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Abstract

Customer satisfaction is a measure of how happy customers are with a product or service, it is
an important goal for all businesses. By focusing on customer satisfaction, businesses can
improve their bottom line and create a more positive customer experience. This study was
conducted with the objective of finding out determinants of customer satisfaction for Safaricom
mobile service subscribers in Addis Ababa. A self-administered, structured questionnaire was
used to collect data from respondents which were sampled out of 400 customers targeted in the
study, there were 352 completed questionnaires representing 91% response. The statistical part
of analysis is based on descriptive statistic and inferential statistics, Correlation, and regression
analysis. To analyze the results, SPSS version 22 was used. Results show that Reliability,
assurance, responsiveness, and Empathy are important variables that have a significant impact
on consumer satisfaction. The findings of the study demonstrated a favorable and substantial
association between the independent variables of Reliability, assurance, responsiveness and
Empathy and the dependent variable of customer satisfaction. Finding of the study concludes
majority of respondents were satisfied with overall mobile service. It’s recommended to focus

on quality, to listen customers and to be responsive.
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CHAPTER ONE
INTRODUCTION

This chapter outlines the background of the study, background of the
organization, statement of the problem, research questions, objectives of
the study, significance of the study, and scope of the study.

1.1 Background of the Study

In the service industry, customers are crucial and need attention. Because of that, most
business companies intended to conduct research that focused on customer
satisfaction. The reasons for exerting such effort include identifying the characteristics
of organizations that consistently please their customers, developing tools for
monitoring customer satisfaction and building progressively improving systems that

respond to customer feedback (CSSP, 2007).

In recent decades the service industry has grown in importance (Schettkat, 2003), and
manufacturing has declined (Jovane, 2008). The service sector accounts for 70% of the
employment and making most countries dependent on the service sector (Berry, 2006).
More insights into innovative service processes are needed (Arvanitis, 2008).
Companies continuously seek for new and innovative ways to offer service quality
and differentiate their service offerings. This is used as a competitive advantage to
attract and retain customers and make a profit (Sandstrom, 2008) through skill

exchange and customer co-creation (Prahalad, 2004).

In the previous year’s research has been conducted by and for the corporate world.
The outcomes of those research depict customer service and satisfaction is not an issue
of private sector only; it is an issue for the public organizations as well. Increasingly
the federal, state, and local government agencies are attempting to measure their

performance and the effect on those they directly serve. Throughout the public sector,
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initiatives to “reinvent” government (including reform and privatization) have

elevated customer service and satisfaction to new priorities (CSSP, 2007).

Business companies have monitored customer satisfaction to determine how to
increase their customer base, customer loyalty, revenue, profits, market share and
survival. Although greater profit is the primary driver, exemplary businesses focus on
the customer and his/her experience with the organization. They work to make their
customers happy and see customer satisfaction as the key to survival and profit.
Customer satisfaction in turn hinges on the quality and effects of their experiences and

the goods or services they receive (CSSP, 2007).
1.2 Background of the Organization
Telecom Background

Telecom service was introduced in Ethiopia by Emperor Menelik II in 1894 during the
commencement of the telephone line installation from Harar to Addis Ababa. The
inter-urban network was expanded in all other directions from the capital and many
important centers in the Empire were interconnected by landlines to facilitate long-
distance communications with the help of intermediate operators acting as verbal

human repeaters.

Ethio telecom was born on 29t November 2010, from the ambition of supporting the

steady growth of the country (Telecom, 2023).

In Ethiopia telecom service was closed to foreign investors. Liberalization of the sector
came after the government announced its plan to open the sector for competition

about five years ago as part of telecom sector reform.

In addition to opening the sector for competition, the government has also announced
to sell up to 45% of its share in Ethio Telecom, the over 100 years old state monopoly.
Out of the 45%, 5% will be sold to the public while the remaining is offered for foreign

telecom operators.
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The Ethiopian Communications Authority (ECA) issued the license to Safaricom
Telecommunications Ethiopia, a newly incorporated local telecom operating company
owned by the Global Partnership for Ethiopia (GPE) consortium, which includes
Safaricom, Vodacom, Vodafone Group, Sumitomo Corporation, and CDC Group,

according to a statement.

Effective from July 2021, Safaricom Telecommunications Ethiopia was granted a
“nationwide full-service” license with a term of 15 years and a renewal option for a

further 15 years, subject to fulfillment of all necessary obligations (Boyadzhieva, 2021).
Safaricom Telecommunications Ethiopia Plc.

In July 2021, Safaricom began operations in Ethiopia. Since then, the company has
offered Ethiopians with innovative telecommunications and mobile services. In
addition, to meet the needs of the Ethiopian market, the company has invested in

infrastructure and developed products and services (Safaricom, 2022).

Safaricom Ethiopia has begun a large-scale customer pilot of its network in Dire Dawa
City, Harari region, Haromaya City, Bahir Dar and Adama cities. This was part of the
company’s phased city-by-city regional network roll-out and rigorous service tests.
The customer pilot was on 2G, 3G and 4G networks and customers can purchase SIM
cards and choose their preferred numbers on Safaricom Ethiopia’s 07 prefix. The
Safaricom Ethiopia SIM cards come with the welcome offer of Data, Voice, and SMS

for customers to test and experience the network for one month.

In October 2022 Safaricom Ethiopia has switched on its network and services in Addis
Ababa and holds a national launch ceremony, following a successful series of

customer network pilots in 10 cities across Ethiopia.

In November 2022, Safaricom Ethiopia has registered 1 million active customers on its
network, marking a key milestone in operations as it establishes its network across the

country.

4|Page



1.3 Statement of the Problem

Increasing the level of customer satisfaction can be linked to customer loyalty. The
relationship between customer satisfaction and customer loyalty is stronger where
customers are satisfied (James L. Heskett, 2008 ). To the organization, four benefits of
maintaining and developing a satisfied loyal customer base are summarized, namely
increased purchases by the customer, lower operating costs, free advertising through
word of mouth and employee retention (Reichheld F.F, 1996). To realize the
mentioned benefits, company’s needs to put in place customer satisfaction measuring
devices not only to know the level of satisfaction by its customers but also to track
trends to diagnose problems and to link to other customer focused strategies.
Therefore, management in the telecom service industry must understand their
customer needs, create processes, and sub processes to serve them. This effort will
ensure customer satisfaction. This effort will help to ensure customer satisfaction,
which is essential for long-term success in the telecom industry. A study showed that
customers’ attribution about the stability, locus and controllability of service failure
are useful in predicting expectancy retention, marketplace equity reactions and anger
reactions, (Folkes, 1988). These effects influence customer satisfaction. Studies
conducted in Ethiopia telecom service sector have mainly focused on perceived

service quality (Gebre, 2015; Tegene, 2019; Izedin, 2020).

The two major mobile service providers in Ethiopia are Ethio-telecom and Safaricom
Ethiopia. Safaricom recently joined the country’s telecom service by using the Ethio-

telecom infrastructure.

(Desta, 2010) conducted research on the assessment of service quality and customer
satisfaction of mobile service users of Ethiopian Telecommunication Corporation in
Addis Ababa shows that the majority (59%) of respondents were dissatisfied. The
study also indicated that responsiveness is the most important dimension which can
influence the overall satisfaction of the customers followed by assurance, tangibles,

and network quality.
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(Moti, 2013) studied on factors affecting customer satisfaction on Ethio Telecom shows
that most customers are dissatisfied with the company's service. Furthermore,
complaints about mobile service provider are increasing from time to time. Customers
enumerated numerous factors that contribute to an increase in customer satisfaction
with the services. Poor network quality, high tariff on service usage & unfair
subscription and replacement charge of SIM cards, repetitive optical fiber cuts, and

lack of physical compliant handling section were among the major factors.

There is a need to attract customers to survive and continue in the market. But this
required the understanding of the factors influencing customer satisfaction with the
existing services. Safaricom, a leading mobile telecommunications company in Kenya,
has entered the Ethiopian market. To the best of the researchers' limited knowledge
no study has been conducted to examine Customer Satisfaction in Safaricom PLC
Ethiopia, so there is the need to empirically access and analyze the phenomenon for
managerial implications. Since the determinants of customer satisfaction in Safaricom
PLC haven't been thoroughly studied, this justifies a study on the determinants of
customer satisfaction among mobile phone users. This study seeks to determine
factors affecting customer satisfaction among Safaricom Mobile users in Ethiopia.

Therefore, "What are the determinants of customer satisfaction?
1.4 Research Questions

1. What are the determinants of customer satisfaction in Safaricom Mobile
service?

2. Do the dimensions of service quality affect customers’ satisfaction in Safaricom
Ethiopia?

3. What is the overall satisfaction of Safaricom’s mobile service?
1.5 Objectives of Study

The main objective of the study is to examine the major variables that influence
Safaricom's customer satisfaction in Ethiopia. The study will look at how service

quality dimensions affect customer satisfaction.
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The Specific Objectives are:

e To analyze the determinants of customer satisfaction in Safaricom Mobile
service.

e To analyze the dimensions of service quality on customers’ satisfaction in
Safaricom Ethiopia.

e To analyze the overall satisfaction of Safaricom’s mobile service.
1.6 Significance of the Study

Since telecom service is the backbone for every sector, conducting this research is
significantly important and the outcome of the study will help policy makers in
Safaricom and related service provider in Ethiopia to have insight in relation to
customer needs which could serve as early triggering force to manage problems from
customer perspectives. Reveal major factors that affect customer satisfaction in
Safaricom service. This helps the company by indicating the areas where problems
associated with customer satisfaction exist. Help the company to understand what is
required of them as professionals in handling telecom service provision from
Ethiopian customers” point of view, which is a critical part of the telecom industry.
Assist by making the needed information available for sound and informed decision
makings. This will put in place the necessary policies & practices to manage problems.
Provide good insight to those who want to undertake further research on the area of

telecom industry and will utilize the study as a source of secondary information.
1.7  Scope of the Study

This study is conducted at head office, branch offices and known sales rooms of
Safaricom Ethiopia located in Addis Ababa. It involves management team, permanent
staffs, salespersons, customers who visit the Safaricom’s office for its service. Since it
is difficult to address all concerned employees in the head office and selected branch,

the study delimits itself only to those who exist at office at time of data collection.

In addition, even if the issues of telecom service are broad and have many

stakeholders in the industry, this research analyzes major factors which determine the
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Safaricom customers’ satisfaction. Other component of the Safaricom service

operations are not addressed in this research.
1.8 Organization of the Study

The central theme of the thesis lies on assessment of Safaricom’s customer satisfaction
in Ethiopia. The First chapter contains introduction part of the thesis and incorporates
background information, statement of the problem, research questions, objectives and
scope of the study. The Second chapter discusses and organizes literature review. It
shows reviewed previously published resources in relation to the subject matter. The
Third chapter illustrate the methodology part where research design, area,
population, sample size, sampling techniques, data collection methods, data analysis,
ethical consideration issues and related items. The Fourth chapter presents the
feedback and analyzed data are discussed and interpreted. The Fifth chapter presents
summary of major findings, conclusion, and recommendations on the bases of the

research findings.
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CHAPTER TWO
LITERATURE REVIEW

This chapter includes a review of theories and empirical studies on
customer satisfaction and related sectors. The conceptual foundation of
the study is developed following critical reviews.

