.3 
The Effect of Service Responsiveness on LUKU Customer Satisfaction TC "4.6.3 
The Effect of Service Responsiveness on LUKU Customer Satisfaction" \f C \l "1" 
The regression results indicate that Responsiveness does not have a statistically significant impact on customer satisfaction with LUKU services at Nyangh’wale. Responsiveness, which refers to the ability of the service provider to address customer inquiries and issues promptly, does not seem to play a major role in shaping customer perceptions in this particular case. This suggests that, while timely responses might be appreciated by customers, they are not a determining factor in their overall satisfaction with LUKU (Bitner et al., 2020).

One possible explanation for this outcome could be that other factors, such as the physical aspects of the service (Tangibles) or its reliability, are more critical to the customers of utility services like LUKU. This finding aligns with broader research that shows responsiveness tends to have a more pronounced impact in sectors where direct customer interaction and personalized service are key, such as hospitality and retail, rather than in utility services, where operational consistency and reliability are paramount (Parasuraman et al., 2019).

In contrast, the significant role of dimensions like Tangibles and Reliability in the model suggests that customers at Nyangh’wale place higher importance on the functional and operational aspects of LUKU's service. Since utility services are generally expected to function smoothly without frequent disruptions, responsiveness may only become relevant when problems arise. Therefore, it may not be the primary driver of customer satisfaction unless accompanied by consistent and reliable service.

4.6.4 
The Effect of Service Assurance on LUKU Customer Satisfaction TC "4.6.4 
The Effect of Service Assurance on LUKU Customer Satisfaction" \f C \l "1" 
The findings related to Assurance in the regression model highlight its statistically significant, though moderate, influence on customer satisfaction. Assurance contributes positively to customer satisfaction, suggesting that customers value feeling secure, confident, and assured in the quality and reliability of services provided. While Assurance may not be the most influential factor compared to Tangibles, Empathy, and Reliability, it still plays an important role in shaping overall perceptions of service quality.

Assurance, as a service quality dimension, typically reflects customers' perceptions of the knowledge, competence, and courtesy of employees, as well as their ability to inspire trust and confidence. This result aligns with studies that have demonstrated the importance of trust in building customer satisfaction and loyalty. For instance, a study by Chingang et al., (2020) emphasized that customer satisfaction in the banking sector is significantly influenced by employees' expertise and their ability to convey confidence to customers. This is supported by other recent research in the hospitality and healthcare industries, where assurance and trust in service providers' capabilities are linked to positive customer experiences (Abadi et al., 2020; Martínez et al., 2021).

Given the significant positive contribution of Assurance, service providers should prioritize developing and training their staff to ensure they are knowledgeable and competent. Regular staff training in customer service, product knowledge, and problem-solving can further enhance the perception of assurance. By fostering an environment where customers feel confident in the service, businesses can improve satisfaction and build long-term loyalty.
4.6.5 
The Effect of Service Empathy on LUKU Customer Satisfaction TC "4.6.5 
The Effect of Service Empathy on LUKU Customer Satisfaction" \f C \l "1" 
The findings regarding the dimension of Empathy in the regression model reveal its significant role in enhancing customer satisfaction. Empathy demonstrates a strong positive contribution to customer satisfaction, emphasizing the importance of personalized attention, care, and understanding in service delivery. This highlights that customers place considerable value on the ability of service providers to understand and respond to their needs, emotions, and concerns.

The analysis further confirms that Empathy has a moderate yet meaningful effect compared to other service quality dimensions. While Tangibles show the highest impact, the significance of Empathy indicates that emotional connections and personalized service remain crucial components of customer satisfaction. This finding is in line with existing literature, which consistently emphasizes the importance of empathetic service delivery in various sectors. Research has shown that when customers feel understood and valued, their overall satisfaction and loyalty increase significantly (Huang et al., 2020; Arora et al., 2020).

Moreover, this study’s results suggest that organizations should prioritize training their employees in empathetic communication and customer engagement strategies. By fostering a culture of empathy, service providers can better address customer concerns and enhance their overall experience. This aligns with the growing recognition that soft skills, particularly empathy, are essential in today’s customer-centric business environment (Baker et al., 2020).

In summary, the significant positive relationship between Empathy and customer satisfaction underscores its importance as a driver of positive customer experiences. Service providers should focus on improving empathetic interactions to enhance customer satisfaction, thereby fostering stronger loyalty and retention (Zeithaml et al., 2022).

