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The objective of this study was to assess customer satisfaction on complaints handling in banks. The sampling approach in this study was simple random sampling method and the populations were BBT customers who use the banking services as receiver and BBT staff who were selected purposely as service providers. Data were collected using questionnaires which were designed specifically for employees and customers.

The study results revealed that, there are challenges that face management of the bank in complaint handling as about 45 percent of the customer responded that the service level in complaint handling is average, it is also revealed that time taken to handle complaint is not satisfactory about 44 percent opined that they are uncertain with the time taken to handle complaints. It also revealed that staffs receive training on customer service only once per month. 

This study recommends that, Bank Management should improve employee’s incentives policies regarding training programs, particularly on customer service training from time to time and not only at the time when the employees join the organization. Bank Management should conduct more training on customer service at least twice per month also the management should improve complaint handling procedures. 
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[bookmark: _Toc381666085][bookmark: _Toc381668055][bookmark: _Toc390718376][bookmark: _Toc29152747][bookmark: _Toc29152846][bookmark: _Toc29153091]CHAPTER ONE
[bookmark: _Toc380223931][bookmark: _Toc380223972][bookmark: _Toc380224049][bookmark: _Toc380224199][bookmark: _Toc380532265][bookmark: _Toc381463708][bookmark: _Toc381463719][bookmark: _Toc381500345][bookmark: _Toc381500355][bookmark: _Toc381666086][bookmark: _Toc381668056][bookmark: _Toc383222872][bookmark: _Toc390718377][bookmark: _Toc29152748][bookmark: _Toc29152847][bookmark: _Toc29153092]1.0 INTRODUCTION
[bookmark: _Toc381668057][bookmark: _Toc383222873][bookmark: _Toc390718378][bookmark: _Toc29152749][bookmark: _Toc29152848][bookmark: _Toc29153093]1.1 Background to the problem
Banking industry in Tanzania is rapidly growing following the liberalization of banking sector in 1991. More than 32 commercial banks have been established since 1991, among of these banks are Barclays Bank (T) Limited, CRDB Plc, Standard Chartered Bank (T) Limited, Stanbic Bank (T) Limited, Citibank (T) Limited, Tanzania Postal Bank and NBC Tanzania. Banks provide several services such as withdraw, deposit, loans, ATM cash deposit and withdraw, cheque ordering and other inquiries. The emerging of commercial banks in Tanzania causes stiff competition in business where by banks focuses on improving services offered so as to attract new customers and to retain the existing ones. In this competing business environment many banks in Tanzania focuses on improving customer service and effectively complaints handling,  

Customer satisfaction has a great role to play in the Tanzanian banking industry, especially in the current economic situation which characterized with strong competition. Where by customer complaints are important source of market intelligence in banks and other companies which provide service to the people, through customer complaints handling companies should use to correct the root cause of the problem and to improve the service or product (McCollough, Berry and Yadav, 2000). 
Complaints and the processes for handling them are important issues for service providers because they have the potential to have an adverse effect on customer satisfaction and loyalty.
[bookmark: _Toc381668058][bookmark: _Toc383222874][bookmark: _Toc390718379][bookmark: _Toc29152750][bookmark: _Toc29152849][bookmark: _Toc29153094]1.2 Statement of the research problem
The emerging of banking industry in Tanzania causes competition in business to increase as results Banks compete to each other looking for customers. One of the determinant factors that attract customers is to provide good services. A major reason why customers switch service providers is unsatisfactory problem resolution (Hart, Heskett, and Sasser, 1990). Complaint handling is the way Barclays bank is seeking to enhance customer service by effectively and efficiently dealing with the complaints.
The problem is, does the bank meet customers’ expectations? Do they know the needs of their customers? Why customers taking too long standing in long queues? These issues motivated me to undertake this study to find out how customers are being satisfied with the way complaints is being handled in Barclays bank.
[bookmark: _Toc381668059][bookmark: _Toc383222875][bookmark: _Toc390718380][bookmark: _Toc29152751][bookmark: _Toc29152850][bookmark: _Toc29153095]1.3 Research objectives
This study aims at achieving the following objectives
[bookmark: _Toc383222876][bookmark: _Toc390718381][bookmark: _Toc29152752][bookmark: _Toc29152851][bookmark: _Toc29153096]1.3.1 General Objective
The general objective of this study is to assess the customer satisfaction on complaints handling in banks. A case study Barclays Bank
 Tanzania.
[bookmark: _Toc383222877][bookmark: _Toc390718382][bookmark: _Toc29152753][bookmark: _Toc29152852][bookmark: _Toc29153097]1.3.2 Specific Objectives                
i. To examine the time taken by Barclays bank to resolve the complaints 
ii. To assess if there is clear policies and procedures in handling customer complaints  
iii. [bookmark: _Toc381668060]To assess if customers are satisfied with the response given to them concerning their complaints. 
iv. To examine the willingness of the Bank to present an explanation for the problems.
[bookmark: _Toc390718383][bookmark: _Toc29152754][bookmark: _Toc29152853][bookmark: _Toc29153098]1.4 Research questions
[bookmark: _Toc383222878][bookmark: _Toc390718384][bookmark: _Toc29152755][bookmark: _Toc29152854][bookmark: _Toc29153099]1.4.1   General research question
Are customers satisfied with the way complaints are being handled in Barclays banks Tanzania?
[bookmark: _Toc383222879][bookmark: _Toc390718385][bookmark: _Toc29152756][bookmark: _Toc29152855][bookmark: _Toc29153100]1.4.2 Specific research questions 
[bookmark: _Toc381668061][bookmark: _Toc383222880] The associated specific questions of this research are: 
i. How long does it take for the complaint to be resolved?
ii. Does the bank have clear policies and procedures in handling complaints?
iii. Does customers satisfied with the response given concerning their complaints?
iv. Do the bank willing to provide explanation to customers for the problems? 
[bookmark: _Toc390718386][bookmark: _Toc29152757][bookmark: _Toc29152856][bookmark: _Toc29153101]1.5 Significance of the research
The research will add knowledge and insight to the very under researched topic of the customer satisfaction on complaints handling in banks. Therefore the study has been beneficial to other researchers and academics working in this discipline. The research also has specific implications for bankers to know the customer attitudes and perceptions towards complaints handling in banks. 
[bookmark: _Toc390718387][bookmark: _Toc29152758][bookmark: _Toc29152857][bookmark: _Toc29153102]1.6 Scope of the study 
The study covered on customer complaint handling end to end process to check on customer satisfaction and suggest recommendations for any identified gaps for improvement. 
[bookmark: _Toc381668062][bookmark: _Toc383222881][bookmark: _Toc390718388][bookmark: _Toc29152759][bookmark: _Toc29152858][bookmark: _Toc29153103] 1.7 Organization of the study
[bookmark: _Toc380223932][bookmark: _Toc380223973][bookmark: _Toc380224050][bookmark: _Toc380224200][bookmark: _Toc380532266][bookmark: _Toc381463709][bookmark: _Toc381463720][bookmark: _Toc381500346][bookmark: _Toc381500356]This research is divided into five chapters, which are structured as follows: Chapter one covers introduction, Background to the research problem, Statement of the research problem, Research objective, research questions and significance of the study. Chapter two includes review of the literature relating to the topic under research. Chapter three covers methodology that was used to conduct the study. Chapter four covers data analysis and discussion of the findings and Chapter five covers summary, conclusion and recommendations.    
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[bookmark: _Toc380532267][bookmark: _Toc381463710][bookmark: _Toc381463721][bookmark: _Toc381668064][bookmark: _Toc383222883][bookmark: _Toc390718390][bookmark: _Toc29152761][bookmark: _Toc29152860][bookmark: _Toc29153105]2.0 LITERATURE REVIEW
[bookmark: _Toc381668065][bookmark: _Toc383222884][bookmark: _Toc390718391][bookmark: _Toc29152762][bookmark: _Toc29152861][bookmark: _Toc29153106]2.1 Introduction 
This chapter shows different theories and empirical studies done on the area of customer 
satisfaction which will help the researcher to understand various concepts, theories, studies and views of other scholars relating to customer satisfaction on complaint handling in service sector like banking sector. 

[bookmark: _Toc381668066][bookmark: _Toc383222885][bookmark: _Toc390718392][bookmark: _Toc29152763][bookmark: _Toc29152862][bookmark: _Toc29153107]2.2 Conceptual definitions
The following are conceptual definition of key words which appears in this research
[bookmark: _Toc381668067][bookmark: _Toc383222886][bookmark: _Toc383223692][bookmark: _Toc383223733][bookmark: _Toc390718393][bookmark: _Toc29152764][bookmark: _Toc29152863][bookmark: _Toc29153108]
2.2.1 Customer Satisfaction
Satisfaction is the result of a comparison judgment between expected and actual performance (Gelbrich and Roschk, 2010).

Satisfaction may be based on the comparison between the individuals’ expectations and perceived performance (Oliver, 1980).

Customer satisfaction is also related to the service offering. With retail banking, the convenience and competitiveness of the provider’s offerings can be expected to affect a customer’s overall satisfaction and ongoing patronage.

