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Abstract
This study was an attempt to analyze the role of corporate communication in solving customer service
problems in the case of Ethiopian telecommunication Corporation. Corporate communication, as an in-
strument of management, has the task to harmonize all the consciously used forms of internal and external

communication, including their stakeholders Van Riel (1995: 3).

Corporate communication connects corporate governance, communication and social integration and in-

cludes internal communication, public relations and market communication Zerfa (2004: 46).

According to Zerfa (2004: 46) modern corporate management demands a two-way and strategically
plannied communication based on most advantageous use of all tools and functions of internal and exter-
nal communication of the company.

Therefore, in this paper the researcher tried to analyze the role of corporate communication in solving
customer service problems, in the case of Ethiopian Telecommunication.

The goal of this study is to propose a solution for the main customer service problems, and to define at
what extent the corporate communication solves the problems that may happen in customer’s service on
the case of the Ethiopian Telecommunication Corporation.

The findings indicated that the corporate communication has a remarkable functions in the overall acti-
vates and for the success of policy and strategies of the company. Moreover, the Policy, strategy and the
performance of the organization are align with corporate communication activities like in reputation,
identity, stake holders relation and corporate social responsibilitics...

However the finding also reviled that Ethi Telecom Corporate communication has short of of using
properly those opportunities that occurred in different setting in the company. Also there is a scarce of
two- way communication with stakeholders.

This research concluded based on the findings of the study. In the end, recommendation is forwarded that
the rescarcher thinks to be helpful for the success of corporate communication activities in the Ethi Tele-

com Company as well as country wide.

VI



CHAPTER ONE

INTRODUCTION

This chapter introduces the background of the study, the statement of the problem, the objectives of the
study, the research questions, the methods, the purpose, the significance, the scope, the limitation and the

organization of the study.

1.1. Background of the study

Scholars argue that corporate communication can be characterized as a management function that is
responsible for overseeing and coordinating the work done by communication practitioners in different
speciaiist disciplines, such as media relations, public affairs and internal communication. Van Riel
(1995:3) defines corporate communication as ‘an instrument of management by means of which all
consciously used forms of internal and external communication are harmonized as effectively and
efficiently as possible’, with the overall objective of creating ‘a favorable basis for relationships with
groups upon which the company is dependent’.

Therefore how-the corporate communication of Ethiopian Telecommunication Corporation is resolving
probiems that emerged in associated with customer service? In order to make it casy the corporate
communication role in solving customer service problems the rescarcher plans the chapter to begin by

clarifying the Ethiopian telecommunication period of establishment and it's legal back ground.
1.2 Statement of the problem

Any organizational corporate communication department has a role of periodical research and
evaluation to determine the actions or adjustments needed for social harmony between the
organization. customers, its publics. and stake holders. Also has an accountability of finding a resolution
for the problems that may come to pass in the organization. According to Rae (2010; 153) Public
Relations officer in  Hartle Pool Borough Council, Civic Centre (unpublished matcrial) argues that in
every organization; corporate communication has to be channeled by strategics. And the strategies must
include principles of sharing information; recciving information and engaging with each other. Therefore,
in order to identify and solve customer service problems the Ethiopian Telecommunication corporation

has included these fundamental principles of corporate communication strategics.
| £



According to Boudah (2011; 485), a research problem could be described as the challenge which the
researcher has experienced or have knowledge of, and is interested in finding out its root causes and
possible solutions. As the rescarcher takes a lesson since the Ethiopian telecommunication was launched
in 1996 by the Council of minister, the corporate communication role in the company in the case of
customer service problems was never evaluated. The argument is that if this is not done, the Company in
general and specifically the Corporate communication department may never know whether its services

are accomplished for the intended customer or not.

On Heinemann (1999; 640) argument the corporate communication function resists a single fixed
purpose. It is a dynamic mixture of problem solving skills and insights. It should be viewed as a process
rather than as an entity. But on his book he pointed out three key responsibilities encompassed within a
truly effective corporate public affairs function: Aiding the management of change, Helping to define a
corporation’s role in socicty and assisting the creation of corporate vision and purpose. Therefore on this
contextual case how is the occupation of Ethiopian Telecom Corporate communication is functions in

solving customer service problems?