CHAPTER FIVE TC "CHAPTER FIVE" \f C \l "1" 
SUMMARY OF FINDINGS, CONCLUSIONS AND RECOMMENDATIONS
 TC "SUMMARY OF FINDINGS, CONCLUSIONS AND RECOMMENDATIONS" \f C \l "1" 
5.1 
Overview TC "5.1 
Overview" \f C \l "1" 
The study's main purpose was to analyze the factors affecting LUKU service quality and customer satisfaction at Nyang’hwale District Council. This chapter contains the chapter's summary, section 5.2 summarizes the findings, and Section 5.3 analyses the conclusions and implications presented in section 5.4. Recommendations, are presented in section 5.5 closes with future research ideas.
5.2 
Summary of Findings TC "5.2 
Summary of Findings" \f C \l "1" 
The study aimed to investigate the factors influencing customer satisfaction with LUKU services in Nyang’hwale District. The findings reveal a concerning level of dissatisfaction among customers, with 71.15% reporting dissatisfaction with the service quality. In contrast, only 28.85% expressed satisfaction. This significant imbalance underscores the need for LUKU to address existing customer concerns effectively to prevent potential customer churn and enhance loyalty.

Among the various factors assessed, responsiveness emerged as a key driver of customer satisfaction. The analysis indicated that aspects such as proactivity, follow-up, and effectiveness in service delivery significantly contribute to customer satisfaction. This finding suggests that when LUKU service providers engage actively with customers, provide timely updates, and effectively resolve issues, it markedly enhances customer perceptions of service quality. Additionally, accessibility was identified as another crucial factor influencing satisfaction. The study highlights that ease of access to services and information is vital for meeting customer expectations, as customers prefer services that they can readily access without undue difficulty.

While the study examined other factors, including availability, reliability, stability, and timeliness, these did not exhibit statistically significant impacts on customer satisfaction within this context. This implies that although these dimensions are essential for overall service quality, they may not be the primary concerns for LUKU customers in Nyang’hwale. The findings suggest that customers prioritize responsive and accessible service interactions over the consistent availability and reliability of services. This prioritization may stem from the immediate visibility and impact of service recovery efforts and customer support on the overall customer experience.

Overall, the findings emphasize that improving responsiveness and accessibility should be strategic priorities for LUKU service providers. By focusing on these specific dimensions of service quality, LUKU can enhance customer satisfaction and foster greater loyalty among its customer base in Nyang’hwale District.
5.3 
Conclusion TC "5.3 
Conclusion" \f C \l "1" 
The findings of this study underscore the critical dimensions of LUKU service quality that significantly influence customer satisfaction in Nyang’hwale District. The research highlights that responsiveness and accessibility are paramount drivers of customer satisfaction. Specifically, the results indicate that customers perceive proactive engagement, timely updates, and effective issue resolution as essential components of service quality. This aligns with existing literature, which consistently emphasizes the importance of responsiveness—the willingness to assist customers promptly and efficiently—in shaping positive customer perceptions and satisfaction levels (Parasuraman et al., 2019).

Moreover, accessibility emerged as a key factor in determining customer satisfaction. Customers who find it easy to access services and information are more likely to express satisfaction with their experiences. This finding resonates with research in other service sectors, suggesting that the ease of service access is vital for meeting customer expectations (Andaleeb & Conway, 2020). The study thus reinforces the notion that enhancing these specific dimensions of service quality can significantly improve customer satisfaction and foster loyalty among LUKU customers.

Conversely, the study found that factors such as availability, reliability, stability, and timeliness did not show a statistically significant impact on customer satisfaction within this context. This suggests that, while these dimensions are important for overall service quality, they may not be the primary concerns of LUKU customers in Nyang’hwale. This finding echoes prior research indicating that the importance of service quality dimensions can vary depending on the service context and the specific needs of customers (Caruana, 2022). It appears that LUKU customers prioritize responsive and accessible service interactions, potentially because immediate service recovery and customer support are more visible and impactful on their experiences (Grönroos, 2019).