In retail banking there is an ongoing relationship between the service provider and the customer. Here, customer satisfaction is based on an evaluation of multiple interactions. For this investigation, satisfaction is considered as a composite of overall customer attitudes towards the service provider that incorporates a number of measures. Three frequently used measures are overall service quality, meeting expectations and customer satisfaction (Hausknecht, 1990; Heskett, 1994; Jones and Sasser, 1995). Customer satisfaction while customer retention is the goal of the service provider
[bookmark: _Toc383222887][bookmark: _Toc390718394][bookmark: _Toc29152765][bookmark: _Toc29152864][bookmark: _Toc29153109]2.2.2 Complaint
Complaint is expression of dissatisfaction on a consumer's behalf to a responsible party (Landon 1980), While consumer complaints are clearly expressions of dissatisfaction, at the same time, they present an opportunity for management to respond in such a way that dissatisfaction is reduced and repeat business in encouraged (Ngai, Heung, Wong and Chan, 2000).

Customer complaints are a valuable source of important market intelligence which companies should use to correct the root cause of the problem and to improve the service or product (McCollough, Berry and Yadav, 2000).

A commonly used definition of customer complaining behaviour was suggested by Singh (1988, p. 94), who conceptualised it as a set of multiple (behavioural and non-behavioural) responses, some or all of which are triggered by perceived dissatisfaction with a purchase episode.

Barclays Bank (2007), defines complaint as any expression of dissatisfaction whether justified or not about any aspect of our business. 
[bookmark: _Toc29152766][bookmark: _Toc29152865][bookmark: _Toc29153110]2.2.3 Banks
A bank is a financial intermediary that accepts deposits and channels those deposits into lending activities, either directly by loaning or indirectly through capital markets. A bank links together customers that have capital deficits and customers with capital surpluses.
[bookmark: _Toc383222888][bookmark: _Toc390718395][bookmark: _Toc29152767][bookmark: _Toc29152866][bookmark: _Toc29153111] 2.3 Theoretical literature review
There are different theories on customer satisfaction and on complaints handling behaviour. The authors explains each model as follows 
[bookmark: _Toc390718396][bookmark: _Toc29152768][bookmark: _Toc29152867][bookmark: _Toc29153112]2.3.1 Kano’s model of customer satisfaction 
Sauerwein, Bailom, Matzler and Hinterhuber (1996), share a modal called Kano Model.  This is a theory of customer satisfaction. In his model, Kano (Kano, 1984) distinguishes between three types of product requirements which influence customer satisfaction in different ways when met: The three major types of requirements are must-be, one- dimensional, and attractive. 

Must-be requirements which also referred to as basic requirements, which represent the minimal criteria that must be met by a product or service. If they are not fulfilled, customers will not be satisfied with and have no interest in the product or service. Furthermore, even if these requirements are fully fulfilled, they will not generate any additional customer satisfaction beyond a neutral level. 

One-dimensional it represents the needs that are directly related to customer satisfaction. That is, the more functional the product or service is with regard to this type of need, the more customers are satisfied. If these types of requirement are fulfilled, they can become a strong source of customer satisfaction and should therefore be given high priority in service design or product development.  
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[bookmark: _Toc390718397][bookmark: _Toc394471801][bookmark: _Toc394474765][bookmark: _Toc395136034][bookmark: _Toc395136724][bookmark: _Toc395136881][bookmark: _Toc397915483][bookmark: _Toc400693538][bookmark: _Toc400695282][bookmark: _Toc29152769][bookmark: _Toc29152868][bookmark: _Toc29153113] Figure 2.1 Kano Model Diagram
Source: Kano (1984)

Attractive curve indicates an area in which the customer is more satisfied when the product, service or process is more functional but is not dissatisfied when the product, service, or process is less functional. These types of requirement are neither explicitly expressed nor expected by the customer. Therefore, even if they are not met, they will not cause any dissatisfaction. They merely represent unexpected surprises that will be pleasing to customers if present.
[bookmark: _Toc390718398][bookmark: _Toc29152770][bookmark: _Toc29152869][bookmark: _Toc29153114]2.3.2 A dynamic model of customer complaining behaviour from service-dominant 
Tronvoll 2012, In this research the author investigated the common behaviour models of customer complaints and relates this to the service-dominant logic perspective in order to develop and describe a dynamic conceptual model of customer complaining behaviour.

To describe the dynamic behaviour of the complaining process, a conceptual model is suggested (see Figure 2.2). Depending on the complaining process previously described (type and strength of unfavourable service experience, resource configuration, direction of the complaint process, context, etc.), the customer can engage in various types of complaining behaviour, each of which has a different threshold the customer might not engage in any complaining behaviour (designated “no complaining response”); . 
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.2
: The dynamic behaviour of the complaining process.
Source: Tronvoll (2012) 
  
)
The customer might communicate the unfavourable service experience in various ways (designated “communication complaint responses”); and the customer might undertake certain complaint actions (designated “action complaint responses”). Complaining behaviour is dependent on the filter of resource configuration and context. The resource configuration includes both the customer’s resources

The proposed model posits three categories of complaining behaviour due to customer’s unfavourable service experience: no complaining response, communication complaining responses, and action complaining responses. However the conceptual model did not explain much about customer complaining behaviour.

[bookmark: _Toc390718400][bookmark: _Toc29152772][bookmark: _Toc29152871][bookmark: _Toc29153116]2.3.3 Distributive justice
 This refers to the customer’s perception of the equity of the resources allocation and the tangible outcome of the service encounter, whatever the company offered the customer to recover from the service failure (Blodgett, Hill and Tax, 1997). Procedural lose justice is the customer’s perception of the equity of the policies and procedures adopted by the company in the recovery process that led to the obtained outcome (Blodgett, Hill and Tax, 1997). The dimensions of distributive and procedural justice focus on structural factors and ignore social factors that also influence the perception of justice (Hocutt and Bowers, 2006).
[bookmark: _Toc390718401][bookmark: _Toc29152773][bookmark: _Toc29152872][bookmark: _Toc29153117] 2.3.4 Interactional justice
This is related to the customer’s perception of the equity of the personal treatment received from the company’s employees in terms of respect, honesty, education and dignity (Maxham and Netemeyer, 2002). Informational justice refers to the adequacy and truthfulness of information explaining the causes of a negative event (Colquitt, 2001), i.e. this justice dimension focuses on the equity of the explanations and justifications offered about decisions, about the reason behind things (Ambrose, Hess and Ganesan, 2007). 

[bookmark: _Toc390718402]2.3.5 Disconfirmation theory   
Disconfirmation theory argues that ‘satisfaction is related to the size and direction of the disconfirmation experience that occurs as a result of comparing service performance against expectations’. Ekinci and Sirakaya (2004) cites Oliver’s updated definition on the disconfirmation theory, which states “Satisfaction is the guest’s fulfilment response.  It is a judgement that a product or service feature, or the product or service itself, provided (or is providing) a pleasurable level of consumption related fulfilment, including levels of under or over fulfilment.  

[bookmark: _Toc29152774][bookmark: _Toc29152873][bookmark: _Toc29153118]2.3.6 Procedural fairness
Procedural fairness is concerned with the fairness of the procedures used in making decisions (Folger and Greenberg 1985) it is the extent to which procedures used to determine a distribution of outcomes have allowed for objectivity and consumer representation (Goodwin and Ross (1990). An organization is evaluated by its facilitation of the complaint process includes policies, procedures  and tools that a company has in place to support customer communications and complaints as well as the time it takes for the organization  to process the complaint and arrive at a decision. Consumer can evaluate only those policies and procedures that impact them directly and these are basis for their perception of the procedural justice. 

[bookmark: _Toc383222890][bookmark: _Toc390718403]The researcher has a feeling that the Kano Model and the study conducted by Tronvoll (2012) are relevant to the study of customer satisfactions and complaint handling behaviour because it takes care of different angles through which quality of a product or service is looked at in different angles. For example, one product can have different components with different levels of functions and therefore possesses different quality within the same product. Producers need to get to know requirements of customers even by considering some components within the same product, also complaining behaviour is dependent on the filter of resource configuration and context.
[bookmark: _Toc29152775][bookmark: _Toc29152874][bookmark: _Toc29153119]2.4 Empirical literature review
There are a lot of literatures on customer satisfaction and complaints handling, 
[bookmark: _Toc383222891][bookmark: _Toc390718404][bookmark: _Toc29152776][bookmark: _Toc29152875][bookmark: _Toc29153120][bookmark: _Toc382877321][bookmark: _Toc383222892]2.4.1 General studies
Customer complaints are a valuable source of important market intelligence, which companies should use to correct the root cause of the problem and to improve the service or product (McCollough, Berry and Yadav, 2000)
Many companies do not pay sufficient attention to handling complaints effectively (Stauss and Schoeler, 2004; Homburg and Furst, 2007).  

Banks provide services that are perceived in different ways by different people. People develop expectations of services that may not always match their perceptions, which result in customer dissatisfaction and complaints. While consumer complaints are clearly expressions of dissatisfaction, at the same time, they present an opportunity for management to respond in such a way that dissatisfaction is reduced and repeat business in encouraged (Ngai, Heung, Wong and Chan, 2007). Therefore, understanding consumer complaint behaviour in the banking sector is important from a business development viewpoint.

Complaint management has become increasingly important in banks little is really known about how complainers assess the organizational response, and how those assessments affect their future consumer behaviour.

Thorsten Gruber (2011) under a study titled ‘’How complaining customers want to be treated by frontline employees’’.  For this purpose, an exploratory research study using the qualitative laddering interviewing technique was regarded as appropriate as it allows researchers to gain a deeper insight into an underdeveloped research subject. Following realist thinking and terminology, the exploratory study aims to develop a deeper understanding of the so-called micro structures of complaining customers. 

The researcher used semi-standardised qualitative technique called laddering was used to reveal the cognitive structures of complaining customers. In total, laddering interviews with 40 respondents with complaining experience were conducted. The research shows that the most important attributes for complaining customers are the contact employees’ authenticity, competence and active listening skills. These concepts are linked with several consequences and values such as “justice”, “well-being” and “security. However the researcher suggested only one method of handling customer complaint which is face to cafe.