2.1 Theoretical Review

Satisfaction is fulfillment. Satisfaction is the customer fulfillment response. It is a
judgment that a product or service feature or the product or service itself, provides a
pleasurable level of consumption related fulfillment. From the above definitions, it is
evident that satisfaction means, the customers” evaluation of a product or service in
terms of whether that product or service has met their needs and expectations. (Keller,
2007) Kotler and Keller define customer satisfaction as "the customer's evaluation of a
product or service in terms of whether that product or service has met their needs and
expectations." They argue that customer satisfaction is a key factor in determining

customer behavior, such as repurchase intention and loyalty.

Customer satisfaction can be experienced in a variety of situations and connected to
both goods and services. It is a highly personal assessment that is affected by customer
expectations. Satisfaction also is based on the customer’s experience of both contacts
with the organization and personal outcomes. (Minor, 1997) Mowen and Minor define
customer satisfaction as "a post-consumption evaluation of a product or service in
terms of whether it has met or exceeded the customer's expectations." They argue that
customer satisfaction is a multidimensional construct that includes cognitive and
affective components. The cognitive component refers to the customer's assessment of
whether the product or service met their expectations, while the affective component

refers to the customer's emotional reaction to the product or service.
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Customer satisfaction is a highly personal assessment that is influenced by individual
expectations. Some definitions are based on the observation that customer satisfaction
or dissatisfaction results from either the confirmation or disconfirmation of individual
expectations regarding a service or product. (Oliver R. L., 2010) Oliver defines
customer satisfaction as "a post-consumption evaluation of a product or service in
terms of whether it has met or exceeded the customer's expectations." He argues that
customer satisfaction is a multidimensional construct that includes cognitive and
affective components. The cognitive component refers to the customer's assessment of
whether the product or service met their expectations, while the affective component

refers to the customer's emotional reaction to the product or service.

American Marketing Association defines services as “activities, benefits, and
satisfaction, which are offered for sale or are provided in connection with the sale of
goods.” Services is any act or performance that one party can offer to another that is
essentially intangible and does not result in the ownership of anything, it's production
may or may not be tied to a physical product (Kotler, 1999). There is a positive
correlation between service quality and customer satisfaction. Service quality is an
antecedent to customer satisfaction (Khan, 2014). The gap between a customer’s
expectation before and after service consumption affects the level of a customer’s
satisfaction or dissatisfaction. Customers who are exposed to additional promotional
material about a service could have their expectations of service quality influenced
(Clow, 1933). Service delivery firms with a developed customer relationship
management can track complaints and give indication of the service quality

perception of customer (Naidoo, 2014).
2.1.1 Importance of Customer Satisfaction

A fundamental aspect of customer service is customer satisfaction. It gauges how well
a customer thinks a good or service is made and used. Offering a service or product,
or having a relationship with a business, brand, or person, can all help determine how

satisfied a customer is.
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Customer satisfaction theory was introduced by Fred Reichheld in his book The
Ultimate Question: Driving Good Profits and True Growth which was published in
2003. It was based on a study of over 25,000 customers from 1998 - 2003.

Any organization, not just those in the service sector, must prioritize customer
satisfaction. Increased earnings and repeat business can be achieved by developing a

system that considers the needs of the consumer and provides a positive experience.

There are many theories of customer satisfaction below theories are related with

product and service:

A. Disconfirmation Theory

Disconfirmation theory is a theory of customer satisfaction that states that customer
satisfaction is determined by the difference between a customer's expectations and
their perceptions of the product or service they receive. If the product or service meets
or exceeds expectations, the customer will be satisfied. If it falls short of expectations,

the customer will be dissatisfied (Oliver R. L., 1980).

The disconfirmation theory was first proposed by Oliver (1980) and has been widely
researched and supported in the literature. The theory has been used to explain
customer satisfaction in a variety of industries, including retail, banking, and

telecommunications.

The disconfirmation theory is based on the idea that customers have expectations
about the products or services they will receive. These expectations are formed based
on a variety of factors, including past experiences, word-of-mouth, and marketing
information. When a customer experiences a product or service, they compare their
perceptions of the product or service to their expectations. If the perceptions meet or
exceed expectations, the customer will be satisfied. If the perceptions fall short of

expectations, the customer will be dissatisfied.
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The disconfirmation theory has several implications for businesses. First, businesses
need to understand what their customers' expectations are. This can be done through
surveys, focus groups, and other research methods. Second, businesses need to strive
to meet or exceed customer expectations. This can be done by providing high-quality
products and services, excellent customer service, and a positive customer experience.
Third, businesses need to be aware of the potential for negative disconfirmation. This
can happen when a customer's expectations are not met, even if the product or service
is of high quality. Businesses can minimize the risk of negative disconfirmation by

communicating effectively with customers and managing their expectations.

B. Attribution Theory

Attribution theory is a social psychological theory that deals with how people make
inferences about the causes of events. In the context of services, attribution theory can
be used to understand how customers make judgments about the quality of service

they receive.

Fritz Heider is known as the "father of attribution theory". His theory states that
people make inferences about the causes of events, and that these inferences can have
a significant impact on their thoughts, feelings, and behaviors (Heider, 1958). There

are three main types of attributions that customers make about service:

o Internal attributions: These are attributions that customers make to the service
provider or the service itself. For example, a customer might attribute a
negative service experience to the fact that the service provider was having a

bad day or that the service was poorly designed.

o External attributions: These are attributions that customers make to factors
outside of the control of the service provider or the service itself. For example,
a customer might attribute a negative service experience to bad weather or to a

large number of customers.

o Locus of control attributions: These are attributions that customers make about

whether the cause of the service experience was under the control of the service
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provider or not. For example, a customer might attribute a negative service
experience to the fact that the service provider was not able to control the

weather or the number of customers.

Customers' attributions about service quality can have a significant impact on their
satisfaction with the service. Customers who make internal attributions are more
probably to be dissatistied with the service, while customers who make external
attributions are more probably to be satisfied. Customers who make locus of control
attributions are to be satisfied with the service if they believe that the service provider

was able to control the cause of the service experience.

C. Equity Theory

Equity theory is a theory of motivation that suggests that people are motivated to
maintain equity in their relationships. In the context of services, equity theory can be
used to understand how customers make judgments about the fairness of the service

they receive (Adams, 1963).

Equity theory is based on the idea that people compare their inputs and outputs to the
inputs and outputs of others. Inputs are the things that people contribute to a
relationship, such as effort, time, and skills. Outputs are the things that people receive

from a relationship, such as rewards, recognition, and benefits (Adams, 1963).

People are motivated to maintain a sense of equity in their relationships. If they
perceive that they are putting in more effort than others, they may feel resentful. If

they perceive that they are getting less rewards than others, they may feel cheated.

In the context of services, customers may make judgments about the fairness of the
service they receive by comparing their inputs and outputs to the inputs and outputs
of others. For example, a customer may compare the amount of time they spend
waiting for service to the amount of time other customers spend waiting. Or a
customer may compare the quality of service they receive to the quality-of-service

other customers receive.



If customers perceive that they are not receiving a fair deal, they may be less likely to
be satisfied with the service. They may also be more probably to complain or to take

their business elsewhere.

D. Value-percept Theory

Value-percept theory, also known as the value-perception theory, is a customer
satisfaction theory proposed by Westbrook and Reilly in 1983. It states that customer
satisfaction is determined by the perceived value of a product or service. Perceived
value is the customer's overall assessment of the benefits and costs of a product or

service (Westbrook, 1983).

The value-percept theory is based on the idea that customers have expectations about
the benefits and costs of a product or service. These expectations are formed based on
a variety of factors, including past experiences, word-of-mouth, and marketing
information. When a customer experiences a product or service, they compare their
perceptions of the benefits and costs to their expectations. If the perceptions meet or
exceed expectations, the customer will be satisfied. If the perceptions fall short of

expectations, the customer will be dissatisfied.

The value-percept theory has a number of implications for businesses. First,
businesses need to understand what their customers' expectations are. This can be
done through surveys, focus groups, and other research methods. Second, businesses
need to strive to provide products and services that meet or exceed customer
expectations. This can be done by providing high-quality products and services,
excellent customer service, and a positive customer experience. Third, businesses need
to be aware of the potential for negative value perception. This can happen when a
customer's expectations are not met, even if the product or service is of high quality.
Businesses can minimize the risk of negative value perception by communicating

effectively with customers and managing their expectations.
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2.1.2 Service Quality

Service quality has been conceptualized by many authors. Here are some of the most
notable conceptualizations: Parasuraman, Zeithaml, and Berry (1988): These authors
defined service quality as "the difference between customer expectations and
perceptions." They developed a five-dimensional scale for measuring service quality,
known as SERVQUAL. Cronin and Taylor (1992): These authors defined service
quality as "the excellence of the service that a customer receives." They developed a
four-dimensional scale for measuring service quality, known as SERVPERF. Oliver
(1997): This author defined service quality as "the customer's overall evaluation of the
service experience." He argued that service quality is a multidimensional construct
that includes cognitive and affective components. Rust and Oliver (1994): These
authors defined service quality as "the customer's overall assessment of the service
provider's performance." They argued that service quality is influenced by a variety
of factors, including customer expectations, the service itself, and the customer's
personal characteristics. Gronroos (1984): This author defined service quality as "the
perceived superiority of a service relative to the expectations of the receiver." He
argued that service quality is a multidimensional construct that includes technical

quality, functional quality, and image.

These conceptualizations highlight the importance of customer expectations in
determining service quality. Customers have different expectations for different
services, and these expectations can be influenced by a variety of factors, such as the

price of the service, the type of service, and the customer's past experiences.

The conceptualizations also highlight the importance of customer perceptions in
determining service quality. Customers' perceptions of service quality are influenced
by a variety of factors, such as the tangibles of the service (e.g., the physical
appearance of the servicescape), the reliability of the service, the responsiveness of the
service provider, the assurance of the service provider, and the empathy of the service

provider.
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2.1.3 Service Quality Gap

(Parasuraman A. Z., 1985) Define service quality as “The discrepancy between
customers' perceptions of services offered by a particular firm and their expectations

about firms offering such services.”

According to (Ladhari, 2009), it is recommended that the SERVQUAL model is a good
scale to use when measuring service quality in various specific industries, but that it
is appropriate to choose the most important dimensions of this model that fit to the
specific service being measured to ensure reliable and valid results. In this regard, we
will employ this model because it considers both customer expectations and
perceptions of a service, making it the best way to measure service quality in the

service sector (Shahin, 2005).