In conclusion, for LUKU service providers, focusing on enhancing responsiveness and accessibility should be a strategic priority. By doing so, they can implement more effective strategies to elevate customer satisfaction and retention. The insights gained from this study not only contribute to a better understanding of customer satisfaction dynamics but also provide practical recommendations for service improvements that align with customer expectations in Nyang’hwale District.
5.4 
Implications TC "5.4 
Implications" \f C \l "1" 
The findings of this study have significant implications for LUKU service providers in Nyang'hwale District, particularly regarding the enhancement of customer satisfaction and service quality. By prioritizing responsiveness and accessibility, LUKU can directly address the primary concerns of its customers, thereby fostering greater customer loyalty and reducing dissatisfaction. The evidence that proactive service and effective communication substantially influence customer perceptions underscores the need for strategic investments in staff training and the implementation of automated systems for issue resolution. Furthermore, improving accessibility through expanded service centers and user-friendly digital platforms can facilitate a more inclusive service environment, particularly for customers in remote areas. Ultimately, these insights suggest that a focused approach on service quality dimensions most relevant to customer needs will not only enhance immediate customer experiences but also contribute to long-term organizational success and sustainability in a competitive service landscape.
5.5
Recommendations TC "5.5
Recommendations" \f C \l "1" 
5.5.1
The Effect of Service Tangibles TC "5.5.1
The Effect of Service Tangibles" \f C \l "1" 
Tangibles: Enhancing the physical appearance of facilities, equipment, and personnel is crucial for improving customer satisfaction. LUKU service providers should invest in updating their service centres and ensuring that all customer-facing staff are well-groomed and presentable. Modernizing equipment and ensuring that service areas are clean and organized can create a more welcoming environment for customers. Additionally, providing clear signage and informational materials in accessible formats can enhance the overall customer experience.
5.5.2
The Effect of Service Reliability TC "5.5.2
The Effect of Service Reliability" \f C \l "1" 
Reliability: To build trust and confidence among customers, LUKU should focus on delivering consistent and dependable services. This can be achieved by establishing standard operating procedures (SOPs) that ensure service consistency, as well as implementing regular training for staff to uphold these standards. Reliability can be further enhanced by investing in infrastructure improvements and maintenance to minimize service interruptions. Transparent communication regarding service availability and any potential issues can also strengthen customer perceptions of reliability.
5.5.3
The Effect of Service Reliability TC "5.5.3
The Effect of Service Reliability" \f C \l "1" 
Responsiveness: Given the significant impact of responsiveness on customer satisfaction, LUKU should prioritize timely and effective communication with customers. This involves training staff to be proactive in addressing customer inquiries and concerns. Implementing a customer relationship management (CRM) system could facilitate better tracking of customer interactions and follow-ups. Additionally, establishing dedicated channels for customer feedback, such as hotlines or online forms, can encourage customers to voice their concerns and experiences, allowing the company to respond more effectively.
5.5.4
The Effect of Service Assurance TC "5.5.4
The Effect of Service Assurance" \f C \l "1" 
Assurance: Building customer trust is essential, and LUKU can achieve this by ensuring that employees are knowledgeable and competent in their roles. Regular training programs should focus on enhancing employee skills related to service delivery and customer interaction. Additionally, providing clear information about the services offered and any associated processes can reassure customers about the service quality they can expect. Employees should also be empowered to address customer issues effectively, further enhancing the sense of assurance.
5.5.5
The Effect of Service Reliability TC "5.5.5
The Effect of Service Reliability" \f C \l "1" 
Empathy: Demonstrating care and understanding for customers’ individual needs is vital for fostering strong customer relationships. LUKU should encourage its staff to engage with customers on a personal level, actively listening to their concerns and showing genuine interest in resolving their issues. Tailoring services to meet specific customer needs can enhance the sense of empathy perceived by customers. Additionally, establishing a customer feedback loop where customers feel heard and valued can significantly contribute to their overall satisfaction and loyalty.

By implementing these recommendations based on the SERVQUAL model, LUKU can enhance its service quality, thereby improving customer satisfaction and fostering long-term loyalty among its customers.Top of Form
5.6
Limitations of the Study TC "5.6
Limitations of the Study" \f C \l "1" 
This study encountered several limitations that may have influenced the findings and should be considered when interpreting the results. First, the study was affected by sample size constraints, which may limit the generalizability of the results to the wider population of LUKU service users in Nyang’hwale District. A larger sample might have provided more diverse insights and improved the representativeness of the data. Second, data availability issues arose, especially about obtaining official customer service records and operational reports from utility providers, which limited triangulation with administrative data sources. Third, the research faced potential biases, including response bias, as some respondents may have provided socially desirable answers or withheld negative feedback due to fear of being identified.

Fourth, there were notable methodological limitations, particularly the use of a cross-sectional design, which restricts the ability to make causal inferences between service quality dimensions and customer satisfaction. The study also relied heavily on self-reported data, which may be subject to recall errors or exaggeration. Finally, unforeseen difficulties during data collection, such as travel limitations to remote households, poor weather conditions, and language barriers, occasionally hampered the consistency and completeness of the data collected.