Varela, Casielles and Iglesia (2010). Conducted a study under the title ‘’Explaining customer satisfaction with complaint handling’’. Due to the importance of understanding what circumstances make customer recovery programmes successful, this paper aims to study the effects of different cognitive evaluations                          (disconfirmation of expectations and perceived justice) and affective responses (positive and negative emotions) on satisfaction with complaint handling.

The results of the study support the model and highlight the importance of the emotions experienced as a result of the complaint handling. Although these emotions have been underrepresented in the service recovery literature, our investigation shows that these emotions not only have an independent effect on customer satisfaction, after accounting for the effects of the cognitive evaluations of complaint handling, but also play a mediating role in the relationship between these cognitive variables and satisfaction.

Gruber, Szmigin and Voss (2009) organised a study titled, ‘’Handling customer complaints effectively a comparison of the value maps of female and male complainants’’. This paper seeks to explore the nature of complaint satisfaction with particular emphasis on the qualities and behaviours that male and female customer value during personal complaint-handling service encounters.

The research indicates that being taken seriously in the complaint encounter together with the employee’s competence, friendliness and active listening skills are particularly important for both male and female complainants. Females were more able than male respondents to develop strong associations on the highest level of abstraction and linked desired employee behaviours with several values. Female customers tended to be more emotionally involved than male customers as they wanted employees to apologize for the problem and sometimes needed time to calm down and relax. By contrast, male complainants were mainly interested in a quick complaint solution. The researcher used descriptive research whereby they conducted 40 laddering interviews with 21 female and 19 male respondents with complaining experience. However they did not indicate the percentage of women and male who want the employees to apologize for the problem and the one who didn’t wants.

Kitapci & Dortyol (2009), carry out a study ‘’The differences in customer complaint behaviour between loyal customers and first comers in the retail banking industry’’, The case of Turkish customers This study has adopted the work of Ndubisi and Ling, which categorized consumer complaint actions into public, private, defection and no action. Interview and survey data were collected. 

The results reveal that first comers are more willing to engage in private complaining actions such as negotiation and worth-of-mouth comments and telling friends and family about their bad experiences compared to loyal customers. Our major findings indicate that even if a first comer does not complain, this does not mean that the person is satisfied. As there is a likelihood that when a customer makes a private complaint, such as spreading negative word-of-mouth criticisms, bank managers should pay more attention to those customers. Further, first comers are more likely to take part in a defection by doing business with another firm following the bad experience compared to loyal customers.

Chia-Ching Tsai (2014) in a study titled ‘’Does relationship matter? Customers’ response to service failure, during service failures’’, urged that the level of unfairness perceived by customers depends on the type of service failure that has occurred. In other words, customers react differently to different types of failures. Some researchers have pointed out that an outcome failure might cause lesser dissatisfaction, compared to a process failure (Smith et al., 1999). Therefore, a customer’s feeling of betrayal is related not only to relationship quality but also to the kind of service failure experienced.

According to Davidow (2003) in the research titled Organizational Responses to Customer Complaints: What Works and What Doesn’t. The study specifically focuses on the field of complaint handling, specifically to focus on how the organizational response to a customer complaint affects the post complaint customer behaviour. A model framework is presented that divides these organizational responses into six separate dimensions (timeliness, facilitation, redress, apology, credibility, and attentiveness) and takes an in-depth look at each dimension in turn. Major questions and conclusions are presented for each dimension, which attempt to clarify what is really known or not known about the effect of that dimension on post complaint customer behaviour. Unfortunately, with all of that complaining, the implications of customer complaint behaviour for organizations have been examined far less often. Yet how an organization responds to a complaint can have a major impact on its customer’s post complaint consumer behaviour, from repurchase intentions to likelihood to engage in word-of-mouth activities, and it may even affect the valence of the word-of-mouth message.

[bookmark: _Toc382877323][bookmark: _Toc383222894][bookmark: _Toc383223694][bookmark: _Toc383223735]Cohen, Gan, Yong and Choong (2006) researched on Customer retention in New Zeland, In businesses where the underlying products have become commodity-like, quality of service depends heavily on the quality of its personnel. This is well documented in a study by Leeds (1992), who documented that approximately 40 percent of customers switched banks because of what they considered to be poor service. Leeds further argued that nearly three-quarters of the banking customers mentioned teller courtesy as a prime consideration in choosing a bank. The study also showed that increased use of service quality/sales and professional behaviours (such as formal greetings) improved customer satisfaction and reduced customer attrition.  

Indeed, customer satisfaction has for many years been perceived as key in determining why customers leave or stay with an organisation. Organisations need to know how to keep their customers, even if they appear to be satisfied. Reichheld (1996) suggests that unsatisfied customers may choose not to defect, because they do not expect to receive better service elsewhere. 

[bookmark: _Toc383222893][bookmark: _Toc390718405][bookmark: _Toc29152777][bookmark: _Toc29152876][bookmark: _Toc29153121]2.4.2 Studies in African countries
Komunda (2013) carried out a research on Customer Complaints Behaviour, Service Recovery and Behavioural Intentions. The study is on the relationship between customer complaints behaviour, complaint handling mechanisms and customer loyalty. The dependent variable is behavioural intentions while the independent variable is Customer complaints behaviour.  The researcher is trying to investigate customer loyalty and word of mouth because it is more expensive to win new customers than keep the existing customers. Customer loyalty is acknowledged as an important indicator of the likely success of a business.  Customer loyalty is measured by word of mouth and customer retention. Word of mouth is a powerful marketing tool and it has high credibility. Word of mouth has been defined as informal communication between private parties concerning evaluations of goods and services. Customer retention refers to actions that a selling organization undertakes in order to reduce customer defection. A growing body of literature suggests that customer loyalty has positive impact on client retention. 
Hernon, Nitecki, and Altman (2004) organised a study on Service Quality and Customer Satisfaction. Assessment and future directions. Attracting and retaining customers through programs designed to produce loyalty to an organization became one of the most popular marketing trends of the last decade. The airline frequent flier programs were early examples. Now supermarkets, car washes, hair salons, hotels, and restaurants use loyalty programs to attract and retain customers. College and university “heritage” pro- grams by which children of alumni have preference for admission are another example. Every organization needs repeat customers to survive and prosper. How- ever, customers remain loyal only as long as they are completely satisfied with the quality of the service or product provided. If these do not measure up, then any pro- motional bonus given in the loyalty pro- gram is not sufficiently attractive to ensure repeat use.

Boshoff (1996) asserted that customer satisfaction has been described as both the ultimate goal of the market economy (Pfaff, 1976) and the key outcome of the marketing process (Bateson, 1995, p. 25) while reliability is regarded as the core of service quality (Berry and Parasuraman, 1992). Yet, mistakes are an unavoidable feature of all human endeavour and thus also of service delivery. Although poor service delivery may initially appear to be a disaster, opportunities abound for service companies to resolve problems, go beyond the call of duty and win a customer for life. In other words, effective customer complaint handling, or service recovery, can turn angry and frustrated customers into loyal ones. Where by the formulated hypotheses suggest that customers’ levels of satisfaction can be influenced through service recovery actions.

[bookmark: _Toc383222895][bookmark: _Toc390718406]Dhurup, Mafini and Masitenyane (2014) stated that the importance of customer satisfaction to service quality, from the customers’ perspective, has been emphasised by a number of researchers (e.g. Maloney, 2002; Yasamis, Arditi & Mohammadi, 2002). The results show strong correlations between customer satisfaction and service quality (Holm, 2000). This demonstrates that customer satisfaction is dependent on the ability of an organisation to deliver implicitly on those expectations through a service delivery process designed according to customer needs (Jordaan & Prinsloo, 2004). Based on this, identifying the determinants of customer satisfaction has emerged as an essential prerequisite in the management of service quality. 
[bookmark: _Toc29152778][bookmark: _Toc29152877][bookmark: _Toc29153122]2.4.3 Empirical studies in Tanzania
Massawe, (2011) accomplish a study on customer satisfaction and complaints as a means of gaining a competitive advantage in hospitality industry customer oriented companies have to consider several things. These include how customer satisfaction is attained, how to control customer expectations and how to effectively manage customer feedback. All of these things are essential for the customer satisfaction approach to work properly. The paper also looks at the determinants of customer satisfaction which include: the so-called expectation disconfirmation paradigm, the service as well as product features of the customer experiences, the emotions and perceptions of the customer and the influence of other people. 

Therefore there is a need for customer retention. In order to retain customers good customer service must be present and complaints should be solved on time and provide feedback to the customers on the progress of their complaints.  Customer loyalty is also a source of goodwill and will enhance the organization’s image and can be a source of advertising and recommending the bank to friends or colleagues.
KPMG (2013), researched on Africa Banking Industry Customer Satisfaction Survey and noted that excellent customer service should not be limited to branch visits alone, but must be carried out through to all other delivery channels such as call centres and internet banking. Ninety- one percent of respondents indicated that a bank understanding of their needs and being proactive in presenting alternatives is important to them, which highlights the fact that banks 	need to constantly be steps ahead of the customer by developing various way for solving customer issues and problems efficiently and effectively.