In 1985, (Parasuraman A. Z., 1985) developed a conceptual model of service quality in
which they identified five gaps that could influence the customer's evaluation of

service quality. These gaps were as follows:

Gap 1: Consumer expectation - management perception gap

Service providers may not always understand what features a service must have to
meet customer needs, as well as what levels of performance on those features are
required to provide high-quality service. As a result, customers' perceptions of service

quality are influenced. This gap can occur for a number of reasons, such as:

e Communication breakdowns: Misunderstandings regarding expectations can
result from poor communication between customers and management. This
may occur if management does not pay attention to consumer input or if
customers are not provided sufficient information about a product or service.

e Changing customer expectations: Customer expectations might alter over time
because they are impacted by the economy, technology, and competition,
among other things. Management can be unable to match client expectations if

they are unaware of these changes.
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Gap 2: Management perception - service quality specification gap

This gap occurs when a company identifies what its customers want but lacks the
resources to meet those expectations. Resource constraints, market conditions, and
management indifference may all have an impact on this gap. This gap can occur for

a number of reasons, such as:

e Lack of communication between management and front-line staff: This can
result in a misinterpretation of what customers anticipate.

e Changing customer expectations: As a result of factors including the economy,
technology, and competition, customer expectations might vary over time.
Management can be unable to match client expectations if they are unaware of
these changes.

¢ Inadequate training: Frontline workers might not have received the necessary
instruction to provide the standard of service that management expects.

e A lack of resources may prevent frontline workers from providing the level of

service that management expects.

Gap 3: Service quality specifications - service delivery gap
Employees play an important role in assuring good service quality perception. But,
when employees miss expectation of customers, then this gap could occur. This gap

can occur for a number of reasons, such as:

e Lack of resources: It's possible that frontline staff members lack the equipment
necessary to provide the quality of service that management demands.
e Systematic problems: The business may have internal problems that prevent it

from providing the caliber of service that it claims.

Gap 4: Service delivery - external communications gap
External communications can affect not only customer expectations of service but also
customer perceptions of the delivered service. This gap can occur for a number of

reasons, such as:
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e Lack of communication between customer service and marketing: Customer
service is in charge of supporting consumers after they have made a purchase,
while marketing is in charge of informing them about the company's products
and services. What is promised and what is delivered may not match if these
two departments do not interact well.

e Lack of transparency: Customers should be informed of the progress of their
orders, any potential delays or issues, and their choices if they are dissatisfied
with the service they have got. Customers may feel irritated and disappointed

if they are not informed.

Gap 5: Expected Service - perceived service gap

The key to ensuring good service quality is meeting or exceeding what customers
expect from the service and that judgment of high and low service quality depend on
how customers perceive the actual performance in the context of what they expected.

This gap can occur for a number of reasons, such as:

e Poor service delivery: Customers may get unsatisfied if a business does not
provide the quality of service it guarantees.
e Misinterpretations by customers: Customers may have erroneous expectations

as a result of misinterpreting a company's words or actions.
2.2 Empirical Review

In marketing the core thought is customer satisfaction because it indicates the
customer loyalty towards any service or product. The Company can generate
maximum profit via customer satisfaction (Gilbert A, 1982). Thus, customer
satisfaction is momentous in present world to run the business perfectly. (Ishfaq
Ahmed, 2010) Said that “customer satisfaction is worthless; Customer loyalty is

priceless” The basic component of business success is customer satisfaction.

Rust and Oliver argue that the relative importance of each dimension of service
quality may vary depending on the specific service industry and the customer's

individual needs and expectations. For example, timeliness and convenience may be
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more important for customers who are in a hurry, while personal attention may be
more important for customers who are looking for a more personalized service
experience. Many characteristics are associated with service quality, according to
research. Customers value a variety of service quality factors, including timeliness and
convenience, personal attention, reliability and dependability, employee competence
and professionalism, empathy, responsiveness, assurance, availability, and tangibles
such as physical facilities, equipment and personnel appearance (Oliver R. T., 1988).
Moreover Parasuraman, Zeithaml, and Berry argue that these five dimensions are
important to customers because they represent the key elements of a high-quality
service experience. They also argue that the relative importance of each dimension
may vary depending on the specific service industry and the customer's individual

needs and expectations (Parasuraman A. Z., 1985).

Customer satisfaction is the result of a customer's comparison of perceived quality
and actual service performance. This comparison may lead to customer satisfaction or
dissatisfaction (Abd-El-Salam, 2013). Customer satisfaction reflects the degree to
which a customer believes that the use or possession of a specific service will evoke
positive feelings. Hence customer satisfaction is the physiological state of emotion
associated with the conformity or nonconformity of a customer's perceived quality of

service during and after service experience (Kaura, 2012).

Customer satisfaction is associated to an expectancy/disconfirmation paradigm, this
paradigm is the background for most studies on customer satisfaction. It encompasses

four constructs namely, expectations, performance, disconfirmation, and satisfaction

(Caruana, 2002).

Customer satisfaction is of two different conceptualizations; transaction Specific
satisfaction (satisfaction based on a specific purchase occasion) and cumulative
satisfaction (satisfaction based on overall evaluation of multiple purchases and
purchase experience of a service over an extended period) (Abd-El-Salam, 2013).
Customer satisfaction is based upon the common judgment of products or services
that provide the maximum rate of satisfaction for the customers (Oliver R. L., 1997).

Customer satisfaction can either be considered as contentment, pleasure, or
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ambivalence based upon the kind of service being rendered to the customer at a
specific purchase occasion (Zeithaml V. A., 1988). Customer perception has a direct

impact on how customers evaluate the service (Liu, 2009).
2.2.1 Service Quality Dimensions

Tangibility, reliability, assurance, empathy, responsiveness are the five service quality

dimensions that can impact customer satisfaction (Khan, 2014).
a) Tangible

According to a study (Khan, 2014), tangibles are seen to be perceptible by touch or a
visible existence. Information and Communication Technology (ICT), tool, sites,
company’s employees, and any visible facilities form the tangible dimension of service
quality. Tangibles are especially important to service delivery companies as they are
crucial variables to developing strong, positive, and inspiring customer association

and experience, through its proprietary assets (Clow, 1933).
b) Reliability

Reliability assures the customer of a service provider’s ability to consistently provide
a perceived quality of service. Reliability has an impact on trust and the overall
impression left in the mind of a customer after service consumption (Abd-El-Salam,
2013). The reliability dimension of service quality is vital and perceived through the

people aspect of service quality.
¢) Assurance

The process of acquired knowledge being showcased by staffs in executing their term
of preferences during service delivery can be highly assuring to customers. This gives
customers the confidence that the service delivery representative will perform his/her
duty professionally and ethically. All customers do not have the expertise to
understand “quality of service” & values they received. They may require effective

communication or personal explanations to understand the value they receive

(Naidoo, 2014).
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d) Empathy

Empathy is the ability for service delivery firms to pay attention to individual
customer problems and demands, and then address these issues effectively (Khan,
2014). Others also argue that the way the company takes responsibility to address
problems faced by their customers on an individual or group level is classified as
empathy. This service quality dimension is perceived through the people aspect of

service quality (Naidoo, 2014; Kaura, 2012).
e) Responsiveness

The process in which service providers react quickly to resolve customer problem
positively within a given time is called responsiveness (Berry, 2006). This dimension
of service quality is perceived through the people aspect of service quality. However,
information technology advancement (i.e., emails, webpage, and customer service

interface) improves the responsiveness of service delivery firm (Kaura, 2012).

2.2.2 Determinants of Customer Satisfaction

Empirical research on service quality has shown that the following factors are

important for determining customer satisfaction:

» Tangibles: The physical appearance of the servicescape, such as the appearance

of the facilities, equipment, and staff.

o Reliability: The ability of the service provider to consistently perform the

promised service at the promised time and in the promised manner.

o Responsiveness: The willingness of the service provider to help customers and

provide prompt service.

o Assurance: The knowledge and courtesy of employees and their ability to

convey trust and confidence.

o Empathy: The ability of the service provider to understand and respond to the

customer's individual needs and concerns.
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Empirical research has shown that that service quality is an important factor in
determining customer satisfaction, repurchase intention, and customer loyalty.
Businesses that want to improve their service quality should focus on understanding
and meeting customer expectations, as well as providing a service experience that
meets or exceeds customer perceptions. Empirical research on service quality has
shown that service quality is a complex construct that is influenced by a variety of
factors, including customer expectations, the service provider's performance, and the

customer's personal characteristics.

Here are some of the key findings of empirical research on service quality:

Zeithaml, Parasuraman, and Berry conducted a study of 100 service organizations and
found that the five dimensions of service quality they identified were the most
important determinants of customer satisfaction. Customer expectations play a key
role in determining service quality. Customers who have higher expectations are more
probably to be dissatisfied with the service they receive. Zeithaml, Parasuraman, and
Berry discuss the different factors that influence service quality. They argue that
customer expectations play a key role in determining service quality. They state that
"customers who have higher expectations are more probably to be dissatisfied with

the service they receive" (Parasuraman Z. &., 1988).

Zeithaml, Parasuraman, and Berry also argue that the service provider's performance
can be influenced by a variety of factors, such as the service provider's training, the
service provider's motivation, and the service provider's resources. They state that "it
is important for service providers to focus on providing high-quality service in order
to satisfy customers and build customer loyalty." The service provider's performance
also plays a key role in determining service quality. Service providers that consistently

meet or exceed customer expectations are expected to have satisfied customers.

Customer characteristics also play a role in determining service quality. Customers
who are more experienced with a service are to be satisfied with the service they

receive. Zeithaml, Parasuraman, and Berry also argue that customer characteristics
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can be influenced by a variety of factors, such as the customer's age, the customer's
gender, the customer's income, and the customer's personality. They state that "it is
important for service providers to understand and manage customer characteristics

in order to deliver high-quality service."

(Fornell C.,1992) He stated that "customer satisfaction is a major driver of repurchase
intention." Service quality is also positively correlated with repurchase intention. This
means that as service quality increases, customers are expected to repurchase from the

service provider.

Rust and Oliver (1994): They argued that "customer satisfaction is a function of the
perceived performance of the service relative to the customer's expectations." Service
quality is positively correlated with customer satisfaction. This means that as service

quality increases, customer satisfaction also increases.

Reichheld and Sasser (1990): They stated that "loyalty is directly related to customer
satisfaction." Service quality is also positively correlated with customer loyalty. This

means that as service quality increases, customers will be loyal to the service provider.

Cronin and Taylor (1992): They conducted a study of 200 service organizations and
found that the five dimensions of service quality they identified were also the most

important determinants of customer satisfaction.

Oliver (1997): He conducted a meta-analysis of 170 studies on service quality and
found that the five dimensions of service quality identified by Zeithaml, Parasuraman,

and Berry were also the most important determinants of customer satisfaction.

These studies provide strong evidence that the five dimensions of service quality
identified are important for determining customer satisfaction. Overall, empirical
research on service quality has shown that service quality is an important factor in
determining customer satisfaction, repurchase intention, and customer loyalty.

Businesses that want to improve their service quality should focus on understanding

23|Page



and meeting customer expectations, as well as providing a service experience that

meets or exceeds customer perceptions.