On the researcher outlook in Ethiopian telecom there is problem of clarification by using corporate
communication activities focusing on problems like technical standards and procedures for the delivery
of telecommunication services, quality of net work in fixed, mobile, internet and data communication,
fluctuation of tariffs relating to basic telecommunication services. As such, this rescarch will indicate a

solution for such and related substantial questions.

1.3 Research Questions

' How corporate communication functions in the organization?

V" How the policy, the strategy and the performance of the organization aligned with
corporate communication activities in reputation, management, identity formation,
stake holder relation and corporate social responsibility?

v" How the practice and experience is articulated in removal of the key problems by
using corporate communication as a tool?

v" What are the opportunitics of Ethiopian Telecommunication Corporation to solve
customer service problems in relation to corporate communication practice?

v What are the main challenges on the application of the right Corporate

communication profession in to practice in Ethiopian telecom?



1.4 Objectives of the study

1.4.1General Objective
The general objective of the research is

# To assess and show a solution regarding on the role of corporate communication in
solving customer service problems in the case of Ethiopian Telecommunication

Corporation.
1.4.2 Specific Objectives
The specilic objectives of the study are:

» To asses and point out a solution for the problems of clarification by using Corporate
communication activities in the case of technical standards and procedures for the
delivery of telecommunication services like quality of net work in fixed, mobile, internct
and data communication and the tariffs of different service that has been delivered on
the company

» To show readers a sense of how corporate communication is used and managed
strategically, tactically and operationally as a way of guiding how organizations can
communicate with their stakcholders (Internal or External Stake Holders) in the case of
solving customer service problems and with related tasks.

» To notice a solution on service delivery problem of clarification through communication
instruments for customers ,in the relating to basic telecommunication services:

» To indicate the challenges in the service privation capability on telecom employees

towards serving the public.

1.5 Significance of the Study

The study is significance since:-

A. It will provide reasonable solutions for the problems that will be identified.

B.

It also helps researchers in provision of information as secondary data for future use in the
academic ground. Therefore, the researcher trics to find out the in support of and doing of

corporate communication in solving customer scrvice problems in the case of Ethiopian  telecom.



1.6 Scope of the study
The study is limited geographically to the Ethiopian telecommunication corporation head office corporate
communication department and the department’s three years performance parameters (2015-2017) in the
case of solving customers service problems. This means Ethiopian telecommunication corporation zonal
and regional offices are not included in the study due to time and resource constraints. The study mainly
tries to assess the effects on the service delivery aspect from Head office and Addis Ababa zonal surveyed
staffs, corporate communication perspective and from the customer’s perception and outcomes.

1.7 Limitations of the study
Doing a research is not an effortless sense of duty. Rather it obliges to pass across many challenges. The
study was faced on the following challenges:-

v Access to corporation data in required depth was not possible due to confidentiality policy of
the corporation and the department.

v Interviewing higher Ethiopian Telecommunication officials was difficult to organize duc to
staff’s engagement in organizational issues.

v And finally the major challenges that faced this study were time, budget, willingness of
respondents and lack of previous research in the field of Corporate communication role and
problems of customer service in Ethiopian context. As a result, the questionnaires did not
collect on time.

1.8 Organization of the paper
This study is organized in five chapters. The first chapter deals with the introduction that encompasses
abstract, background, organizational profile, statement of the problem, research questions, objectives,
significance, delimitation/scope. and limitation of the study. The sccond chapter presents the review of
related literature. Chapter three focuses on the research methodology, data collection, procedures and
sampling techniques. whereas the fourth chapter states the result analysis and discussion of the data.

Finally, chapter five concentrates on major finding, conclusions and recommendations of the rescarch

findings.



CHAPTER TWO

2 LITERATURE REVIEW

This study is designed to asses and investigates the role of corporate communication in solving customer
service problems. Therefore, this part of the study will try to discuss the theoretical aspects which include
the concept of corporate communication and related literature with the function of corporate
communication in an organization; in specifically it focuses on the role of corporate communication in
solving customer service problems and the fundamental problems of customer service in an organization.

Also this chapter will deal with corporate communication stake holders and related topics.