Jani and Han (2013), explained that satisfaction influences customers’ future behaviour intentions and actual behaviours, many studies have been dedicated to understanding its antecedents and the conditions that stand to increase it. Traditionally, customer satisfaction is defined as an evaluation process in which the customer compares his or her prior expectations to the actual services received or the perceived service experience (Jani and Han, 2013). This comparison of expectation with perceived experience is referred to as the disconfirmation model (Gilbert et al., 2004). Recently, customer satisfaction has been acknowledged as a dependent factor not only in customer’s cognitive responses but also in affective responses to the service encounter (Edvardsson, 2005).
[bookmark: _Toc383222896][bookmark: _Toc390718407][bookmark: _Toc29152779][bookmark: _Toc29152878][bookmark: _Toc29153123]2.5 Research gap
Tax and Brown (1998) indicates that the majority of complaining customers are dissatisfied with the company’s complaint handling efforts. It seems that the issue of effective complaint handling is still not adequately addressed by businesses. Banks promise to deliver good service to customers, but in actual sense it is different from what employees deliver to their customers thus result into miss understanding between management and customers. The gaps are as follows.
 
Difference between customer’s expectations and the management’s perceptions towards customer satisfaction.

Between expected service and perceived service by the consumer. This results into negative quality perception, bad publicity and reputation, negative impact on organization’s image and loose of customers due to negative perception in firms.
[bookmark: _Toc383222897][bookmark: _Toc390718408][bookmark: _Toc29152780][bookmark: _Toc29152879][bookmark: _Toc29153124]2.6 Conceptual framework 
This study was guided by using the following conceptual framework on complaint handling end to end process. 

Organizational responses to customer complaints towards satisfaction
Organizational response                                                                            Satisfaction                                                                                                                                       
 (
            Requirement
Fulfilled
Must be
) (
Timelines
Facilitations
Redress
Apology
Credibility
Attentiveness
)


[bookmark: _Toc387295235][bookmark: _Toc387296459][bookmark: _Toc387296795][bookmark: _Toc387381101][bookmark: _Toc387467443][bookmark: _Toc387640329][bookmark: _Toc388027739]

Independent variables                                                                      Dependent variable
[bookmark: _Toc390718409][bookmark: _Toc394471814][bookmark: _Toc394474778][bookmark: _Toc395136047][bookmark: _Toc395136894][bookmark: _Toc397915495][bookmark: _Toc400693550][bookmark: _Toc400695294][bookmark: _Toc29152781][bookmark: _Toc29152880][bookmark: _Toc29153125]Figure 2.3: Conceptual framework
Source: Davidow (2000) and modified by Author 2014

[bookmark: _Toc390718410][bookmark: _Toc29152782][bookmark: _Toc29152881][bookmark: _Toc29153126]2.7 Theoretical framework
The variables as shown in Figure 2.3 above were analyzed as independent and dependent variables:

Independent variables: Timelines, Facilitations, Redress, Apology, Credibility and Attentiveness.

Dependent variables:  Customer satisfaction.
Brief descriptions of the independent variables were given as follows.

Timeliness. The perceived speed with which an organization responds to or handles a complaint. Where by Clark, Kaminski, and Rink (1992) utilized a survey approach and found that a speedy response improves a company’s image which can bring about customer satisfaction.

Facilitation. The policies, procedures, and structure that a company has in place to support customers engaging in complaints and communications. This relates to how easy does a company make it for consumers to complain? Are the employees empowered to make decisions? Clear complaint handling policies, all these factors can lead into customer satisfaction.

Redress. The benefits or response outcome that a customer receives from the organization in response to the complaint. Davidow and Leigh (1998) showed that satisfaction with the complaint handling and compensation has appositive effect on repurchase intentions and a negative impact on word-of-mouth activity.

Apology. An acknowledgement by the organization of the complainant’s distress. An apology enhanced customer satisfaction to a greater extent if there was redress than in situations where there was no redress.

Credibility. The organization’s willingness to present an explanation or account for the problem. This can bring customer satisfaction if the promises made to the customer are about their problem are fulfilled on timely manner. 

Attentiveness. The interpersonal communication and interaction between the organizational representative and the customer. According to Davidow (2000), attentiveness is the single most important dimension, having the largest effect of any dimension on satisfaction and repurchase. It is also the only dimension to have any impact (negative) on the likely hood of engaging in word-of-mouth activity.













[bookmark: _Toc383222899][bookmark: _Toc390718411][bookmark: _Toc29152783][bookmark: _Toc29152882][bookmark: _Toc29153127]CHAPTER THREE
[bookmark: _Toc390718412][bookmark: _Toc29152784][bookmark: _Toc29152883][bookmark: _Toc29153128]3.0 RESEARCH METHODOLOGY
[bookmark: _Toc383222900][bookmark: _Toc383223696][bookmark: _Toc383223737][bookmark: _Toc390718413][bookmark: _Toc29152785][bookmark: _Toc29152884][bookmark: _Toc29153129]3.1 Introduction 
This chapter presents the overall research design, area of the study, sample of the study, sample size, sampling techniques that will be used to select respondents, nature of the study, data collection techniques, sources of data and data analysis.
[bookmark: _Toc383222901][bookmark: _Toc390718414][bookmark: _Toc29152786][bookmark: _Toc29152885][bookmark: _Toc29153130]
3.2 Research design
The researcher carried out descriptive research and learn about BBT’s, customer satisfaction on complaints handling procedures and recommend the remedy, the researcher used quantitative research which based on the measurement of quantity or amount. It is applicable to phenomena that can be expressed in terms of quantity, (Kothari 2004) and statistical methods used in processing data. The data in surveys obtained by using standardized tools particularly questionnaire.  
[bookmark: _Toc383222903][bookmark: _Toc390718415][bookmark: _Toc29152787][bookmark: _Toc29152886][bookmark: _Toc29153131]3.3 Area of the research 
The study conducted at Barclays Bank branches in Dar es Salaam region, by focusing on branches which have many customers. The researcher decided to use Barclays Bank as the area of study in order to assess customer satisfaction on complaints handling on service offered. The researcher recommended the remedy on how to improve complaints handling procedures, in order to achieve customer satisfaction which will help to retain existing customers and increase new customers. 
[bookmark: _Toc383222902][bookmark: _Toc390718416][bookmark: _Toc29152788][bookmark: _Toc29152887][bookmark: _Toc29153132]3.4 Survey population
This study aimed at assessing customer satisfaction on complaints handling in banks, in this study the participant contacted were Barclays customers and staffs, the population involved in the study were 150 customers from Dar es Salaam branches where by customers who complained and staffs for the selected branches were interviewed.  Thus from this population the following formula used to calculate the sample size 
n =	 N 
         1 + N (e) 2 
Whereby 
n = Sample size 
N = Targeted population 
e = Level of precision or confidence interval i.e. 10% 
n = 150
       1 + 150 (0.1)2
n = 60 
[bookmark: _Toc383222904][bookmark: _Toc390718417]= 60 samples
[bookmark: _Toc29152789][bookmark: _Toc29152888][bookmark: _Toc29153133]3.5 Sampling design and procedures  
Kothari (2004) defines sample design as plan for obtaining a sample from a given population. It refers to the technique or the procedure the researcher would adopt in selecting items for the sample. Sample design may as well lay down the number of items to be included in the sample that is the size of the sample. Sample design is determined before data are collected. There are many sample designs from which a researcher can choose. Some designs are relatively more precise and easier to apply than others. Researcher must select/prepare a sample design which should be reliable and appropriate for his research study.

The researcher used simple random sampling method by selecting a sample size of 60 respondents which were BBT customers and staff, where by a list of customers who filled complaints were chosen at equal chance by picking 40 names at randomly and the same was done to staff facing customers their names were written into pieces of papers and picked at randomly in order to maintain equal chance. 

[bookmark: _Toc383222905]The researcher interview a total of 40 customers and 20 staff using questionnaires. Four branches were selected which were Kinondoni, Ohio, Slipway and Magomeni, sample of 10 customers from each branch were chosen. The questionnaires were distributed to walking customers at each branch where by customers were required to fill out the questionnaires which guided them to indicate their rating on how their complaints were handled by bank’s officials. Also customers were requested to indicate how satisfied they were with different services they received. The questionnaires were collected by the researcher. Out of 60 questionnaires distributed to BBT customers and staff members only 43 questionnaires were collected by researcher of which 27 questionnaires filled by customers and 16 questionnaires filled by staff. Table 3.1 shows the branch names, number of customers and number of staff which were given the questionnaires to fill out.

Table 3.1: Table showing the sample size
	S/N
	Branch Name
	Number of Customers
	Number of Staffs
	Sample size

	1
	Ohio
	10
	5
	15

	2
	Slipway
	10
	5
	15

	3
	Kinondoni
	10
	5
	15

	4
	Magomeni
	10
	5
	15

	 
	TOTAL
	40
	20
	60


Source: Author 
[bookmark: _Toc390718418][bookmark: _Toc29152790][bookmark: _Toc29152889][bookmark: _Toc29153134]3.6 Variables and measurement procedures             
Data were collected from Barclays bank customers and staffs, questioners were distributed to the selected sample. The following variables that is time taken to attend customers, availability of service, apologies to the customer regardless of whether the complaint is justified or not, attentive listening to customers, fulfilment of promises made, valuing customers, provide feedback to customers, response to phone call and service quality obtained were used to obtain information using Likert scales. The basic structure is to provide a series of statements, some negative and some positive in tone, and to ask the respondent to choose a position on a five point scale between strongly agree, Agree, uncertain, disagree and strongly disagree. (Fisher, 2010).
[bookmark: _Toc383222907][bookmark: _Toc390718419][bookmark: _Toc29152791][bookmark: _Toc29152890][bookmark: _Toc29153135]3.7 Methods of data collection 
Main data type for this research was primary data which was collected through questionnaires.  The primary data are those which are collected afresh and for the first time, and thus happen to be original in character. The secondary data, on the other hand, are those which have already been collected by someone else and which have already been passed through the statistical process. (Kothari, 2004). 
[bookmark: _Toc390718420][bookmark: _Toc29152792][bookmark: _Toc29152891][bookmark: _Toc29153136]3.8 Data collection tools
The questionnaires contained with structured and unstructured questions to enable capturing of respondents opinion. 
Structured questionnaires are simple to administer and relatively inexpensive to analyse. The provision of alternative replies, at times, helps to understand the meaning of the question clearly. But such questionnaires have limitations too. For instance, wide range of data and that too in respondent’s own words cannot be obtained with structured questionnaires (Kothari, 2004). But unstructured questionnaire gives option to the respondent to write their views about the issue. 