2.3 Conceptual Framework

According to the discussion and reviewed resources, Service Quality primarily
determines customer satisfaction. It consists of five dimensions: tangible, empathy,
reliability, assurance, and responsiveness. Because telecom is a service-based
industry, these dimensions are used to analyze customer satisfaction in mobile service

at Safaricom Ethiopia.

‘ Responsiveness

| Assurance ‘

Tangible

- —

/ Customer ‘\\,

\

( Satisfaction /
{ Reliability v ‘ Empathy

Figure 2.1 Conceptual Framework

24 Hypotheses of the study

H1: Tangible has positive significant effect on Customer satisfaction.

H2: Reliability has positive significant effect on Customer satisfaction.

H3: Responsiveness has positive significant effect on Customer satisfaction.
H4: Empathy has positive significant effect on Customer satisfaction.

H5: Assurance has positive significant effect on Customer satisfaction.
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CHAPTER THREE
RESEARCH DESIGN AND METHODOLOGY

This chapter outlines the procedures utilized in carrying out this study, ranging from
data collecting to data analysis. This chapter discusses research area, period, design,
sample and sampling technique, data collection instrument, data gathering
procedure, and ultimately data analysis technique.

3.1 Research Area and Study Period
This study is conducted in Addis Ababa during the period of Feb 2023 to June 2023.
3.2 Research Design

A research design is a plan or a blueprint of how to design conducting the research
(Mouton, 2001). The function of research design is to provide the collection of relevant
evidence with minimal expenditure of effort, time, and money (Kothari, 2004). In
order to answer the research questions and achieve the stated objectives, the study has
used a descriptive and quantitative research design. Therefore, in order to analyze the
existing situation under consideration, descriptive research and quantitative design
was employed. Descriptive survey design helped the study to gather data to achieve
the objectives of the study by describing the situation as it is. It helped in assessing the
practices by addressing the size of population and describes the situation. In terms of
data collection type and source, the researcher employed survey research technique
using structured; enumerators administered questionnaire to obtain firsthand

quantitative data from target population.
3.3 Study Population, Sampling and Sampling Method

During the study period, the study population includes all Safaricom customers in
Addis Ababa, Ethiopia, regardless of age, gender, religion, educational background,
employment status, or other factors. Customers were selected using probability

random sampling techniques during the study period.
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According to the preliminary investigation, currently Safaricom has around 2 million
subscribers in Ethiopia and 570,000 in Addis Ababa. The company has 1 branch, 2

Sales offices and 42 distributors.

Based on the number of subscribers the researcher uses Taro Yemane’s formula (1967),

in order to determine the sample size of the population.
Sample Size = N /(1+N (e)?)
Input: N=size of population

e=sampling error 0.05 and 95% confidence level,

The sample size is 399.7 after substituting the values in the above formula. Based on
the data presented above, 400 questionnaires were distributed to the subscribers 364

were collected.
3.4 Data Collection Method

A questionnaire is used to collect data from users, and it was designed with an
accessible language, and which included, closed questions, in order to facilitate the
treatment of the data. A probability random sampling technique was adopted because
it gives equal chance to everyone in the samples. The questionnaire was made
according to the questionnaire used on the master's thesis “Factors Affecting
Customers Satisfaction (The Case of Mobile Customers in Addis Ababa City

Administration)” written by Tesfaye Moti.

3.5 Data analysis

Inferential statistics is used to summarize and organize participants” responses. Plus,
content analysis is used to summarize similar responses. The Statistical Package for
Social Sciences (SPSS 22) was used to analyze the data collected. To determine the
relative importance of each independent variable in influencing customer satisfaction,
a multiple linear regression model. The linear regression model was used to test the

relationship between customer satisfaction and its potential determinants.
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Regression model

CuS=p1Tg+ B2Rs+ BRI+ BsEm +Ps5As+e

Where: CuS-Customer Satisfaction

3.6 Reliability and Validity Test

Tg - Tangible

Rs - Responsiveness

RI - Reliability
Em - Empathy

As - Assurance

Reliability refers to the consistency of a measure. Psychologists consider three types

of consistency: over time (test-retest reliability), across items (internal consistency),

and across different researchers (inter-rater reliability). For this research, internal

consistency is the appropriate reliability test. The most common measure of internal

consistency used by researchers is a statistic called Cronbach’s a (the Greek letter

alpha). A value of +.80 or greater is taken to indicate very good internal consistency

(Hair et al., 2015).

Table 3.1 Reliability score of variables

Reliability Statistics
Cronbach's Alpha
Cronbach's
No. Variable Name Based on N of Items
Alpha
Standardized Items
1 Tangible .558 576 4
2 Reliability .770 .770 4
3 Responsiveness 721 722 3
4 Empathy 795 799 5
5 Assurance .788 793 3
Customer
911 .909 19
Satisfaction

Source: Own survey, 2023
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As illustrated in Table 3.1: Cronbach's alpha coefficient for perceived Customer
Satisfaction is 0.911, which is greater than the cutoff value of +0.8 recommended in the

literature by (Hair et al., 2015).

Validity is the extent to which the scores from a measure represent the variable they
are intended to. The validity of the instrument for the current study was ensured by
identifying independent variables and items from the literature and having them

reviewed by other academicians.
3.7 Ethical Consideration

The ethical considerations of confidentiality and privacy were maintained throughout
the course of this study. The respondents were assured that their response would be
collected for academic research reasons only and would be kept totally confidential.
Furthermore, their participation in the study was contingent on their consent.
Respondents were free to stop filling out the questionnaires anytime they felt
uncomfortable. During data presentations, analysis, and interpretation, the researcher

would not personalize any of the respondents' responses.
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CHAPTER FOUR
DATA PRESENTATION, ANALYSIS AND DISCUSSION

The purpose of this chapter is to examine and discuss the survey results using various
statistical tools. It includes description of the respondents’ backgrounds, and an
analysis and interpretation of the survey's data and various conclusions.

41 Data Presentation

4.1.1 General Background of Respondents

A total of 400 questionnaires were distributed to participants and 364 (91%) of them
returned with response accordingly. From these responses 12 of them were filtered
and excluded because of not properly filled and incomplete in content. Therefore, 352

questionnaires served as source data for analysis of this research.

The demographic distribution of participants is seen from gender, age, occupation,
and educational qualification perspective. The demographic characteristics of

respondents are summarized as follows:
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Table 4.1 General Background Information of Respondents.

Cumulative
Characteristics Frequency Percent
Percent
Gender: Female 159 45.2 452
Male 193 54.8 100.0
Total 352 100.0
Age 18-24 50 14.2 14.2
25-34 100 28.4 42.6
35-44 124 35.2 77.8
45-54 56 15.9 93.8
55-64 17 4.8 98.6
Above 64 5 1.4 100.0
Total 352 100.0
Education Certificate 32 9.1 9.1
College 1 3 94
Degree 151 429 52.3
Diploma 41 11.6 63.9
High school 33 9.4 73.3
Masters and
94 26.7 100.0
above
Total 352 100.0
Employment Private
125 35.5 35.5
Employment
Public
63 17.9 53.4
Employment
Self-Employment 84 23.9 77.3
Student 36 10.2 87.5
Unemployed 44 12.5 100.0
Total 352 100.0

Source: Own survey, 2023
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Gender Distribution

The relationship between customer satisfaction and gender in telecom services is a
complex one. There is some evidence to suggest that there are gender differences in
what customer’s value in terms of telecom services, and that these differences can
impact customer satisfaction. As shown in Table 4.1 Female respondents were 159
(45.2 percent) and male respondents were 193 (54.8 percent). Overall, we can see that

male and female respondents were less diverse.

Age Distribution

With regards to age distribution majority of the respondents 124 (35.2 percent) were
within the age group 35-44 followed by age group 25-34 were 100 (28.4 percent) while
56 (15.9 percent) participants were within the age group 45-54 and 50 (14.2 percent)
were within the age group of 18-24. The age group 55 and above respondents were 22
(6.2 percent). This means that majority of the service users are young and middle-

aged.

Educational Level Distribution

As shown in Table 4.1 majority of the respondents 151 (42.9 percent) have bachelor’s
degree followed by 94 (26.7 percent) of the respondents have masters & above and 41
(11.6 percent) have diploma, while the remaining 66 (18.8 percent) of the respondents
are in high school, college and have certificate. This shows that customers with higher
levels of education are more probably to use the service than customers with lower
levels of education. This is likely because customers with higher levels of education
are more probably to be aware of their options and to be able to compare different
services. They are also more probably to be demanding and to expect a high level of

service.

Employment Distribution

The employment distribution shows that 125 (35.5 percent) respondents were private
employees, 84 (23.9 percent) were self-employed, 63 (17.9 percent) were public
employees, while 44 (12.5 percent) were unemployed and 36 (10.2 percent) were

students. This shows that customers who are employed use the service than
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unemployed. This is likely because customers who are employed have a regular
income and can afford the services. They are also more probably to be busy with work

and need reliable and efficient service.

4.2 Descriptive Analysis

4.2.1 Independent variables that affect Customer Satisfaction

The Researcher summarized the measures of each effect with appropriate means and
standard deviations. The study looks at Customer satisfaction of Safaricom customers
in terms of Service Quality Dimensions i.e Reliability, Responsiveness, Empathy,

Assurance and Tangible as independent variables.

Table 4.2 Survey Response Summary

1. Tangible Mean Std. Dev.

The operator follows up in a timely manner on 3.81 0.885

customers’ request

The operator has visual attractive office, up-to- 432 0.570

date equipment, and materials

Front desk employee appearance and uniform 431 0.629

are appealing

Safaricom’s physical facilities are at the 3.69 1.014
convenient location

2. Reliability

Safaricom is consistent in providing good 3.79 0.821

quality services

The reputation of this operator is trustworthy 3.87 0.901
The service provided by this operator is secure 3.83 0.848
The response to customers’ complaints is always 3.64 0.936
taken quickly
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3. Responsiveness

Safaricom provides timely information when 4.05 0.770
there additional and new services are available

to its customers

Front-line employees of this operator are always 414 0.736

willing to help the customers

Employees are approachable and easy to contact 411 0.765
4. Empathy
Having convenient periods and terms for 3.86 0.754

activation and provision of replacement

The operating hours of the operator is 3.66 0.917

convenient for customers

Apologizing for the inconvenience caused to 3.71 0.800
customers

The operator complaint handling procedure is 3.70 0.867
attractive

Employees’ attitude toward their customer is 3.97 0.811
good

5. Assurance

Employees have the required skills and 3.91 0.830

knowledge to answer customers” questions

The behavior and skill of employee in instilling 3.98 0.724

confidence in customers is good

Sincerity and patience in resolving customers’ 3.88 0.801

complaints/problem is good

Source: Own survey, 2023

Regarding Tangible the factor with the highest mean rating is "The operator has visual
attractive office, up-to-date equipment, and materials" with a mean of 4.32. This means
that customers on average are very satisfied with the physical appearance of

Safaricom's offices and the equipment and materials that are available to operators.
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The factor with the lowest mean rating is "Safaricom's physical facilities are at the
convenient location" with a mean of 3.69. This means that customers are somewhat
satisfied with the location of Safaricom's physical facilities, but there is room for

improvement to setup more facilities to be accessible for everyone.