2.1. Concept of Corporate Communication

Different scholars define Corporate communication from different perspectives, but according to
Cornelissen; (2017; 540) on the broad concept; Corporate communication is reflected in the word
‘corporate’ in Corporate communication. The word refers to the business setting in which corporate
communication emerged as a separate function (alongside other functions such as human resources and
finance). As Cornclissen; 2017; 540) there is also an important second meaning with which the word is
being used. ‘Corporate’ originally stems from the Latin words for *body’ (corpus) and for ‘forming into a
body” (corporate), which emphasize a unified way of looking at ‘internal’ and “external’ communication
disciplines. Instead of looking at specialized disciplines or stakeholder groups separately, the corporate
communication function starts from the perspective of the ‘bodily’ organization as a whole when

communicating with internal and external stakcholders.

Cornelissen; (2017; 540) has defined and summarized Corporate communication in the following way:;

Corporate communication is a management function that offers a framework for the effective
coordination of all internal and external communication with the overall purpose of establishing and

maintaining favorable reputations with stakeholder groups upon which the organization is dependent.

In Tench and Ycoans (2006 ; 540) Corporate communication is defined as the communication of
corporate values as opposed to the promotion of consumer products or services. According to Tench and
Yeoans (2006 : 540) explanation this definition briefs, marketing is communication aimed at consumers,
and Corporate communication is communication directed at other publics and stakeholders. This
approach links corporate communication to concepts of managing corporate reputation, corporate image

and relationship management.



* International Journal of Strategic Communication Volume 1, Issue 1 (2007; 94) clearly articulated that
scholars and communication professionals have adopted strategic communication as an umbrella term
meant to include a variety of communication-related professions, such as public relations, brand
communication, advertising, and more. Although the termis not new, scholars have only recently
examined it as a cohesive paradigm. Hallahan (2007; 3) defines strategic communication as “the
purposeful use of communication by an organization to fulfill its mission”. It is multidisciplinary in that it

draws from a varicty of methods and subject areas.

According to Paul (2011; 5) creating clear goals and understanding “how a certain set of audience
attitudes, behaviors, or perceptions will support those objectives™ is what makes communication strategic.
In strategic communication, message development, or the process of creating key points or ideas, requires
high levels of planning and research. These messages are targeted, or created with a specific audience in
mind, and help to position an organization’s communication goals with its structural goals. As the world
becomes increasingly interconnected through new forms of communication, the role of strategic
communications is to help organizations understand how to effectively deliver their message to key

audiences.
2.2 Concept of Corporate Reputation

Fombrun (1996; 233) explanation “Corporate reputation is the overall estimation in which a company is
held by its constituents. A corporate reputation represents the ‘net” affective or emotional reaction — good-
bad, weak or strong — of customers, investors, employees, and general public to the company’s name™. A
variety of definitions of reputation have been offered from a number of different academic and
professional backgrounds. According to the (American Heritage Dictionary 1970: 600) ‘reputation’ is ‘the
general estimation in which one is held by the public’. However, if one looks at the various definitions of

reputation, one may note that the intersection or integrated view of the various delinitions suggests that;

Reputation is an intangible assct: as an intangible, reputation represents a firm’s past actions and
describes a firm’s ability to deliver value outcomes to multiple stakeholders Mahon(2002 ; 1760);

Fombrun (1996 ; 234)

Reputation is a derivative of other actions and behaviors of the f{irm: it is difficult to isolate one variable
that influences perceptions to a greater degree than others across all stakeholders Schultz (2006; 251).
Reputation is the collective representations shared in the minds of multiple publics about an organization

over time Grunig and Hung (2002: 14900 Yang and Grunig. (2005; 347), and is developed through a



complex interchange between an organization and its stakeholders Rindova and Fombrun, (1999 ;

424).

Reputation is judged within the context of competitive offerings: Fombrun and Van Riel, (2003; 280);
Fombrun (1990; 233). Reputation is not normative for all companies. This differentiation is not

necessarily the same for all attributes of the firm and for all stakeholders.

Reputation is the way in which stakeholders, who know little about an organization’s true intent,

determine whether an organization is worthy of their trust Stigler (1962; 170).

Corporate Reputation is an important and intangible asset for organizations of any kind Thiessen &

Ingenhoff, (2011; 148). Thiessen & Ingenhoff, (2011; 148) also defined reputation as:

V" the general estimation in which a person is held by the public,

v" the state or situation of being held in high and in a good opinion,

v"a specific characteristic or trait recognized to a person or thing: a reputation for
eood manners.