During the data collection, the researcher used questionnaires to get information from bank staff and from customers. There were two types of questionnaires, BBT staff questionnaires and BBT customer’s questionnaires. All respondents were given an opportunity to administer the questionnaires however, the researcher was available to guide respondents when necessary as some responded promptly to the survey.  
[bookmark: _Toc381668068][bookmark: _Toc383222908][bookmark: _Toc390718421][bookmark: _Toc29152793][bookmark: _Toc29152892][bookmark: _Toc29153137]3.9 Reliability and validity of data
Kothari, 2004, asserted that, Reliability has to do with the accuracy and precision of a measurement procedure, practicality is concerned with a wide range of factors of economy, convenience, and interpretability. The reliability of data was ensured due to the fact that data were collected by the researcher also source of data were from complaint forms filled by walking customers who were given questionnaire to fill. 

Saunders, Lewis and Thornhill, (2011), Validity is concerned with whether the findings are really about what they appear to be about. From the questionnaire distributed to customers and staff, researcher ensured the validity of data by offering a chance to clarify questions to respondents.  
[bookmark: _Toc390718422][bookmark: _Toc29152794][bookmark: _Toc29152893][bookmark: _Toc29153138]3.10 Data processing and analysis
The collected data through questionnaires were sorted out by identifying which data were usable and not usable, coding where numbers or symbols were assigned, classifying and tabulation of collected data ready for analysis. Data were processed by using SPSS (Statistical Package for the Social Sciences) and other statistical methods like mean, standard deviation, median and mode also pie charts, histograms, graphs and tables used to present different observations. The findings were analysed and interpreted by   researcher. 


















[bookmark: _Toc301524391][bookmark: _Toc301524810][bookmark: _Toc303103188][bookmark: _Toc306896403][bookmark: _Toc306897932][bookmark: _Toc181333124][bookmark: _Toc308481130][bookmark: _Toc389886803][bookmark: _Toc396460973][bookmark: _Toc29152795][bookmark: _Toc29152894][bookmark: _Toc29153139][bookmark: _Toc300768087][bookmark: _Toc301524392][bookmark: _Toc301524811][bookmark: _Toc303103189][bookmark: _Toc306896404][bookmark: _Toc306897933][bookmark: _Toc181333125][bookmark: _Toc308481131]CHAPTER FOUR
[bookmark: _Toc389886804][bookmark: _Toc396460974][bookmark: _Toc29152796][bookmark: _Toc29152895][bookmark: _Toc29153140]4.0 DATA ANALYSIS AND DISCUSSION OF THE FINDINGS
[bookmark: _Toc300768088][bookmark: _Toc301524393][bookmark: _Toc301524812][bookmark: _Toc303103190][bookmark: _Toc306896405][bookmark: _Toc306897934][bookmark: _Toc181333126][bookmark: _Toc308481132][bookmark: _Toc389886805][bookmark: _Toc396460975][bookmark: _Toc29152797][bookmark: _Toc29152896][bookmark: _Toc29153141]4.1 Introduction 
This chapter presents the findings of the study which is an academic work objectively undertaken to assess customer satisfaction on complaint handling in banks. The findings have been derived from combined responses of questionnaires of banks’ customers and selected bank employees. This chapter covers an introduction part, assessment of bank services, BBT staffs self assessment, assessment of BBT customers and discussion of the findings.

[bookmark: _Toc300768089][bookmark: _Toc301524394][bookmark: _Toc301524813][bookmark: _Toc303103191][bookmark: _Toc306896406][bookmark: _Toc306897935][bookmark: _Toc181333127][bookmark: _Toc308481133][bookmark: _Toc389886806][bookmark: _Toc396460976][bookmark: _Toc29152798][bookmark: _Toc29152897][bookmark: _Toc29153142]4.2 Respondents’ assessment on Barclays Bank Services
[bookmark: _Toc396460977][bookmark: _Toc29152799][bookmark: _Toc29152898][bookmark: _Toc29153143]4.2.1 Respondents Position
A total 60 questionnaires were disseminated to 40 BBT customers and 20 staff members, but only 27 customers responded to the questionnaires and 16 staff members responded to the questionnaires, as shown in Table 4.1 
[bookmark: _Toc394473769][bookmark: _Toc394474797][bookmark: _Toc395136913][bookmark: _Toc396458836][bookmark: _Toc396460978][bookmark: _Toc397915514][bookmark: _Toc400695313][bookmark: _Toc29152800][bookmark: _Toc29152899][bookmark: _Toc29153144]Table 4.1: Respondents’ assessment on BBT services
	Type of respondent
	Number of respondents
	Percentage

	Customers
	27
	62.79

	BBT staff
	16
	37.21

	TOTAL
	43
	100


Source: Survey data 
[bookmark: _Toc181333130][bookmark: _Toc308481136][bookmark: _Toc396460979][bookmark: _Toc29152801][bookmark: _Toc29152900][bookmark: _Toc29153145]4.2.2 Respondents experience in BBT services
Out of 16 staff members, 62.5 percent have been with the bank for more than 4 years, 31.25 percent have been with BBT for 3 years and 6.25 percent have been with the bank for 2 years as shown in Table 4.2. 

Generally more staff members have been with the banks for  more than 4 years which makes staff to be more familiar with process and procedures of handling complaint and give them confidence in facing customers. 

[bookmark: _Toc395136915][bookmark: _Toc396458838][bookmark: _Toc396460980][bookmark: _Toc397915516][bookmark: _Toc400693571][bookmark: _Toc400695315][bookmark: _Toc29152802][bookmark: _Toc29152901][bookmark: _Toc29153146]Table 4.2 Assessment on the period bank staff stays with BBT
	Duration
	Number of respondents
	Percentage

	1 year
	0
	0

	2 years
	1
	6.25

	3 years
	5
	31.25

	Above 4 years
	10
	62.5

	Total
	16
	100


Source: Survey data 
[bookmark: _Toc300768090][bookmark: _Toc301524395][bookmark: _Toc301524814][bookmark: _Toc303103192][bookmark: _Toc306896407][bookmark: _Toc306897936][bookmark: _Toc181333128][bookmark: _Toc308481134][bookmark: _Toc389886807][bookmark: _Toc396460981][bookmark: _Toc29152803][bookmark: _Toc29152902][bookmark: _Toc29153147]4.2.3 Evaluation of BBT staff receive training on customer service
[bookmark: _Toc300768091][bookmark: _Toc301524396][bookmark: _Toc301524815][bookmark: _Toc303103193][bookmark: _Toc306896408][bookmark: _Toc306897937][bookmark: _Toc181333129][bookmark: _Toc308481135][bookmark: _Toc389886808][bookmark: _Toc394473771][bookmark: _Toc394474799][bookmark: _Toc395136917]The percentage of staff who receive training on customer service were as follows 31.25 percent from Ohio branch, 25 percent from Kinondoni branch, 18.75 percent from Magomeni branch and 25 percent from Slipway branch. Total number of staff who received training on customer service was 16 as shown in Table 4.3

Customer satisfaction on complaints handling is highly influenced by various trainings offered to front-line staff team. As it assures precise solutions to complaints, shortest time possible to close a complaints and engagement to manage customer expectations which in turn increases customer satisfaction, Staff who receive training are able to deliver quality resolution of complaints, improve efficiency in handling complaints as they are well imparted with training on policies and procedures hence they are very sure with what they are doing.  
Furthermore the trainings given to staff enable them to manage customers’ expectations by precisely communicating the scope of complaints, time to close it and the process which would be advised.