The operator follows up in a timely manner on customers' request: This factor has a
mean rating of 3.81, which indicates that customers are generally satisfied with the
timeliness of follow-up from operators. However, the standard deviation of 0.885
indicates that there is some variation in the ratings, with some customers reporting

that they received follow-up more quickly than others.

The operator has visual attractive office, up-to-date equipment, and materials: This
factor has a mean rating of 4.32, which indicates that customers are very satisfied with
the physical appearance of Safaricom's offices and the equipment and materials that
are available to operators. The standard deviation of 0.570 indicates that there is less
variation in the ratings for this factor, with most customers reporting that they are
very satisfied with the physical appearance of Safaricom's offices and the equipment

and materials that are available to operators.

Front desk employee appearance and uniform are appealing: This factor has a mean
rating of 4.31, which indicates that customers are very satisfied with the appearance
and uniforms of front desk employees at Safaricom. The standard deviation of 0.629
indicates that there is less variation in the ratings for this factor, with most customers
reporting that they are very satisfied with the appearance and uniforms of front desk

employees at Safaricom.

Safaricom's physical facilities are at the convenient location: This factor has a mean
rating of 3.69, which indicates that customers are somewhat satisfied with the location
of Safaricom's physical facilities. The standard deviation of 1.014 indicates that there
is a relatively wide variation in the ratings for this factor, with some customers
reporting that they are very satisfied with the location of Safaricom's physical

facilities, while others are less satisfied.
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Overall, the tangible factors that contribute to customer satisfaction at Safaricom are
rated positively by customers. However, there is some room for improvement in the

location of Safaricom's physical facilities.

The factor with the highest mean rating is "Safaricom is consistent in providing good
quality services" with a mean of 3.79. This means that customers on average are

satisfied with the consistency of Safaricom's services.

With regards to Reliability the factor with the lowest mean rating is "The response to
customers' complaints is always taken quickly" with a mean of 3.64. This means that
customers are somewhat satisfied with the timeliness of Safaricom's response to

complaints.

Safaricom is consistent in providing good quality services: This factor has a mean
rating of 3.79, which indicates that customers are generally satisfied with the
consistency of Safaricom's services. However, the standard deviation of 0.821
indicates that there is some variation in the ratings, with some customers reporting

that they have experienced more consistency in Safaricom's services than others.

The reputation of this operator is trustworthy: This factor has a mean rating of 3.87,
which indicates that customers are satisfied with the reputation of Safaricom. The
standard deviation of 0.901 indicates that there is some variation in the ratings, with
some customers reporting that they have a higher level of trust in Safaricom than

others.

The service provided by this operator is secure: This factor has a mean rating of 3.83,
which indicates that customers are satisfied with the security of Safaricom's services.
The standard deviation of 0.848 indicates that there is some variation in the ratings,
with some customers reporting that they feel more secure using Safaricom's services

than others.

The response to customers' complaints is always taken quickly: This factor has a mean
rating of 3.64, which indicates that customers are somewhat satisfied with the

timeliness of Safaricom's response to complaints. The standard deviation of 0.936
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indicates that there is a relatively wide variation in the ratings for this factor, with
some customers reporting that they have experienced very quick responses to their

complaints, while others have experienced longer wait times.

Overall, the reliability factors that contribute to customer satisfaction at Safaricom are
rated positively by customers. However, there is some room for improvement in the

timeliness of Safaricom's response to complaints.

With regards to Responsiveness the factor with the highest mean rating is "Front-line
employees of this operator are always willing to help the customers" with a mean of
4.14. This means that customers on average are satisfied with the willingness of front-

line employees to help them.

The factor with the lowest mean rating is "Employees are approachable and easy to
contact" with a mean of 4.11. This means that customers are somewhat satisfied with

the approachability and ease of contact of employees.

Safaricom provides timely information when there additional and new services are
available to its customers: This factor has a mean rating of 4.05, which indicates that
customers are generally satisfied with the timeliness of information about new
services from Safaricom. However, the standard deviation of 0.770 indicates that there
is some variation in the ratings, with some customers reporting that they have

received information about new services more quickly than others.

Front-line employees of this operator are always willing to help the customers: This
factor has a mean rating of 4.14, which indicates that customers are satisfied with the
willingness of front-line employees to help them. The standard deviation of 0.736
indicates that there is less variation in the ratings for this factor, with most customers
reporting that they are satisfied with the willingness of front-line employees to help

them.

Employees are approachable and easy to contact: This factor has a mean rating of 4.11,
which indicates that customers are somewhat satisfied with the approachability and

ease of contact of employees. The standard deviation of 0.765 indicates that there is

36|Page



some variation in the ratings for this factor, with some customers reporting that they

have found it easy to contact employees, while others have found it more difficult.

Overall, the responsiveness factors that contribute to customer satisfaction at
Safaricom are rated positively by customers. However, there is some room for

improvement in the approachability and ease of contact of employees.

The results of the study demonstrate that for Empathy the factor with the highest
mean rating is "Employees' attitude toward their customer is good" with a mean of
3.97. This means that customers on average are very satisfied with the attitude of

employees towards them.

The factor with the lowest mean rating is "Having convenient periods and terms for
activation and provision of replacement" with a mean of 3.86. This means that
customers are somewhat satisfied with the convenience of the activation and

replacement procedures.

Having convenient periods and terms for activation and provision of replacement:
This factor has a mean rating of 3.86, which indicates that customers are generally
satisfied with the convenience of the activation and replacement procedures.
However, the standard deviation of 0.754 indicates that there is some variation in the
ratings, with some customers reporting that they have found the procedures to be

more convenient than others.

The operating hours of the operator is convenient for customers: This factor has a
mean rating of 3.66, which indicates that customers are somewhat satisfied with the
convenience of the operating hours. The standard deviation of 0.917 indicates that
there is a relatively wide variation in the ratings for this factor, with some customers
reporting that they find the operating hours to be very convenient, while others find

them to be less convenient.

Apologizing for the inconvenience caused to customers: This factor has a mean rating
of 3.71, which indicates that customers are generally satisfied with the way that

Safaricom apologizes for inconveniences caused to customers. The standard deviation
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of 0.800 indicates that there is some variation in the ratings, with some customers

reporting that they have received more sincere apologies than others.

The operator complaint handling procedure is attractive: This factor has a mean rating
of 3.70, which indicates that customers are somewhat satisfied with the attractiveness
of the operator complaint handling procedure. The standard deviation of 0.867
indicates that there is some variation in the ratings, with some customers reporting

that they find the procedure to be more attractive than others.

Employees' attitude toward their customer is good: This factor has a mean rating of
3.97, which indicates that customers on average are very satisfied with the attitude of
employees towards them. The standard deviation of 0.811 indicates that there is some
variation in the ratings, with some customers reporting that they have experienced

more positive interactions with employees than others.

Overall, the empathy factors that contribute to customer satisfaction at Safaricom are
rated positively by customers. However, there is some room for improvement in the

convenience of the activation and replacement procedures.

As per table 4.3 the result for Assurance shows that the factor with the highest mean
rating is "Sincerity and patience in resolving customers' complaints/problem is good"
with a mean of 3.88. This means that customers on average are very satisfied with the

sincerity and patience of employees in resolving their complaints.

The factor with the lowest mean rating is "Employees have the required skills and
knowledge to answer customers' questions" with a mean of 3.91. This means that
customers are somewhat satisfied with the skills and knowledge of employees in

answering their questions.

Employees have the required skills and knowledge to answer customers' questions:
This factor has a mean rating of 3.91, which indicates that customers are generally
satisfied with the skills and knowledge of employees in answering their questions.

However, the standard deviation of 0.830 indicates that there is some variation in the
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ratings, with some customers reporting that they have experienced more

knowledgeable employees than others.

The behavior and skill of employee in instilling confidence in customers is good: This
factor has a mean rating of 3.98, which indicates that customers are very satisfied with
the behavior and skills of employees in instilling confidence in them. The standard
deviation of 0.724 indicates that there is less variation in the ratings for this factor, with
most customers reporting that they are very satisfied with the behavior and skills of

employees in instilling confidence in them.

Sincerity and patience in resolving customers' complaints/problem is good: This
factor has a mean rating of 3.88, which indicates that customers on average are very
satisfied with the sincerity and patience of employees in resolving their complaints.
The standard deviation of 0.801 indicates that there is some variation in the ratings,
with some customers reporting that they have experienced more sincere and patient

employees than others.

Overall, the assurance factors that contribute to customer satisfaction at Safaricom are
rated positively by customers. However, there is some room for improvement in the
skills and knowledge of employees in answering customer questions.

4.2.2 Customer Satisfaction

Table 4.3 Overall Customer Satisfaction

Overall Customer Satisfaction Mean | Std. Dev.

I am satisfied with the overall mobile service quality offered. | 3.68 0.877

I am satisfied with the professional competence of the

operator. 3.88 0.774

I am satisfied with the performance of service-providing

employees. 3.93 0.763

I feel I do the right thing when I choose the company’s
products & services. 3.89 0.797

Source: Own survey, 2023
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The above table demonstrates the Overall Customer Satisfaction, based on the data;
customers are generally satisfied with the overall mobile service quality offered by
Safaricom. However, there is some room for improvement, as the mean score is 3.68
out of 5, with a standard deviation of 0.877. In relation with the professional
competence of the operators at Safaricom. The mean score is 3.88 out of 5, with a
standard deviation of 0.774. When we look at the performance of service-providing
employees at Safaricom the mean score is 3.93 out of 5, with a standard deviation of
0.763. This means that there is a fair amount of variation in customer opinion, with
some customers being very satisfied and others being less satisfied. The findings of
the study also indicate that customers generally feel that they are making the right
decision when they choose Safaricom's products and services. The mean score is 3.89,
with a standard deviation of 0.797. This means that some customers feeling very

positive about their decision and others feeling less positive.

4.2.3 Descriptive Statistics of the Variables

Table 4.4 Descriptive Statistics

Std.
N Minimum | Maximum | Mean
Deviation

Tangible 352 2.00 5.00 4.03 0.523
Reliability 352 1.00 5.00 3.78 0.675
Responsiveness 352 1.00 5.00 4.10 0.607
Empathy 352 1.20 5.00 3.78 0.617
Assurance 352 1.33 5.00 3.92 0.659
Overall Customer

352 1.00 5.00 3.84 0.678
Satisfaction
Valid N (listwise) 352

Source: Own survey, 2023
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As per Table 4.4 descriptive statistics of the independent variables Tangible,
Reliability, Responsiveness, Empathy, Assurance, and dependent variable Customer
Satisfaction are presented. The descriptive statistics shows that responsiveness,
Tangible, Assurance has high mean score 4.10, 4.03 and 3.92 respectively and
relatively Reliability and Empathy has low mean 3.78. The dependent variable has

mean score of 3.84.