2.3 Models in Communication and Reputation

Organizations have changed the way they relate to their stakeholders as a requirement of what has been
labeled as the 'new communication era'. Sources of competitive advantage arc not anymore the traditional
ones, and stakeholder management through effective communication becomes a moderating factor in the
pursuit of better financial performance Berman (1999; 66). The incffectiveness of attempts to
communicate different messages to different stakeholders is a new important feature of the reality brought
by the new communication technologies. Organizations have to adopt an integrated approach to their
communications if they are to survive in this environment. Van Riel (1995; 3, 2000; 5) introduces the
orchestrate of communication through a sustainable corporate story as a 1601 to achieve the organizations’

objectives.



2.3.1 Rep Trak® Model

Van Riel (2012; 393) the RepTrak® Model of the Reputation Institute-tools for Branding describes it's

interconnection in the following diagram.

: The RepTrak™ Alignment Monitor

Strategi
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Source:- Van Riel (2012 ; 393)

The project design applies the RepTrak model of the reputation institute, an authoritative international
framework that measures reputation, identifies the factors that guide it and allows companies to track and
compare their performance with respect to competitors. RepTrak is the first standardized tool, integrated

across the world, to frame and measure the corporate reputation with several stakeholder groups at the

international level.

The heart of the RepTrak model is Pulse, i.e. the emotional factor, which makes it possible to create a link
between stakeholders and the Company and allows it to measure strengths based on four attributes:
esteem, trust, admire and feeling. The soundness, or otherwise, of the link determines the Company’s

reputation. Van Riel (2000; 243)

On Van riel (2000 ;243), the reputation institute has identified seven rational factors that represent the
“rationale”™ of reputation on which work can be done to change perceptions and therefore the behavior of

stakeholders: Products Services,Innovation, Workplace, Governance, Citizenship, Leadership, Performance



REP Trak PULSE Model

Source: Van Riel (2012; 123)

2.3 Strategic Communication Frame

Betteke van Ruler and Frank Korver (2014; 95) linear communication models are ineffective but remain
widely used by public relations practitioners. Agile strategy development can revolutionize the
communications function and strengthen the relationship with the management team. On van Ruler and

Korver (2014 ;95) ideology agile strategy development has four starting points: these are

v" People over processes: Forming a group of skilled and motivated people is vital. In fact, it is
strongly believe that people trump process.

v" Respond to change rather than follow a plan: It is a waste of time to put effort into every
tiny detail. Vision and ambition are vital, but more operational choices need to be challenged over

and over again.

Plans should never be too detailed and only oriented at the most important decisions made.



v" Cross functional collaboration rather than silo behavior: The majority of
communication and reputational challenges we are facing nowadays require intensive
collaboration. Developing strategies in splendid isolation is a no-go. Strategy development
requires cross functional collaboration.

v' A one-pager over a bulky report: No professional should be tortured by reading bulky plans.
And no professional should be given the thankless task of writing those documents. Management
simply won’t read it. They only care for the vital information: “What are the communications
objectives? How it will be going to realize these objectives? And what is it going to cost?”

According to van Ruler and Kérver (2014; 95) based on the four starting points mentioned above, they
have constructed seven requirements for a good strategy development model for public relations and
communication management:

1. Clear vision on communications and its added value to the mission of the organization
2. Focus on internal and external context as building blocks for constructing ambitions
3. No smart objectives but inspiring ambitions based on clear choices

4. Explicit accountability that suits the ambition

5. Clear choices in every building block, as hypotheses for the future

6. Compact to fit on one page

7. Adjustable at any time to respond to situational dynamics

10



Source:- van Rulerand Kérver( 2014 :95 ) .

As of van Ruler and Kérver (2014 ;95) this diagram indicates that the model of cight building blocks.
And the model consists of eight interdependent building blocks which demonstrate how develop a
strategy. Anyone can start wherever he/she wants, as long as the choices made in one building block. And
it will be consistent with choices made in other blocks. Two questions per building block help
professionals to make these important decisions.
v" Building block 1: Ambition :-“a strong desire to do or achieve something”
v Building block 2: Vision:- add value to organizational strategic choices and the role of the
communication professional signifies in the organization
v Building block 3: Internal situation:-What is going on in the organization? the “style of the
house™
v" Building block 4: External situation:- what is going on in the outside world and of public
opinions, and social moods.
Building block §: Accountability: - exact responsibilities regarding ambitions and how internal
and external communication progress measure.
v" Building bleck 6: Stakeholders:- “target groups” of the organization
v" Building block 7: Resources:- 1s about being equipped to do the job. 1t is about budget, budget
allecation and about competences
v Building blocks 8: Approach; strategic decisions and operational activitics.