[bookmark: _Toc396458840][bookmark: _Toc396460982][bookmark: _Toc397915518][bookmark: _Toc400693573][bookmark: _Toc400695317][bookmark: _Toc29152804][bookmark: _Toc29152903][bookmark: _Toc29153148]Table 4.3: Table showing BBT staff receive training on customer service
	Branch Name
	Number of staff receive training on customer service
	Percentage

	Ohio
	5
	31.25

	Kinondoni
	4
	25

	Slipway
	4
	25

	Magomeni
	3
	18.75

	TOTAL
	16
	100


Source: Survey data 
[bookmark: _Toc396460983][bookmark: _Toc29152805][bookmark: _Toc29152904][bookmark: _Toc29153149]4.2.4 Frequency BBT staff attending training on customer service 
100 percent of BBT staff commented that, they attended training on customer service only once per month, whereby such training enable staff members to familiarize and revisit with different policies procedures in handling complaints which contribute toward customer satisfaction, also trainings help customer facing staff to continuous engaging customers from the day a complaint is received to the day when it is closed by giving continuous updates as a result manage customer expectations which in turn increases customer satisfaction, as shown in Figure 4.1

[bookmark: _Toc395136919]
[bookmark: _Toc396460984][bookmark: _Toc397915520][bookmark: _Toc400695319][bookmark: _Toc29152806][bookmark: _Toc29152905][bookmark: _Toc29153150]Figure 4.1: BBT Staff attendance training on customer service per month
Source: Survey data
[bookmark: _Toc396460985][bookmark: _Toc29152807][bookmark: _Toc29152906][bookmark: _Toc29153151]4.2.5 Evaluation on the policies and complaint handling procedures
Out of 16 staff respondents, 100 percent revealed that there are clear policies and procedures in handling customer complaints in BBT as shown in Figure 4.2. 
Policy and procedures bring into customer satisfaction as they stipulate different types of complaints, maximum time required to close complains, procedures to follow and exceptions like what should be done when a complaint is escalated to the next level.
The policies are there to guide staff and it their responsibility to translate into practice when engage customers in complaints handling hence increases customer satisfaction. 
[image: ] 
[bookmark: _Toc395136921][bookmark: _Toc396460986][bookmark: _Toc397915522][bookmark: _Toc400695321][bookmark: _Toc29152808][bookmark: _Toc29152907][bookmark: _Toc29153152]
Figure 4.2: Respondents evaluation on policies and complaint handling procedures
Source: Survey data

[bookmark: _Toc396460987][bookmark: _Toc29152809][bookmark: _Toc29152908][bookmark: _Toc29153153]4.2.6 Assessment on customers responded to the questionnaires by age and gender
Gender distribution of respondents to the questionnaires was as shown in Figure 4.3, in which the majority of the respondents were male of about 62.96 percent and female were 37.04 percent. This showed that bank has many male customers than female customers. 

[bookmark: _Toc395136923][bookmark: _Toc396460988][bookmark: _Toc397915524][bookmark: _Toc400695323][bookmark: _Toc29152810][bookmark: _Toc29152909][bookmark: _Toc29153154]Figure 4.3: Gender profile 
Source: Survey data
About 81.48 percent of customers who responded to the questionnaires aged between 18-40 years and 18.52 percent aged between 41- 60. This means the target group were adults who used banking services, as shown in Figure 4.4  


[bookmark: _Toc395136924][bookmark: _Toc396460989][bookmark: _Toc397915525][bookmark: _Toc400695324][bookmark: _Toc29152811][bookmark: _Toc29152910][bookmark: _Toc29153155]Figure 4.4: Customer responded to questionnaires by age 
Source: Survey data 
[bookmark: _Toc396460990][bookmark: _Toc29152812][bookmark: _Toc29152911][bookmark: _Toc29153156]4.2.7 Readiness to provide feedback to customers 
  Out of 27 respondents, 85 percent commented that they received feedback regarding their complaints, 15 percent responded that they have never receive feedback. The study revealed that BBT gives feedback to customers except for few customers of which the bank need to improve the system of giving feedback to customers. See Figure 4.5 Feedback help customers to know the status of the complaint and estimated time to close the complaints concerned, this increases customer satisfaction as they know what is going on and hence forth manage their expectation also build good relationship with the bank.

[bookmark: _Toc395136926][bookmark: _Toc396460991][bookmark: _Toc397915527][bookmark: _Toc400695326][bookmark: _Toc29152813][bookmark: _Toc29152912][bookmark: _Toc29153157]Figure 4.5: Readiness to provide feedback to customer’s complaints
[bookmark: _Toc395136927][bookmark: _Toc396460992][bookmark: _Toc397915528][bookmark: _Toc400695327][bookmark: _Toc29152814][bookmark: _Toc29152913][bookmark: _Toc29153158]Source: Survey data 
[bookmark: _Toc396460993][bookmark: _Toc29152815][bookmark: _Toc29152914][bookmark: _Toc29153159]4.2.8 Evaluation on time taken by BBT to resolve complaints
74.1 percent of respondents opined that their complaint were resolved between 1-2 weeks, 18.5 percent said their complaint were resolved between 3-4 weeks and 7.4 percent said their complaints were resolved for more than 4 weeks. From the observation, generally the times taken by the bank to solve complaints are fairly good as most of the complaints about 74.1percent were resolved within 1-2 weeks.
 
[bookmark: _Toc394471835][bookmark: _Toc394473773][bookmark: _Toc394474801]Time is very important factor in resolving complaints as it shows the commitment of the bank to customers in resolving and closing complains on time, this increases customer satisfaction as they know once they present their complaints to the bank will be closed on time and hence the bank manage to meet their expectation. As shown in Table 4.4. 
[bookmark: _Toc395136929][bookmark: _Toc396460994][bookmark: _Toc397915530][bookmark: _Toc400693585][bookmark: _Toc400695329][bookmark: _Toc29152816][bookmark: _Toc29152915][bookmark: _Toc29153160]Table 4.4: Table showing the time taken for complaints to be resolved
	Duration
	Number of respondents
	Percentage

	1-2 weeks
	20
	74.1

	3-4 weeks
	5
	18.5

	More than 4 weeks
	2
	7.4

	TOTAL
	27
	100


Source: Survey data 
[bookmark: _Toc396460995][bookmark: _Toc29152817][bookmark: _Toc29152916][bookmark: _Toc29153161]4.2.9 Evaluation on customer’s reaction when no feedback is given
48.1 percent of respondents opined that they switch to another bank when no response is given concerning their complaints, 44.4 percent opined that they complained to higher authority and 7.4 percent opined that they tell other people. This shows that when no feedback is given to customers they become unsatisfied with the service offered and switch to another bank, so engaging customers by giving feedback in every stage during investigation period of a complaint makes customers to feel that they are more valuable to the bank and hence contribute to customer satisfaction as shown in Figure 4.6 
[bookmark: _Toc395136931][bookmark: _Toc396460996][image: ]
[bookmark: _Toc400695331][bookmark: _Toc29152818][bookmark: _Toc29152917][bookmark: _Toc29153162]Figure 4.6: Showing response of customer when no feedback is given
Source: Survey data: 
[bookmark: _Toc396460997][bookmark: _Toc29152819][bookmark: _Toc29152918][bookmark: _Toc29153163]4.3.0 Respondents’ assessment on BBT services 
About 15 percent of respondents commented that BBT services are excellent, 33 percent said services are very good, 45 percent said services are average, 7 percent said services are poor. As shown in Figure 4.7

Generally service needs to be improved as most of the respondents of about 45 percent commented that service are average that mean service offered are moderate so staff members need to improve service offered to customer of which will raise customers expectations which result into customer satisfaction.
 
[bookmark: _Toc394474810][bookmark: _Toc395136933][bookmark: _Toc396460998][bookmark: _Toc397915533][bookmark: _Toc400695333][bookmark: _Toc29152820][bookmark: _Toc29152919][bookmark: _Toc29153164]Figure 4.7: Showing respondents assessment on BBT services 
Source: Survey data 

[bookmark: _Toc396460999][bookmark: _Toc29152821][bookmark: _Toc29152920][bookmark: _Toc29153165]4.3.1 Bank Staff members assessment on service improvement
55.56% of respondents commented that training to employees would improve performance on customer service which may lead into customer satisfaction, 37.04% commented that employees should be motivated as motivation rise morally of performing work also staff members will feel that the bank values them and enable them to provide good customer service which result into meeting customers’ expectations hence bring about customer satisfaction and 7.4% considered transfer of employee would improve customer service delivery, as transferring of staff from one branch to another assist to bring new ideals to the branch because employee might come with innovative ideals which can bring changes on how other staff handle customer complaints as a result can lead into customer satisfaction, as illustrated in Figure 4.8

[bookmark: _Toc395136935][bookmark: _Toc396461000][bookmark: _Toc397915535][bookmark: _Toc400695335][bookmark: _Toc29152822][bookmark: _Toc29152921][bookmark: _Toc29153166]Figure 4.8 Respondent’s opinions to BBT staff on service improvement
Source: Survey data
[bookmark: _Toc396461001][bookmark: _Toc29152823][bookmark: _Toc29152922][bookmark: _Toc29153167]4.3.2 Assessment of customers in recommending BBT to others
Out of 27 customers, 81.5% (22 respondents) responded ‘Yes’ that, they will recommend BBT to other colleagues. 18.5% (5 respondents) responded with ‘No’, that will not recommend BBT to other colleagues. . This shows that most of the customers still have trust with Barclay’s services also customers will be able to recommend BBT services to others only if they are satisfied with the service offered. As shown in Figure 4.9
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Source: Survey data: 
[bookmark: _Toc396461005][bookmark: _Toc29152825][bookmark: _Toc29152924][bookmark: _Toc29153169]4.3.3 Respondent’s assessment on Barclay’s services 
Customers gave different views about how they become satisfied when receiving different Barclay’s services as shown in Table 4.5 

Time taken to attend your complaint was satisfactory, 11% of respondents opined that they strongly agree that time taken to attend their complaint was satisfactory, 41% opined that they agree that time taken was satisfactory, and 44% opined that they are uncertain that time taken to attend their complaints was satisfactory and 4% disagree that time taken to attend complaint were satisfactory.

Time is a vital factor in enhancing customer satisfaction due to the fact that if a complaint is resolved on time, inconvenience to customer will be reduced as well save cost of following up for a solution of a complaint and hence brings about customer satisfaction.

Availability of service, 7% of respondents strongly agree they are satisfied with the availability of service, 52% agreed that availability of service in BBT is satisfactory and 41% opined that they are uncertain if BBT services are satisfactory. Generally most of respondents commented that availability of service is either uncertain or satisfactory, this is probably due to system failure most of the time, low product knowledge among staff and customers plus other legal compliance procedures in accessing services.  