These limitations may have affected the depth, precision, and external validity of the findings. To address these issues in future research, it is recommended to: (1) use larger and more representative samples; (2) apply longitudinal or experimental designs to better assess cause-and-effect relationships; (3) incorporate administrative or objective service data for triangulation; and (4) implement enhanced training for data collectors to reduce respondent misunderstanding or interviewer bias. By addressing these areas, future studies can strengthen the reliability and applicability of findings related to customer satisfaction with utility services.
5.7
Areas for Further Studies TC "5.7
Areas for Further Studies" \f C \l "1" 
Future research could explore several areas to deepen the understanding of customer satisfaction with LUKU services. Potential topics include investigating the role of digital platforms, such as mobile apps and online portals, in enhancing accessibility and responsiveness; examining the impact of cultural and socioeconomic factors on customer satisfaction; assessing the effectiveness of customer feedback mechanisms and their influence on service improvements; exploring how employee training programs affect service quality; and conducting comparative analyses of customer satisfaction across different utility service providers. Finally, research could examine the relationship between service reliability and long-term customer loyalty, providing insights into how reliability influences customer trust and retention.

Bottom of Form
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Appendix: RESEARCH QUESTIONNAIRE

Dear Respondent,

My name is Angela Anicet Kiwia, and I am a Master of Project Management candidate. The following questionnaire is designed to gather data on customer satisfaction with LUKU services in Nyang’hwale District. The questions are structured to assess various aspects of service quality based on the SERVQUAL model, which includes dimensions of Reliability, Tangibles, Responsiveness, Assurance, and Empathy. The researcher wishes to assure you of anonymity and that the information obtained will be treated as confidential and solely for this research and not otherwise. The research is conducted as a partial fulfilment of the requirement of a Master of Project Management. Therefore, all information gathered will be treated for academic purposes only and not otherwise

RE: Questionnaire Design for the Study on Factors Affecting LUKU Service Customer Satisfaction in Nyang’hwale District

Section A: Demographic Information

1. Gender:

· Male

· Female

· Prefer not to say
2. Age:

· 18-25 years

· 26-35 years

· 36-45 years

· 46-55 years

· 56 years and above

3. Educational Level:

· No formal education

· Primary education

· Secondary education

· Tertiary education

· Higher education (University/College)

4. Occupation:

· Student

· Employed

· Self-employed

· Unemployed

· Retired
5. Duration of Using LUKU Services:

· Less than 1 year

· 1-2 years

· 3-5 years

· More than 5 years

Section B: Service Quality Dimensions

[image: image11.png]Service Customer’s Satisfaction in Tanzania: A Case of Tanesco Nyang'hwale”. He
‘will collect his data at your area from 20" August 2024 to 30" October 2024.

4. In case you need any further information, kindly do not hesitate to contact the
Deputy Vice Chancellor (Academic) of the Open University of Tanzania, P.O.Box 23409,
Dar es Salaam. Tel: 022-2-2668820 We lastly thank you in advance for your assumed
cooperation and faciltation of this research academic activiy.

‘Yours sincerely,
THE OPEN UNIVERSITY OF TANZANIA

St

Prof. Gwahula Raphael Kimamala

Kinondoni Biafra, Kawawa Road: P.O 23403; Dar es Salaam Tel +255 22 2608 445;
€ MaityofBout o ] Webstewinw out so 2



This section intends to identify your opinion regarding customer satisfaction. On a scale of 1-5 indicate that 1= Strongly disagree,2=Disagree 3=Neutral 4= Agree 5= Very Strongly agree Please Circle (          ) in the appropriate box