4.3 Inferential Analysis
Inferential statistics is a statistics that uses data from a sample to make inferences
about a population. Inferential statistics can be used to make predictions, test
hypotheses, and estimate the probability of events.
Some of the most common types of inferential statistics include:
e Correlation: Correlation is used to measure the strength of the relationship
between two variables.
e Regression analysis: Regression analysis is used to predict the value of one
variable from the value of another variable.

e ANOVA: ANOVA is used to compare the means of three or more groups.

4.3.1 Correlation Analysis
Correlation analysis is a statistical method that measures the strength of the
relationship between two variables. The correlation coefficient is a number between -
1 and 1, where:
o -lindicates a perfect negative correlation, meaning that as one variable
increases, the other decreases.
e 0 indicates no correlation, meaning that the two variables are not related.
» lindicates a perfect positive correlation, meaning that as one variable
increases, the other also increases.
The closer the correlation coefficient is to 0, the weaker the relationship between the
two variables.
In this study the results of Pearson correlation coefficient indicate that positive
relationship exists between the mobile service attributes and overall customer

satisfaction. Table 4.5 presents the summary of the correlation analysis in table form.
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Table 4.5 Correlation of variables with customer satisfaction

Correlations
Tangible | Reliability | Responsiveness | Empathy | Assurance | Customer
Satisfaction

Tangible 1
Reliability 579" 1
Responsiveness | .488™ .600™ 1
Empathy 542" 736™ 460™ 1
Assurance .509™ .658" .649™ .633™ 1
Customer 425 618 541" 613" .685™ 1
Satisfaction

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

Source: Own survey, 2023

The correlation table shows that there is a positive correlation between customer
satisfaction and all the variables. This means that as one variable increases, the other
variables tend to increase as well. The strongest correlation is between Customer
Satisfaction and Assurance with value of .685. This positive relationship means if
assurance is improved by 100% customer satisfaction will increase by 68.5%, the
second strongest correlation is between Customer Satisfaction and Reliability, with a
correlation coefficient of 0.618. This positive relationship means if Reliability is
improved by 100% Customer Satisfaction will increase by 61.8% as per the data
presented In Table 4.6 the third strongest relationship of Customer satisfaction is with
Empathy with coefficient of .613, if Empathy is improved by 100% customer

satisfaction will increase by 61.3%.
4.3.2 Multiple Regression Analysis

Regression analysis is a statistical method that is used to analyze the relationship
between a dependent variable and one or more independent variables. The
dependent variable is the variable that is being predicted, while the independent

variables are the variables that are used to predict the dependent variable.
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There are many different types of regression analysis, but the most common type is
linear regression. Linear regression is used to model a linear relationship between the
dependent variable and the independent variables. In other words, it assumes that

the dependent variable changes linearly as the independent variables change.

4.3.3 Diagnostic Tests of Assumptions of Multiple Regression

The Five linear regression model assumptions were tested: normality, linearity,
homoscedasticity, autocorrelation, and multicollinearity. The results are discussed

below.

4.3.3.1 Normality Test

A normality test is a statistical test that is used to assess whether a set of data is
normally distributed. A normal distribution is a bell-shaped curve that is symmetric
around the mean. The mean, median, and mode are all equal in a normal distribution.
Skewness and kurtosis readings served as tests for the normalcy hypothesis. These
two tests can be used to confirm the data collection assumption of normalcy.
According to (Pallant, 2011), kurtosis tells us how peaked the distribution is whereas
skewness pertains to the symmetry of the distribution. When the skewness and
kurtosis parameters are both equal to zero, a distribution is regarded as normal.
According to (Newsom, 2005), in order for the criterion of normality to be satisfied,
the absolute values of skewness and kurtosis must be less than or equal to 2 and 3,
respectively. The values of the collected data's skewness and kurtosis fell within these

permissible ranges.
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Figure 4.1 Normality Test
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4.3.3.2 Linearity Test

In statistics, linearity refers to the assumption that the relationship between the
dependent variable and the independent variables is linear. This means that the
dependent variable changes in a straight line as the independent variables change.
Linearity is an important assumption for many statistical analyses, including
regression analysis. If the linearity assumption is violated, then the results of the
analysis may be unreliable.

There are a number of ways to assess the linearity assumption. One common approach
is to create a scatterplot of the dependent variable against each independent variable.
If the points in the scatterplot form a straight line, then the linearity assumption is met.

If the points do not form a straight line, then the linearity assumption may be violated.
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4.3.3.3 Homoscedasticity Test

Homoscedasticity is a statistical assumption that the variance of a dependent variable
is constant across all values of the independent variable(s). In other words, the spread
of the residuals (the difference between the observed values of the dependent variable
and the predicted values from the model) should be the same for all values of the
independent variable(s). A scatter plot diagram can be used to validate assumptions.
The model's predicted values are plotted versus the measured residuals. The variation
in the residuals should be comparable as the anticipated values rise. The graph shows

an arbitrary collection of dots. Therefore, the model is homoscedasticity.

Figure 4.3 Homoscedasticity Test
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Source: Own survey, 2023
4.3.3.4 Autocorrelation

There are a number of ways to test for autocorrelation. One common approach is to
use the Durbin-Watson test. The Durbin-Watson test is a non-parametric test that

compares the squared residuals of a regression model to a theoretical distribution. A
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Durbin-Watson statistic of 2 indicates no autocorrelation, while a Durbin-Watson
statistic of 0 or 4 indicates perfect positive or negative autocorrelation, respectively.

The model summary shows that the model has R-squared value of 0.543. This means
that 54.3% of the variation in customer satisfaction can be explained by the
independent variables in the model. The adjusted R-squared value is 0.536, which is
slightly lower than the R-squared value. This is not unusual, as the adjusted R-squared
value is a more conservative measure of the model's fit. The standard error of the
estimate is 0.462, which is a measure of the average distance between the observed
values of customer satisfaction and the predicted values from the model. The Durbin-
Watson statistic is 1.928, which is within the range of values that indicates no

autocorrelation.

Table 4.6 Autocorrelation Test

Model Summary®
Adjusted R Std. Error of Durbin-
Model R R Square
Square the Estimate Watson
1 7372 543 536 46205 1.928

a. Predictors: (Constant), Assurance, Tangible, Responsiveness, Empathy, Reliability

b. Dependent Variable: Customer Satisfaction

Source: Own survey, 2023
4.3.3.5 Multicollinearity

Multicollinearity is a statistical phenomenon in which one independent variable in a
multiple regression model is highly correlated with one or more other independent
variables. There are a number of ways to test for multicollinearity. One common
approach is to use the variance inflation factor (VIF). The VIF for a variable is a
measure of how much the variance of that variable's coefficient is inflated due to
multicollinearity. A VIF of 1 indicates that there is no multicollinearity, while a VIF of
infinity indicates that the variable is perfectly correlated with all other variables in the
model. Multicollinearity is indicated by tolerance values less than 0.10 and a VIF

(variance inflation factor) more than 10 (Alin, 2010). The reciprocal of the complement
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of the inter-correlation among the predictors is what the VIF measures. A variable's
VIF value of larger than 10 in the decision rule denotes the potential existence of a
multicollinearity issue. Many studies also employ tolerance (TOL), which is defined
as 1/ VIF, to assess the degree of collinearity. A variable's TOL value of less than 0.1
indicates the potential existence of a multicollinearity problem, according to the
decision rule for tolerance (Gujarati, 2004).

In the model, all of the tolerance values are greater than 0 and all of the VIF values are
less than 10. This means that none of the variables are perfectly correlated with any

other variables in the model. Therefore, there is no multicollinearity in the model.

Table 4.7 Test of Multicollinearity

Model Collinearity Statistics
Tolerance VIF
1 (Constant)
Tangible .603 1.658
Reliability 346 2.891
Responsiveness 507 1.973
Empathy 402 2.488
Assurance 420 2.381
Tangible .603 1.658

Source: Own survey, 2023

4.3.4 Regression Result Analysis and Discussion

As per the above discussion for The Five linear regression model assumptions the
model passes all the tests, the next part will present the results of the regression output
to analyze the variables in relation with Customer satisfaction. With the help of
multiple linear regression analysis, model summary, ANOVA, and Beta coefficient

were determined, and the regression model was developed.
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A. Model Summary

Table 4.8 Model Summary
Model Summary®
Adjusted R Std. Error of Durbin-
Model R R Square
Square the Estimate Watson
1 .737a 543 .536 46205 1.928

a. Predictors: (Constant), Assurance, Tangible, Responsiveness, Empathy, Reliability

b. Dependent Variable: Customer Satisfaction

Source: Own survey, 2023

The model summary shows that the model has a high R-squared value of 0.543. This

means that 54.3% of the variation in customer satisfaction can be explained by the

independent variables in the model. The adjusted R-squared value is 0.536, which is

slightly lower than the R-squared value. The standard error of the estimate is 0.462,

which is a measure of the average distance between the observed values of customer

satisfaction and the predicted values from the model.

B. ANOVA Analysis

Table 4.9 ANOVA
ANOVA2
Sum of Mean
Model df B Sig.
Squares Square
1 Regression 87.664 5 17.533| 82.125 .000P
Residual 73.867 346 213
Total 161.531 351

a. Dependent Variable: Customer Satisfaction

b. Predictors: (Constant), Assurance, Tangible, Responsiveness, Empathy, Reliability

Source: Own survey, 2023
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As shown in Table 4.9 The ANOVA table shows that the model is significant, as the
F-statistic is 82.125 and the p-value is <0.05. This means that the independent

variables are statistically significantly related to the dependent variable.

The mean square for the regression is 17.533, which is much larger than the mean
square for the residuals 0.213. This indicates that the independent variables explain a

significant amount of the variation in the dependent variable.

The R-squared value of 0.543 indicates that 54.3% of the variation in customer
satisfaction can be explained by the independent variables in the model. This is a good

fit for the data.

C. Coefficients

Table 4.2 Coefficients
Coefficients?
Unstandardized Standardized
Model Coefficients Coefficients t Sig.
B Std. Error Beta

1 (Constant) 443 215 2.062| .040
Tangible -.047 .061 -036| -.777| .438
Reliability 151 .062 150 2.431 .016
Responsiveness 125 .057 112 2.196| .029
Empathy 245 .063 223| 3.892| .000
Assurance 402 .058 391 6.966| .000

a. Dependent Variable: Customer Satisfaction

Source: Own survey, 2023

The coefficients table shows the estimated coefficients for the independent variables
in the model. The unstandardized coefficients are the estimated values of the
coefficients, while the standardized coefficients are the estimated values of the
coefficients that have been standardized to have a mean of 0 and a standard deviation
of 1. The t-statistic and p-value for each coefficient show the statistical significance of

the coefficient.

50|Page




The constant coefficient of 0.443 indicates that, when all other variables are held
constant, customer satisfaction is expected to be 0.443 points higher than the mean
value. The tangible coefficient of -0.047 is rejected as the p value is greater than 0.05.
The reliability coefficient of 0.151 indicates that, when all other variables are held
constant, a one-unit increase in reliability is expected to be associated with a 0.151-
point increase in customer satisfaction. The responsiveness of 0.125 indicates that,
when all other variables are held constant, a one-unit increase in responsiveness is
expected to be associated with a 0.125-point increase in customer satisfaction. The
empathy coefficient of 0.245 indicates that, when all other variables are held constant,
a one-unit increase in empathy is expected to be associated with a 0.245-point increase
in customer satisfaction. The assurance coefficient of 0.402 indicates that, when all
other variables are held constant, a one-unit increase in assurance is expected to be

associated with a 0.402-point increase in customer satisfaction.