2.5 Corporate Brands and Corporate Identities

On Cornelissen (2017; 540) thought; although the Corporate brands and Corporate identities concepts are
often used interchangeably but there are critical differences between them. The corporate identity
concept. refers to the distinet attributes of an organization and as such addresses the questions “what are
we?” and “who are we?” As such, it encompasses issues such as business scope and culture among others
Balmer and Greyser, (2003; 99). Following this perspective, there are important differences between the

concepts of the corporate identity and the corporate brand.

The first and most fundamental difference is that the identity concept is applicable to all entitics. Yet, not
every entity has, plans to have, wants or even needs a corporate brand. As such, a corporate identity is a
necessary coneept whereas a corporate brand is contingent. For instance, the necessity or desirability of
having or maintaining a corporate brand will be reliant on a host of other factors such as the

organization’s strategy (the firm may operate in markets where corporate brands are redundant or where



there is a monopoly, or where the markets are commoditized; the need for corporate brands within some
parts of the public sector may not be as strong, although in others it most certainly is: the university sector

is a case in point regarding the latter).
2.6 The role of corporate communication in an organization.

Modern standard of Corporate communication is understood as “centralized management of overall
company communication”, dealing with numerous stakcholders, and aiming at achieving the highest
reputation possible Schmid and Lyczek, (2006; 8).

Van Ricl (1995: 3) allocates to Corporate communication the role of a management instrument with the
task to “harmonize all consciously used forms of internal and external communication with ils
stakeholders. Although the Corporate communication is very often identified with the public relations,

Corporate communication definitions describe its role in the company much more widely.

According to the theory of integrated corporate communication, the corporate communication connects
management, communication and social integration and it comprises organizational (internal)
communication, public relation and market communication Zerfa A, (2004 ;46). The theory also says that
the organizational communication takes over the communication relationship with internal publics of the
company, especially in the segments of employee communication and investor relations, where it

addresses the stakeholders as the capital providers in joint stock companies.

Zerfa (2004; 46) defines external communication depending on the principle of relationship with market
and non - market publics. Therefore, public relations cultivate communication with media and opinion
makers, socio-cultural publics (communities) and public affairs (¢.g. government relaiions). Market
communication deals with customers, suppliers and competition.

On 2nd International OFEL Conference on Governance, Management and Entrepreneurship (2014;245)
explained that in the process of carrying out its task, the corporate communication establishes and
maintains reputation and it is responsible for shaping of the external presentation of a company; as such, it
is an important function of corporate governance, in terms of reputation management Nobel, (2006 ;93).
Strategic cultivation, maintenance and strengthening of reputation are the key tasks of corporate
communication. Reputation is essential for a long term survival of the company; in the end, reputation is
the factor of creating values and it also has a money making character. Reputation management precedes
guiding values of forming of the corporate identity, corporate communication and of creation of the

positive corporate image in the eyes of individual stakeholders Fombrun, (1996; 233)
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2.7 Similarities and difference between Public Relation and Corporate

communication

The International Public Relation Association addressed Public Relation as; “"Public Relations practice is
the discipline concerned with the reputation of organizations (or products, services or individuals) with
the aim of earning understanding and support. ** Alison and Theaker (2004; 341). Organization can set up
their meaningful PR through different ways. For example, “The typical public relations measurement
focuses on counting clipping, circulation figures, and doing some message analysis. Given the high
proportion of public relations activities that is still focused on media relations and publicity, media
content analysis is one methodology or tool for evaluating public relations.

Media content analysis can provide valuable insights into what is likely to be on the public agenda in the
future.” Kyung-ran Kim, August, (2007; 165) Public Relation is a necessary tool for corporate. To prove
that, “Public relation (PR), the predecessor to the corporate communication (Corp Co-mn) function, grew
out of necessity. Although corporations had no specific strategy for communications, they often had to
respond to external constituencics whether they wanted to or not.” Argenti (2003 ;130) where as
Corporate  communication is defined by van Riel’s (199; 247) book Principles of Corporate
communication.