However if availability of service is stable that means system is available all the time, staff member knows all products and processes and procedures in accessing other services are not complicated like opening account and accessing to bank loans these factors contributes customers to meet their expectations and become satisfied with the services offered by the bank.

Attentive listening to customers, 11% of respondents opined that they strongly agree, 70% agreed that employees attentive listening to customers and 19% opined that they were uncertain that employees listen to customers. Large percentage of customers’ believe that employees attentive listen to customers, because most of customers queries were correctly identified and solved on time which contribute in meeting customers’ expectations. 

Fulfilment of promises made, 4% opined that they strongly agree that BBT fulfil the promises made, 44% of respondents agreed that BBT fulfil its promise made to customers, 33% of respondents they were uncertain about fulfilment of promise made by BBT staffs 15% disagree about fulfilling the promises made and 4% opined that they strongly disagree that BBT fulfil the promises made. Generally most of respondents commented that they agree that BBT fulfilment its promises. 

Majority of respondents either agree or uncertain because others were given feedback as promised and others were not sure whether they were given feedback or not but fulfilling promise assist in satisfying customer because it assures that their complaints will be resolved as promised. 

Bank values customers, 11% opined that they strongly agree that bank values customers, 48% of respondents agreed that the bank values its customers, 41% were uncertain about the bank valuing customers and, it seems most of respondents have trust with the bank. About 59% of respondents were sure that the banks values them,  may be the bank engage customers in the survey of improving existing products by collecting their opinions and also invite customers in launching new products, so it solve their needs which included in their opinions to the bank as a result this make customers to feel more valued by the bank and result into customer satisfactions.  

The feedback was given concerning your complaint, 15% of respondents strongly agreed feedback were given, 56% of respondents agreed that feedback were given, 22% were uncertain, 4% disagreed about receiving feedback and 3% strongly disagree that feedback was given concerning their complaints. 

Generally most of customer agreed that they received feedback concerning their complaints. Giving feedback to customer build trust between the bank and customers where by customers feels that they are more valuable and engaged during solving their complaints as a result they become satisfied with the service offered by the bank and meet their expectations.

Response to phone call, 4% of respondents strongly agreed that BBT employees respond to phone call, 44% commented that they agree that BBT employees respond to phone call and 52% commented they are uncertain that BBT employees respond to phone call, this shows that most of the respondents they don’t make phone call to present their complaints but 48% agreed about staff responding to phone call. 

Some customers are more satisfied when their complaints are being handled through the phone example of customers who are overseas or in other regions where there is no Barclay’s branch. Customers want a fast response to phone, apart from that phone save time and reduce inconveniences which are the key to customer satisfaction.

[bookmark: _Toc395136941][bookmark: _Toc396461006]Service quality satisfactory, 7% of respondents strongly agreed that service quality is satisfactory, 48% commented that they agree that service quality is satisfactory and 44% commented that they are uncertain that service quality is satisfactory. However 48% of respondents believe that service quality is satisfactory. 

Thus service quality can mean to be the way in which customers are served in an organization which could be good or poor, that means it is the extent to which customers' meet or exceed their expectations due to the service offered which can lead into customer satisfaction. Parasuraman, Zeithaml and Berry define service quality as “the differences between customer expectations and perceptions of service” (Parasuraman, Zeithaml, and Berry, 1988).
[bookmark: _Toc397915539][bookmark: _Toc400693594][bookmark: _Toc400695339][bookmark: _Toc29152826][bookmark: _Toc29152925][bookmark: _Toc29153170]Table 4.5: Respondent’s assessment on Barclay’s services
	 
	

Time taken to attend your
 complaint was satisfactory
	Availability of service
	Attentive listening to customers
	Fulfilment of promises made 
	Bank values customers
	The feedback was given concerning your complaint
	Response to phone call
	Service quality satisfactory 

	Strongly agree
	11%
	7%
	11%
	4%
	11%
	15%
	4%
	7%

	Agree
	41%
	52%
	70%
	44%
	48%
	56%
	44%
	48%

	Uncertain
	44%
	41%
	19%
	33%
	41%
	22%
	52%
	44%

	Disagree
	4%
	0%
	0%
	15%
	0%
	4%
	0%
	0%

	Strongly disagree
	0.0%
	0.0%
	0.0%
	4%
	0%
	3%
	0%
	0%


Source: Surveys data
[bookmark: _Toc396461007][bookmark: _Toc29152827][bookmark: _Toc29152926][bookmark: _Toc29153171]4.3 Discussion of the findings 
The following are the findings observed during the research of assessing customer satisfactions on complaints handling in banks. 
Time taken to attend complaint was unsatisfactory as about 44 percent of respondent were not sure with the time taken to solve their complaints, 41 percent opined that they agree that time taken was satisfactory, 11 percent of respondents opined that they strongly agree that time taken to attend their complaint was satisfactory and 4 percent disagree that time taken to attend complaint were satisfactory. But time is a an important factor in enhancing customer satisfaction due to the fact that it reduces inconvenience to customers and save cost of  making follow up for a solutions of a complaint and hence contribute into customer satisfaction.

Comparing with Davidow (2000) concludes that timeliness had a positive effect on satisfaction and word-of-mouth valence, but no effect on repurchase intentions or word-of-mouth probability.

52 percent of respondents agreed that availability of service in BBT was satisfactory, 41 percent opined that they were uncertain if the bank services were satisfactory and 7 percent of respondents opined that they strongly agree that availability of service was satisfactory, however service availability or failure contributed with many factors example system failure most of the time, low product knowledge among staff and customers plus other legal compliance procedures in accessing services.  

This can be compared with the findings from Dhurup, Mafini and Masitenyane (2014) on that the importance of customer satisfaction to service quality, concluded there is strong correlations between customer satisfaction and service quality (Holm, 2000). This demonstrates that customer satisfaction is dependent on the ability of an organisation to deliver implicitly on those expectations through a service delivery process designed according to customer needs.

The feedback was given concerning the complaints, about 56 percent of respondents agreed that feedback were given, 22 percent were uncertain of receiving feedback, 15 percent of respondents strongly agreed feedback were given and 3 percent strongly disagree that feedback was given concerning their complaints, although bigger percentage agreed but the bank needs to increase the tendency of giving feedback to customers as feedback build trust and engagement between the bank and customers as a result customers feels that they are more valuable and become satisfied with the service offered.

Also Tronvoll (2012), under study of A dynamic model of customer complaining behaviour from the perspective of service dominant logic concluded that the feedback can be used for immediate service recovery and, in the long-term, to gather information about the wants and needs of customers. 

However, in order to retain customers, good customer service must be present and complaints should be solved on time and provide feedback to the customers on the progress of their complaints on time.  








[bookmark: _Toc390718423]CHAPTER FIVE
[bookmark: _Toc300768094][bookmark: _Toc301524399][bookmark: _Toc301524818][bookmark: _Toc303103196][bookmark: _Toc306896411][bookmark: _Toc306897940][bookmark: _Toc181333132][bookmark: _Toc308481138][bookmark: _Toc29152828][bookmark: _Toc29152927][bookmark: _Toc29153172]5.0 SUMMARY, CONCLUSION AND RECOMMENDATIONS
[bookmark: _Toc29152829][bookmark: _Toc29152928][bookmark: _Toc29153173]5.1 Introduction
[bookmark: _Toc300768096][bookmark: _Toc301524401][bookmark: _Toc301524820][bookmark: _Toc303103198][bookmark: _Toc306896413][bookmark: _Toc306897942][bookmark: _Toc181333134][bookmark: _Toc308481140]This chapter presents the summary of the study findings, conclusion and recommendations for future improvement of customer satisfaction in complaints handling. 
[bookmark: _Toc29152830][bookmark: _Toc29152929][bookmark: _Toc29153174]5.2 Summary of the main findings 
The research questions and objectives based on conceptual framework developed by researcher which divides organizational responses into six independent variables which are timeliness, facilitation, redress, apology, credibility, and attentiveness Major questions and conclusions are presented for each dimension, which attempt to clarify about customer satisfaction. 

Reliability, Reliability is about the accuracy and timeliness in the service provided. Responses to the research showed that service needs to be improved as most of the respondents of about 45 percent commented that service are average that mean quality of service needs to be improved.

Timeliness. The perceived speed with which an organization responds to or handles a complaint. Where by Clark, Kaminski, and Rink (1992) utilized a survey approach and found that a speedy response improves a company’s image which can bring about customer satisfaction. This shows that customers are satisfied with the time taken to handle their complaints as 74.1 percent of complaints were resolved within 1-2 weeks.

Facilitation. The policies, procedures, and structure that a company has in place to support customers engaging in complaints and communications. This relates to how easy does a company make it for consumers to complain? Are the employees empowered to make decisions? Clear complaint handling policies, all these factors can lead into customer satisfaction. It is evidenced from the selected sample of staffs 100% opined that there are clear policies and procedures to handle customer complaints in Barclays.  

Redress. The benefits or response outcome that a customer receives from the organization in response to the complaint. Davidow and Leigh (1998) showed that satisfaction with the complaint handling and compensation has appositive effect on repurchase intentions and a negative impact on word-of-mouth activity. Most of the respondent about 81.5% they are willing to recommend BBT to other colleagues.

Apology. An acknowledgement by the organization of the complainant’s distress. An apology enhanced customer satisfaction to a greater extent if there was redress than in situations where there was no redress.