All of the coefficients are statistically significant, as the p-values are all less than 0.05
except tangible as the p-value is higher than 0.05. This means that we can be confident

that the independent variables are associated with customer satisfaction.

The coefficients table suggests that the following variables are the most important
predictors of customer satisfaction: Empathy, Assurance, Responsiveness and
Reliability. These variables have the largest standardized coefficients, which mean

that they have the greatest impact on customer satisfaction.

Overall, the coefficients suggest that a one-unit increase in empathy, assurance,

responsiveness, or reliability is associated with an increase in customer satisfaction.

For rewriting the regression model, we are going to look for unstandardized Beta

coefficient, therefore the equation will be:
CuS = 443 + .245Em+ 402As + .125Rs +.151Re

Where: CuS-Customer Satisfaction Rs-Responsiveness
Em-Empathy Re-Reliability

As-Assurance
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Table 4.31 Summary of Alternative Hypothesis, Result and Decisions

Unstandardized

Hypothesis Alternative Hypothesis Decisions

Coefficient B Output

H1 Empathy has positive effect on | B=.245, P<0.05 Accept

customer satisfaction.

H2 Assurance has positive effect on | B=.402, P<0.05 Accept

customer satisfaction.

H3 Responsiveness has positive effect on | B=.125, P<0.05 Accept

customer satisfaction.

H4 Reliability has positive effect on | B=.151, P<0.05 Accept

customer satisfaction.

H5 Tangible has positive effect on | B=-.047, P>0.05 Reject

customer satisfaction.

4.4 Discussion

Customer satisfaction has importance in organizational success. To make the
customers satisfied it is important to provide them best services. The objective to
conduct this research is to Analyze Determinants of Customer Satisfaction in mobile
service the case of Safaricom Ethiopia. In this study, a research model was developed
to examine the nature and strength of the relationship between the variable Service
quality (Tangible, Reliability, Empathy, Responsiveness and Assurance) and

Customer Satisfaction. (Parasuraman A. G., 2000),
Reliability

Reliability is defined as the ability to perform the promised service dependably and
accurately. Reliability is important to customer satisfaction because it is a measure of
how well a company can meet the expectations of its customers. When a company is
reliable, customers can be confident that they will receive the service they need when

they need it. This can lead to increased customer satisfaction and loyalty.
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There are a number of ways that companies can improve their reliability. One way is
to invest in training and development for employees so that they are able to provide
accurate and consistent service. Another way is to implement systems and procedures
that help to ensure that service is delivered on time and accurately. Companies can
also improve their reliability by listening to customer feedback and taking steps to
address any issues that are raised. By taking these steps, companies can show
customers that they are committed to providing reliable service. As per Table 4.10 the
reliability coefficient of 0.151 indicates that, when all other variables are held constant,
a one-unit increase in reliability is expected to be associated with a 0.151-point increase
in customer satisfaction. The finding of this study is in line with the findings of : A
study by Parasuraman, Zeithaml, and Berry (1988) found that reliability was the most
important dimension of service quality for customers. A study by Cronin and Taylor
(1992) found that reliability was the second most important dimension of service
quality for customers. A study by Teas (1993) found that reliability was the third most
important dimension of service quality for customers. These studies suggest that
reliability is an important factor in customer satisfaction. Companies that can provide

reliable service will have satisfied customers.

Empathy

Empathy is defined as the caring, individualized attention the firm provides its
customers. Empathy is important to customer satisfaction because it is a measure of
how well a company understands and responds to the needs of its customers. When
a company is empathetic, it shows that it cares about its customers and is willing to
go the extra mile to help them. This can lead to increased customer satisfaction and
loyalty. There are a number of ways that companies can improve their empathy. One
way is to train employees to listen actively to customers and to understand their
needs. Another way is to create a customer-centric culture where employees are
encouraged to put the needs of customers first. Companies can also improve their
empathy by using technology to collect and analyze customer feedback. This
feedback can help companies to understand what customers are thinking and feeling,

and it can help them to identify areas where they can improve their customer service.
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From the regression model empathy has a coefficient of 0.245 indicates that, when all
other variables are held constant, a one-unit increase in empathy is expected to be
associated with a 0.245-point increase in customer satisfaction. The finding of this
study is in line with the findings of: A study by Tax, Brown, and Chandrashekaran
(2009) found that empathy was the most important dimension of service quality for
customers. A study by Mattila and Enright (2002) found that empathy was the second
most important dimension of service quality for customers. A study by Bolton and
Lemon (1999) found that empathy was the third most important dimension of service
quality for customers. These studies suggest that empathy is an important factor in
customer satisfaction. Companies that can demonstrate empathy will have satisfied

customers.
Responsiveness

Responsiveness is the willingness to help customers and provide prompt service.
Responsiveness is important to customer satisfaction because it shows that a
company is interested in helping customers and resolving their issues quickly. When
customers feel that they are being responded to promptly, they will be satisfied with
the service they receive. There are several ways that companies can improve their
responsiveness. One way is to have a well-trained staff that can answer customer
questions and resolve issues quickly. Another way is to have a clear and easy-to-use
customer service system. Companies can also improve their responsiveness by
having a quick response time. This means getting back to customers within a
reasonable timeframe, such as 24 hours or less. The coefficient of responsiveness 0.125
indicates that, when all other variables are held constant, a one-unit increase in
responsiveness is expected to be associated with a 0.125-point increase in customer
satisfaction. The finding of this study is in line with the findings of: A study by Tax,
Brown, and Chandrashekaran (2009) found that responsiveness was the second most
important dimension of service quality for customers. A study by Mattila and Enright
(2002) found that responsiveness was the third most important dimension of service
quality for customers. A study by Bolton and Lemon (1999) found that responsiveness

was the fourth most important dimension of service quality for customers. These
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studies suggest that responsiveness is an important factor in customer satisfaction.
Companies that can respond to customers promptly are expected to have satisfied

customers.
Assurance

Assurance is the knowledge and courtesy of employees and their ability to convey
confidence. Assurance is important to customer satisfaction because it shows that a
company has the knowledge and expertise to provide the service that customers need.
When customers feel that they are dealing with knowledgeable and confident
employees, they will be satisfied with the service they receive. There are several ways
that companies can improve their assurance. One way is to hire and train employees
who are knowledgeable about the products and services that the company offers.
Another way is to provide employees with ongoing training so that they can stay up-
to-date on the latest products and services. Companies can also improve their
assurance by providing employees with the tools and resources they need to do their
jobs effectively. This includes providing them with access to information, training
materials, and technology. The coefficient of assurance 0.402 indicates that, when all
other variables are held constant, a one-unit increase in assurance is expected to be
associated with a 0.402-point increase in customer satisfaction. The finding of this
study is in line with the findings of A study by Tax, Brown, and Chandrashekaran
(2009) found that assurance was the third most important dimension of service
quality for customers. A study by Mattila and Enright (2002) found that assurance
was the fourth most important dimension of service quality for customers. A study
by Bolton and Lemon (1999) found that assurance was the fifth most important
dimension of service quality for customers. These studies suggest that assurance is an
important factor in customer satisfaction. Companies that can provide assurance to

their customers are expected to have satisfied customers.
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CHAPTER FIVE

SUMMARY, CONCLUSION AND RECOMMENDATION

This is the final chapter, and it provides the study's major findings,
conclusion, suggestions, limitations, and future implications.

51 Summary of Major findings

The main objective of the study was to analyze the major variables that influence
Safaricom's customer satisfaction in Ethiopia. The following research questions were

addressed in the study:

1. What is the determinant of customer satisfaction in Safaricom Mobile service?
2. Do the dimensions of service quality affect customers’ satisfaction in Safaricom
Ethiopia?

3. What is the overall satisfaction of Safaricom’s mobile service?

As per the literature review, five dimensions of Service Quality have been established

(Tangible, Reliability, Responsiveness, Empathy and Assurance).

To meet the objective quantitative research strategy was adopted and a probability
random sampling technique was used to collect the data from customers. Descriptive
statistics like frequency, mean, correlation, and multiple regression were employed to
analyze the background information of respondents, respondents’ perception of the
variables, and customer satisfaction, to determine the relationship and its impact

between the variables and the customer satisfaction.

As per the descriptive analysis, the result shows that male respondents were 54.8%,
most of the respondents were in the age range of 25-44 years and 69.6% of the

respondents are degree, masters, and above holders.

Before analysis of the study was conducted, a reliability test was conducted to check

if the questionnaire was reliable or not, as illustrated in Chapter 2 all variables were
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reliable and acceptable with the overall Cronbach's Alpha result .911. The Five linear
regression model assumptions were meet accordingly in the model. Multiple
regression method and correlation were employed to answer the research objective.
the study used quantitative research approach by using survey. The study mainly
employed both descriptive and inferential statistics methods. The reason is that these
methods are suitable to explain and interpret relations of variables in the study.
Descriptive analysis refers to statistically describing, aggregating, and presenting the
constructs of interest or associations between these constructs and inferential statistics
are the statistical procedures that are used to reach conclusions about associations
between variables. Descriptive method of analysis using frequency, percentage, and

mean as estimated measure.

The result from Pearson coefficients indicates that all the five factors were all

positively related to customer satisfaction within the range of 0.425 to 0.685.

As per the finding 54.3% of the variation in customer satisfaction is explained by the
independent variables in the model. The ANOVA table shows that the model is
significant, as the F-statistic is 82.125 and the p-value is <0.001.

As the standardized coefficients indicate, Assurance and Empathy have the highest

value followed by Reliability and Responsiveness.
Conclusion

The main aim of this research was to analyze factors influencing customer satisfaction
in the telecom Industry. From the above results, the following conclusion is drawn.
According to the results of this study, no attribute had a customer satisfaction rating
that was lower than the overall level of dissatisfaction. Additionally, it is important to
note that customers were satisfied with Safaricom Mobile Service. The following were
factored out as major determinants of customer satisfaction: Assurance, Empathy,
Reliability and Responsiveness. These factors are important to the players in the

industry as they should help them in developing their marketing strategies and
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organization resource allocation if they are ever to attain positive customer

satisfaction.