The Dutch professor defines Corporate communication as the harmonizing of all internal and external
communication in the organization “in such an attractive and realistic manner as to create or maintain a

positive reputation for groups with which the organization has an interdependent relationship (often

referred to as stakeholders).” There for as of https:/bizfluent.com/about-66863 10-public-relation-

corporate-communication.litml Public relations and corporate communications are relatively the same,

though their objectives and tactics are often quite different-conflicting even. They are the proverbial
kissing cousins of communication, and just as public relations creatively promotes the favorable image of
its client to the public, Corporate communications adheres to the complicated bylaws of compliance in
both internal and external communication, promoting the integrily ol a corporation with very little room
for creativily. And while they are very different, both types of communication are heavy-hitters in any

company’s success.
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2.8 The Relationship between Corporate Communication and Corporate

Reputation

A lot of studies confirm the expected benefits associated with good reputations. “Research shows that
reputation has an impact on the perception of the management style as well as on purchasing decisions
Yoon (1993; 226). It attracts qualified staff’ Eccles (2007; 104) and it deepens relationships de Castro
(2006:147), it guides investors through investment decisions Schutze and Rennhak (2005:;93) or builds
trust Herger (2006; 123) Ingenhoff and Sommer, (2010 ;231). Reputation ultimately becomes an essential
criterion to differentiate between organizations. Since services, products or performances in general
increasingly resemble each other, reputation is a significant competitive factor, too. Although the value of
reputation has been widely discussed and analyzed for organizations, its positive impact may be
transferred to non-economic organizations as well Parks (2008 ;213) Thiessen and Ingenhoft, (2011 ;8).

Therefore, a company acts to manage its reputation.

An entity with an unfavorable reputation may engage in actions that enhance its reputation and even a
company with a good reputation may engage in actions designed to maintain and enhance its reputational
effect. “Companies engage in the explicit reputation-building activitics such as advertising or public

relations in order to improve their companies™ reputation” Fombrun, (1996; 234).

Communicating believable and consistent messages across all corporate platforms is essential when
building a strong corporate reputation and trust through media or other monitor. A study by Fombrun and
Shanley (1990; 109) investigating the factors that influence corporate reputation found that publics

construct reputation on the basis of corporate strategy signals and institutional signals.
2.9 Corporate communication and Stake holders

Corporate communication is described as a management function that offers a framework and vocabulary
for the effective coordination of all means of communications with the overall purpose of establishing and
maintaining favorable reputations with stakcholder eroups upon which the organization is dependent
Corolosen (2008 :254). Thus, corporate communication is important for a company because it is through
communication that an organization makes contacts with its customers, suppliers and other elements both
internal and external of the organization.

Corolosen (2008 ;254) also clarify corporate communication and stake holders as, stake holders are
significant for the success of corporate communication activities. Corporate communication stakeholders

are divided into two categorics. these are; internal (crployees, sharcholder, manager.) and external
&
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(agencies, channel partners, media, government and general public). As Johansson (2007; 201) shows,
definitions of corporate communication employ dividing lines between internal and external
communication

2.10 Highlights of Telecommunication

As Constitution and Convention of the international telecommunication union, optional protocol and
recommendations, Geneva 1992 defines Telecommunication, Any transmission, emission or reception of
signs, signals, writing, images and sounds or intelligence of any nature by wire, radio, optical or other

electromagnetic systems.

2.11 Highlights of Ethiopian Telecommunication
Information obtained from ethio telecom 2017 annual report and different unpublished documents
indicate that the Ethiopian telecommunication corporation (ETC) is the oldest public telecommunication
operator (PTO) in Africa. Established over a century ago, but Proclamation No.49/1996 established the
current legal structure of ETC in November 1996, along with a scparate entity, the Ethiopian
Telecommunication Authority (ETA).
The former ETA had been responsible for the execution of both regulatory and operational activitics, an
arrangement tha was established in1981 under the ministry of transport and communications. Although
the organization dates back to 1894, the first autonomous entity is considered to be the imperial board of
teleccommunication of Ethiopia (IBTE) established by proclamation 131 on October 15, 1952. While
operating as IBTE, six significant revisions were untaken in 20 years before renamed in 1975 as the
Provisional Military Government of Socialist as ETA in January, 1991.
After the downfall of the military regime in May 1991, the transitional government of Ethiopia issued the
new cconomic reform in October 1992, The overall restricting program change previously centralized
command economy 10 a lree market oriented one with the aim of making government owned enterprises
more efficicnt and effective.
The government is also given godliness to the development of rural infrastructure (http://www.
ethiotelecom.et accessed on 23/12/2012). The current Ethiopian government has made the development of
information and communication technology (ICT) one of its strategic priorities. This ICT policy is a
demonstration of its commitment to the development of ICT both an industry and as an enabler of socio-
economic transformation. The policy stems from the recognition by the government of ICT as the key
driver and facilitator for transforming FEthiopia predominately subsistence agriculturc economy and
society into an information and knowledge based cconomy and society, effectively integrated into the