	S/n
	 Service Reliability
	1
	2
	3
	4
	5

	1
	The service is consistently available without interruptions 
	1
	2
	3
	4
	5

	2
	The service rarely experiences failures
	1
	2
	3
	4
	5

	3
	When issues occur, they are resolved quickly
	1
	2
	3
	4
	5

	4
	The service has a low frequency of failures
	1
	2
	3
	4
	5

	5
	The service is available whenever I need it
	1
	2
	3
	4
	5

	6
	The service operates with minimal errors
	1
	2
	3
	4
	5

	7
	The service team responds promptly to incidents
	1
	2
	3
	4
	5

	8
	Most issues are resolved on the first attempt
	1
	2
	3
	4
	5

	9
	The service meets the standards set in the Service Level Agreement (SLA)
	1
	2
	3
	4
	5


	S/n
	 Service Tangibles
	1
	2
	3
	4
	5

	1
	The service facilities are always clean and hygienic
	1
	2
	3
	4
	5

	2
	The service facilities are modern and well-maintained.
	1
	2
	3
	4
	5

	3
	The equipment used in the service is functional and reliable.
	1
	2
	3
	4
	5

	4
	The equipment is visually appealing and well-maintained.
	1
	2
	3
	4
	5

	5
	The service personnel have a professional appearance.
	1
	2
	3
	4
	5

	6
	It is easy to identify staff members (e.g., through uniforms or name tags).
	1
	2
	3
	4
	5

	7
	The printed materials provided (e.g., brochures, menus) are of high quality.
	1
	2
	3
	4
	5

	8
	The printed materials are clear and easy to read.
	1
	2
	3
	4
	5

	9
	The overall ambiance of the service environment is pleasant and comfortable.
	1
	2
	3
	4
	5


	S/n
	  Service Responsiveness
	1
	2
	3
	4
	5

	1
	The initial response to my inquiries is quick and timely.
	1
	2
	3
	4
	5

	2
	The overall response time to my requests is satisfactory.
	1
	2
	3
	4
	5

	3
	Most of my issues are resolved during the first interaction.
	1
	2
	3
	4
	5

	4
	The time taken to fully resolve my issues is acceptable.
	1
	2
	3
	4
	5

	5
	The information provided to me is clear and easy to understand.
	1
	2
	3
	4
	5

	6
	Customer service proactively addresses potential issues before they become problems.
	1
	2
	3
	4
	5

	7
	Follow-ups are conducted promptly after the initial response or resolution.
	1
	2
	3
	4
	5

	8
	I am satisfied with the responsiveness of the customer service team
	1
	2
	3
	4
	5

	9
	Complaints are handled effectively and resolved to my satisfaction.
	1
	2
	3
	4
	5


	S/n
	  Service Assurance
	1
	2
	3
	4
	5

	1
	The staff have the necessary knowledge and skills to provide the service effectively.
	1
	2
	3
	4
	5

	2
	I trust the service provider to be honest and reliable
	1
	2
	3
	4
	5

	3
	The service personnel are always polite and respectful.
	1
	2
	3
	4
	5

	4
	The staff are friendly and approachable.
	1
	2
	3
	4
	5

	5
	I feel confident that my data and privacy are protected by the service provider.
	1
	2
	3
	4
	5

	6
	The service environment and processes are safe.
	1
	2
	3
	4
	5

	7
	The service is consistently reliable and meets my expectations
	1
	2
	3
	4
	5

	8
	Information is communicated to me clearly and accurately
	1
	2
	3
	4
	5

	9
	Customer issues are resolved effectively and promptly
	1
	2
	3
	4
	5


	S/n
	Service empathy
	1
	2
	3
	4
	5

	1
	The staff actively listen to my concerns and needs.
	1
	2
	3
	4
	5

	2
	Services are tailored to meet my individual needs.
	1
	2
	3
	4
	5

	3
	The staff show empathy and understanding towards my emotions.
	1
	2
	3
	4
	5

	4
	I feel comfortable and supported when interacting with the staff.
	1
	2
	3
	4
	5

	5
	It is easy to contact and communicate with the service personnel
	1
	2
	3
	4
	5

	6
	Information is communicated to me clearly and with sensitivity.
	1
	2
	3
	4
	5

	7
	My feedback and concerns are handled and addressed effectively.
	1
	2
	3
	4
	5

	8
	The staff are attentive and responsive to my needs and concerns
	1
	2
	3
	4
	5

	9
	The staff build positive and trusting relationships with customers.
	1
	2
	3
	4
	5


	S/n
	 LUKU SERVICE CUSTOMER’S SATISFACTION
	1
	2
	3
	4
	5

	1
	The quality of the LUKU service meets my expectations.
	1
	2
	3
	4
	5

	2
	The service provided by LUKU is reliable and consistent.
	1
	2
	3
	4
	5

	3
	The customer support team at LUKU responds to my inquiries in a timely manner.
	1
	2
	3
	4
	5

	4
	The customer support team is knowledgeable and helpful in resolving issues.
	1
	2
	3
	4
	5

	5
	I find it easy to access and use LUKU's services.
	1
	2
	3
	4
	5

	6
	The service options and features provided by LUKU are convenient and useful.
	1
	2
	3
	4
	5

	7
	The pricing of LUKU’s services is fair and transparent.
	1
	2
	3
	4
	5

	8
	I feel that I receive good value for the money I spend on LUKU’s services.
	1
	2
	3
	4
	5

	9
	Overall, I am satisfied with my experience with LUKU Service.
	1
	2
	3
	4
	5
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