5.2 Recommendations

As presented in the findings of the study the four dimensions have significant and
positive impact on customer satisfaction except tangible. Hence, working to improve
these dimensions will contribute to the overall customer satisfaction. Based on the

survey results, the following recommendations are given.
Empathy affects customer satisfaction:

o Hire and train employees who are compassionate and understanding. This
means providing them with training on empathy and customer service best

practices.

o Create a culture of caring within the company. This means encouraging
employees to listen to customers, understand their needs, and show genuine

concern for their well-being.

o Use technology to improve empathy. This includes using live chat, chatbots,
and self-service options to provide customers with quick and easy access to

information and support.

e Measure and track empathy. This means collecting data on how employees
demonstrate empathy to customers. This data can be used to identify areas

where empathy can be improved.

o Take action to improve empathy. This means making changes to policies,

procedures, and training as needed to improve empathy.

o Increased customer satisfaction: When customers feel that a company is

empathetic to their needs, they will be satisfied with the service they receive.

o Increased customer loyalty: When customers feel that a company cares about

them, they will do business with that company in the future.
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Word-of-mouth marketing: When customers have a positive experience with a

company that shows empathy, they will recommend that company to others.

Reliability affects customer satisfaction

Conduct regular testing and maintenance to identify and fix potential

problems.

Use high-quality materials and components.

Train employees on how to use and maintain products and services properly.
Respond quickly and effectively to customer complaints.

Reduced frustration: When customers can rely on a company to provide
reliable service, they are less probable to experience frustration. This can lead

to increased customer satisfaction.

Increased trust: When customers can trust that a company will provide reliable
service, they will do business with that company in the future. This can lead to

increased customer loyalty.

Word-of-mouth marketing: When customers have a positive experience with a
company's reliable service, they will recommend that company to others. This

will lead to increased customer acquisition.

Assurance affects customer satisfaction

Hire and train employees who are knowledgeable about the products and
services that the company offers. This means providing them with training on
the company's products and services, as well as on customer service best
practices.

Provide employees with ongoing training so that they can stay up-to-date on
the latest products and services. This can be done through in-house training,

online training, or attending industry conferences.
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e Provide employees with the tools and resources they need to do their jobs
effectively. This includes access to information, training materials, and
technology.

e Create a culture of trust and respect within the company. This means
encouraging employees to ask questions, share ideas, and take risks.

e Set clear expectations for employees and customers. This means
communicating what is expected of employees in terms of knowledge, skills,
and behavior. It also means communicating what is expected of customers in
terms of their behavior and expectations.

e Empower employees to make decisions and resolve issues. This means giving
employees the authority to make decisions on behalf of the company and to
resolve customer issues quickly and efficiently.

e Recognize and reward employees for providing excellent service. This shows
employees that their efforts are appreciated and that the company values their

contribution to customer satisfaction.
Responsiveness affects customer satisfaction

e Provide employees with the tools and resources they need to do their jobs
effectively. This includes access to information, training materials, and
technology.

e Create a culture of customer focus within the company. This means
encouraging employees to put the customer first to resolve customer issues.

e Have a clear and easy-to-use customer service process. This means making it
easy for customers to find the information they need and to get in touch with
customer service.

e Respond to customer inquiries and complaints quickly. This means getting
back to customers within a reasonable timeframe, such as 24 hours or less.

e Be proactive in resolving customer issues. This means taking the initiative to

contact customers who have had a problem and to offer a solution.
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5.3 Limitation and Future Research Direction

This study, like many other studies, has limitations. Firstly, the results obtained from
this study cannot be generalized to a wide range of residential customers as the
perceived satisfaction level might be different based on their location, services and
network quality they are gaining. Second it is geographically limited to Safaricom
customers in Addis Ababa. The study confronts some uncontrollable obstacles that
may jeopardize its feasibility. In instance, because data were obtained using a
standardized questionnaire that was sent to respondents, acquired data were self-

reported, which could potentially present method bias.

Future researchers could look into different data collection methods, such as focus
group discussions and interviews, to obtain more precise data and in-depth
explanations. Another disadvantage was the organization's lack of well-organized
data, as well as uncommitted and uncooperative respondents in filling out and
returning questionnaires. However, the following restrictions are minor in
comparison to the value of conducting this type of research. Finally, future researchers

could tweak and include other components in their instrument to explore more.
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Appendix QUESTIONNAIRES
Addis Ababa University

College of Business and Economics

Department of Management

Questionnaire to Be Filled by Customer Only

Dear respondent, my name is Rahwa Berhanu and I am a graduate student at Addis
Ababa University. The purpose of this questionnaire is to collect data, for conducting an
MBA thesis “Determinant of Customer Satisfaction in Mobile Service at Safaricom”.
The questionnaire is prepared to help the study through your attitude and behavior
related to mobile service usage satisfaction feel free in responding to the questionnaire,
please do not put your name, any of your responses to the questionnaire is confidential
and will be used for academic purposes only.

Your kind cooperation will help in getting reliable data and I want to assure you that it

will be used only for this study. Please try to answer all stated questions.
If you have any questions, please contact me through my: -

Email: kbrahwa@gmail.com

Thank you in advance!
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Part I: Demographic Profile
Answer the following questions by putting the symbol (x) in the boxes in front of your

choice.

I. Gender

Male D Female D

1824 [ ] 2534 [] 3544 [ ] 4554 [] 5564 [

III. Education Background

High school D Certificate D Diploma D

Degree D Masters and Above D Other

IV. Occupation

Student D Unemployed D Public Employment D

Private Employment D Self Employment D

Part II Questions about Customer Satisfaction
Answer the following questions by putting the symbol (x) in the in the below table

from the alternative given.

1- Strongly Disagree 2- Disagree 3- Neutral 4- Agree 5- Strongly Agree

Tangible 1 2 3 4 5

The operator follows up in a timely manner on

customers’ request

The operator has visual attractive office, up-to-

date equipment, and materials

Front desk employee appearance and uniform

are appealing
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Safaricom’s physical facilities are at the

convenient location

Reliability

Safaricom is consistent in providing good

quality services

The reputation of this operator is trustworthy

The service provided by this operator is secure

The response to customers’ complaints is always

taken quickly

Responsiveness

Safaricom provides timely information when
there additional and new services are available

to its customers

Front-line employees of this operator are always

willing to help the customers

Employees are approachable and easy to contact

Empathy

Having convenient periods and terms for

activation and provision of replacement

The operating hours of the operator is

convenient for customers

Apologizing for the inconvenience caused to

customers

The operator complaint handling procedure is

attractive

Employees’ attitude toward their customer is

good

Assurance

Employees have the required skills and

knowledge to answer customers’ questions

The behavior and skill of employee in instilling

confidence in customers is good
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Sincerity and patience in resolving customers’

complaints/problem is good

Overall satisfaction 1 2 3 4 5

I am satisfied with the overall mobile service

quality offered

I am satisfied with the professional competence

of the operator

I am satisfied with the performance of service-

providing employees

I feel I do the right thing when I choose the

company’s products & services

Thank you for your cooperation and participation all Information provided will be
treated with utmost confidentiality.
END
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Questionnaire (Amharic Format - ?A71C% eome)

A4.0 ANA f0CAt
LHI0S AbSLha hag
PLHIN AL TG NT LUL 9°4F TIPUCT hed

eHaNGTFu- farmed aPART § 4UP NCYT ANAAD- NALO ANA RLACAT PLVL 4P A9 1 PHY
aMmeP AAT 144:409° NPPALA A1A AT PRINTTY AChT AG+1T PG ATTNLE: a0l 87 avaA
10 oo PHHIE D NPALA A1 AmPPI® hChF IC (HHAPL (AeeAht® AS NOWEETFU-
PGEY ATITH 10 HUI® aowlt APLOATFU- PConP T eATu<? FhhAT ovl8 Wi tam- O Hute
AMEPAV-:: PPPTOAMT TTIFDI° avl 8 TATEPIE PTLmOPS AFAPAT SFIPUCTH R TG GATT OF
ATRTLMA ALIANAD-::AALY PATUT PTTET AD- G AANL AT9U-I° N7 PPAT TGk O3 W 28.1P7
AATLLOTA aPANI® NS0T 01£:,970, hn@.PAV~::

AFFAMTT LH G AF°FLCHF HOAOC NPLTLE AaP(ITAY-!
VP NCYr
AN h&¢A: kbrahwa@gmail.com

TANLEL:- AANP? WI°P T APOPT°r-:

hEA 1:- AmPAL PaolB PeRPT
A0 ATEEPT PTLAM-FT 9PATE € “ N PPANTF 1998471 N FHOBA NFPF IR

1. 90@% PAPIO M
[] ovg [] vt

2. NPHE M PAL T NAA M.NMD P75 A?
[]18-24 [] 25-34 [] 35-44 [] 45-54 []55-64 []h64nae

3. PF9RUCT B2
2+4 BB ] nctent []  &TA™ [ 8, [
MAtLT AT NAL [ A ]

71|Page



4.0PN¢ 228
+as [] N PAAG. [ eae¥ant +eme [ P9a+eme [ Pehhe [

h&A 11 dA 2705 hChF TPEPT

Oh&T0FAL x PPAhTemPar-::

aMmge A\OTITIg° AANOTTT7I° aopAg ANTIMNU- 0Mg° AOT10v-
1 2 3 4 5
TP veFPT (Tangible) 1 2 3 4 5

44.5hg° 0R7INGF7 T NLHD- &hFTHAd

AT W@ H7L: OO P93¢ av1I\18PT (W28 (LC
APoPar P oL APPT OHT)NAINICT AP (LE
(office) ArLF PTLAN: GF@-::

015 (frontline and sales personal) T4 A-10
APOG I8 P10 LPCA::

244-409° (-$ T IOF NF AL, G-

2977rt (Reliability ) 1 2 3 4 5

A4:409° T4 TeoF PAD- A101NT NaPmt AL 1D-:

PAININT Q6D @+ (A4-609°) AT RO 21T 1

(LY AT TC PTLAMD AT LU7TE S0P 1@

ALINGT P&FPT PAT U-ALE N&ETTT £NTOSA

AT Qen. 7t (0T) Responsiveness 1 2 3 4 5

A4-409° 0996 WG A%2.0 A101NET NFarant
ALTINGE OPFP avl By LAMA

AcH5T (772 front line, sales persons) £70% 7
APCET &P LET GFM-::

AT OPAN PTLPCF AT (PAN PTLTT ST

£FC +hé-21rt (Empathy) 1 2 3 4 5

APLS IF LHPT hG @-0T a°FC (activation and

replacement)
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AT Weh @ AU-AI® £INTT 9F oUPY 001d- wort
A0ND-::

0L7NFTF AL AFLMLD- T9IC £PCH oMPP

PP AP PH LT TN, 10

etET ALINGFFD- PATFD- harAart T4 10+

POG (ao+97905) Assurance

PAININT APLL@- (W78 front line, sales persons

and technicians) 2270517 TP T Aavavpq har -+
ANT@-::

PacTETF Que (AL font line, customer care,
sales) N&INFTO-OT A1t A12.LL:C LLCIN::

PLINGTT P&/ TC AaP&IT 01,048+ Y71 hS
FONt PG 10z

AmFAL hchd (Overall satisfaction)

NPLND- AmPAL IPALA A0\ INT LhFav-

ATét4 afP NPT dhFAv-

NAINNT (6h, WGt Q- AEARIP LhFAU-

P07 0D<7 POCAT AT A1 AgPCT FhhATO 11C
A72912C LATITA

a4 00CP AS 14762 AP TAm-=
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