Credibility. The organization’s willingness to present an explanation or account for the problem. This can bring customer satisfaction if the promises made to the customer are about their problem are fulfilled on timely manner. It was revealed from the study that the bank provide feedback to customers, this can be evidenced from the study about 56% of respondent agreed they were given feedback 

Attentiveness. The interpersonal communication and interaction between the organizational representative and the customer.  According to Davidow (2000), attentiveness is the single most important dimension, having the largest effect of any dimension on satisfaction and repurchase. It is also the only dimension to have any impact (negative) on the likely hood of engaging in word-of-mouth activity. Also about 70% of respondents agree that the BBT employees listen to their customers and handle their complaints effectively. 
[bookmark: _Toc29152831][bookmark: _Toc29152930][bookmark: _Toc29153175]5.3 Implications of the findings 
Academics specializing in the area of marketing should find this research valuable as it is adding new knowledge. This research should also influence management of Barclays Bank Tanzania as it shows the area to work on in order to satisfy customers and to retain existing customers as about 45% of the customer responded that, the service level in complaint handling is average this means service level should be improved by increasing customer engagement and giving feedback to customers which will in turn into customer satisfactions. 

Also it was revealed that time taken to handle complaint is not satisfactory this means time needs to be improved, by reducing time taken to close complaint will assure customers that their bank close complaints on time. 

About 55.56% of respondents commented that training to employees would improve performance on customer service. Training to staff members enables them to become confident enough in providing services to customers and handling complaints because they will be aware of different products offered by the bank which in turn into customer satisfaction.
[bookmark: _Toc301524402][bookmark: _Toc301524821][bookmark: _Toc303103199][bookmark: _Toc306896414][bookmark: _Toc306897943][bookmark: _Toc181333135][bookmark: _Toc308481141][bookmark: _Toc29152832][bookmark: _Toc29152931][bookmark: _Toc29153176]5.4   Conclusion
The general objective of this research was to assess customer satisfaction in complaints handling. All the responses collected and results from questionnaires analysis were adequate to address the specific objectives laid out in this research.  In order to fulfil this general objective

The discussion and presentation of the findings regarding the above research objectives and research question made the study to reach the following conclusion:
In answering the first research question, time taken for complaints to be resolved, most of customers are satisfied with time taken for their complaints to be resolved as most of complaint took 1-2 weeks to be resolved. 

The second research question, does the bank have clear policies and procedures in handling complaints, this study conclude that, there are clear policies and procedures as evidenced by BBT staff. 

The third research question does customers satisfied with the response is given concerning their complaints, the study concludes that, about 48.1 percent opined that they switch to another bank, this means providing feedback to customer is very important factor to satisfy customers

The fourth questions do the bank willing to provide explanation to customers for the problems, this means the bank provide feedback to customers, this can be evidenced from the study about 56% of respondents agreed they were given feedback. General assessment revealed that, customers are satisfied with BBT services as evidenced from the study that, out of 27 customers 81.5% they can recommend BBT services to others who are not yet BBT customers. If customers are dissatisfied with banks services will switch to the competitors and will not recommend the bank to others and hence this can lead to decrease in revenue of the bank.  

[bookmark: _Toc300768097][bookmark: _Toc301524403][bookmark: _Toc301524822][bookmark: _Toc303103200][bookmark: _Toc306896415][bookmark: _Toc306897944][bookmark: _Toc181333136][bookmark: _Toc308481142][bookmark: _Toc29152833][bookmark: _Toc29152932][bookmark: _Toc29153177]5.5   Recommendations 
The following recommendations are made basing on the results of both the research and readings from the literatures to the management of Barclays Bank Tanzania.

Bank Management should motivate employees and improve training programmes particularly on customer service at least twice per month also motivation to staff members improve the ability of staff to handle complaints effectively. 

Bank Management should increase tendency of giving feedback to customers concerning their complaints as feedback gives customers more trust with the bank and enhance royalty to the bank. 

BBT management should emphasis sessions of discussing policies governing customer handling in morning huddle every week, where by such sessions remind staff members on different policies concerning complaint handling which enabled staff members to be more current in solving complaints at a right way.

BBT Management should encourage staffs to use pitch in where they will be providing ideas and suggestions on how to improve complaint handling which will lead to customer satisfaction.

Management should improve services in complaint handling as 45 percent of customer’s rate services of the bank as average this means quality of services needs to be improved.
Bank Management should improve time to attend complaint as about 44 percent of customers opined that they were uncertain with time taken to attend their complaints, that means time to solve complaint was not clear to customers or progress of handling their complaints were not communicated to customers. 

[bookmark: _Toc29152834][bookmark: _Toc29152933][bookmark: _Toc29153178]5.6 Limitations of the study
Barclays bank Tanzania have many branches in the country, but due to time constraint and terms of employment which do not permit going out of work station during working hours for longer periods the researcher was forced to conduct the research only in Dar es Salaam branches, and therefore, However due to financial insufficiency and time while a smaller sample size of braches were used just to get the insight of the matter since even what have been researched, might be only the factor to jump to the conclusion. Some of the Bank’s officials were hesitating to co-operate with the researcher as they claim to be bound by time and their job obligations. 
[bookmark: _Toc29152835][bookmark: _Toc29152934][bookmark: _Toc29153179]5.7 Suggested Area for further studies
The following are the areas for future and further research:
The researcher suggests that the future research in this area should attempt to extend the study on relationship between customer satisfaction and company profitability 

Further research should be conducted to determine the factors that contribute to customer satisfaction on products offered by the banks.
Further research should be conducted to assess customer satisfaction on complaint handling specifically in ATMs.
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QUESTIONNAIRES FOR BBT STAFFS
Iam postgraduate student pursuing Masters of Business Administration at Open University of Tanzania.  
The purpose of my study is to assess Customer Satisfaction on Complaints handling in banks. A case study Barclays bank Tanzania.
The study is part of my academic dissertation. Therefore I wish to ensure you that this is purely academic research and your support in this research is highly appreciated. In order to maintain confidentiality and anonymity for all participants no name will be required.  
It is hoped that the findings will be useful for both academicians and banking industry. I kindly request your corporation in filling the questionnaire. 
Below is an outline of some questionnaires I would like to explore with you
This questionnaire is intended to be filled by Barclay’s employees in branches of Ohio, Magomeni, Kinondoni and Slipway
Please tick (√) the box which best describe your answer
1. Which is your branch       Ohio                 Magomeni                   Kinondoni                    
                                               Slipway
2. For how long have you been       1 year 	            2years              3years    
     working with Barclays?              Above 4years
3. Have you receive any training on customer service?      Yes                 No
4. How many times do you attend training     Once              Twice              Others 
         on customer Service per month?


5. If your answer above is ‘’Others’’
    Please mention..........................................................................................................
6. Does Barclays bank has clear policies and        Yes                     No  
    procedures in handling customer complaints?                         
         

Thank you very much for your time.


















QUESTIONNAIRES FOR BBT CUSTOMERS
I am postgraduate student pursuing Masters of Business Administration at Open University of Tanzania. The purpose of my study is to assess Customer Satisfaction on Complaints handling in banks. A case study Barclays bank Tanzania.
The study is part of my academic dissertation. Therefore I wish to ensure you that this is purely academic research and your participation in this research is highly appreciated. In order to maintain confidentiality and anonymity for all participants no name will be required.  
It is hoped that the findings will be useful for both academicians and banking industry. I kindly request your corporation in filling the questionnaire. 
Below is an outline of some questionnaires I would like to explore with you.  
This questionnaire is intended to Barclays Bank customers please respond to the questions by ticking (√) to the appropriate box or filling the relevant information. 
 
1. Your account belong to which     Ohio              Magomeni           Kinondoni  
    branch?                                       Slipway
2. Gender                               Male                       Female 
3. Age                                   18-40                    41-60                   Above 60
4. Have you ever complained about Barclays services?    Yes                 No
5.  If your answer above is ‘’Yes’’ which way did you use to report your complaints?
              a. Telephone
              b. Complaint form 
              c. Suggestion box 
              d. Through internet

6.  Did you receive any feedback concerning your complaint?   Yes           No
7. How long does it take for your complaint to be resolved?
              a.  1-2 weeks                                                                          
              b. 3-4 weeks	
              c.  More than 4 weeks
              d. Other                                                      

8. If your answer is ‘’other’’ please mention....................................................................... 

9. How do you react when no feedback or response is given to you concerning your 
    complaint?
              a. I complaint to higher authority
              b. I tell other people 
              c. I switch to another Bank
              d. I normally take other action
10.  If you take other action please   mention....................................................................................................................
[bookmark: OLE_LINK1]11. How do you rate Barclays    Excellent             Very Good               Average                       
      bank services?                         Poor                   Very poor           
12.  What do you think Barclays    Train employees              Motivate employees                   should do to its employees?     Transfer employees               Other                      
13.  If your answer above is ‘’others’’ please   mention.................................................................................................................... 
   
14. Will you recommend Barclays services to others?      Yes                 No   
15. When receiving Barclay’s services how satisfied are you with the following. Please tick (√) box that matches your view most closely.

	Statements
	Strongly agree 
	Agree
	Uncertain
	Disagree
	Strongly disagree

	Time taken to attend your complaint was satisfactory
	
	
	
	
	

	Availability of service
	
	
	
	
	

	Attentive listening to customers 
	
	
	
	
	

	Fulfilment of promises made
	
	
	
	
	

	Bank values customers
	
	
	
	
	

	The feedback was given concerning your complaint
	
	
	
	
	

	Response to phone call
	
	
	
	
	

	Service quality satisfactory
	
	
	
	
	



Thank you very much for your time.
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