global economy.
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CHAPTER THREE:
3. METHODOLOGY

This chapter focuses on the rescarch methodology which deals with rescarch design, sample size and
sampling technique. In addition, sources of data and procedure of data collection method is presented

under this chapter.
3.1 Methodology of the Study

The research used to study the problem was descriptive survey. Deseriptive research includes surveys and
fact-finding enquiries of different kinds. The major purpose of descriptive rescarch is deseription of the
state of affairs as it exists at present Kothari (2004:2). And this rescarch paper also was used inferential
where the rescarcher interacts with the participant involving surveys representing current status and
conditions of corporate communication activates specially in the case of solving problems which arc

related with customer service problems.
3.2 Research Design

Research design is the conceptual structure within which rescarch is conducted; it constitutes the blueprint
for the collection, measurement and analysis of data Kothari {2004: 31). It refers to the overall strategy

that the researcher integrates different components in a coherent and logical way:.

As scholars thought there are two general methodological approaches in the social sciences: qualitative
and quantitative. It depends on whether the researcher wants to collect statistical information or narrative
information. According to Stoep & Johnston (2009: 7) quantitative approach specilies numerical
assignment to the phenomena under study, whercas qualitative approach produces narrative or textual

descriptions of the phenomena under study.

Qualitative research is closely associated with a variety of data collection techniques like unstructurced
interviewing, participant observation, and discourse analysis that give privileged access to people's social
meanings Miller & Brewer (2003; 239). It involves data collection procedures that result primarily in
open-ended, non-numerical data which is then analyzed by non-statistical methods; while, quantitative
research relies on numerical data which is collected by questionnaires or other data collecting methods
and analyzed primarily by statistical methods by using statistical soltware such as SPSS/Statistical

Package for Social Science/ Dornyei (2007: 19).



On the other hand, according to Dornyei (2007; 36-39) using either qualitative or quantitative approaches
by themselves is inadequate in the field of social science. Due to this reason for the past 15 years mixed
research, which combines both qualitative and quantitative methods, has been increasingly seen as a third
approach methods in rescarch methodology. According to him this method has the strength to overcome

the weakness of another method using in the study.

The objective of the study. as mentioned in chapter one of this study is to propose and indicate a solution
on The Role of Corporate Communication in Solving Customer Service problems in The case of
Ethiopian Telecommunication corporation . Therefore, in order to make it suit 1o the collection of the
required information {rom a larger sample and make the analysis casier, the study has employed a
quantitative method by incorporating a qualitative item into the questionnaire. Thus, data was gathered
from selected, employees, management groups and from the corporate communication department staff.
Closed ended and some open ended questions in the questionnaire had been included and structured
interview questions was part of the questionnaire. In addition to questioners and interview, corporate
communication department structure related documents such regulations; guidelines, strategies and the

likes are aiso examined.
3.3 Source of Data

The researcher used both secondary and primary data sources. The primary source was the main source of
data for this study. It was collected by distributing questionnairc and conducting interview. As the
research  intended to investigate the impact of corporate communication in solving customer service
problems in Telecom Organization a set of questionnaire was distributed to selected corporate

communicators, staff members and Managerial groups.

The secondary data was collected via detailed review of related literature such as academic books,
journals (articles), telecom regulations, EFDRE proclamations, regulations, guidelines, strategics and

other relevant documents which are related to the roles of corporate communication.

3.4 Target population, Sample size and sampling techniques
According to 2009 E.c (2017 G.c) annual Report of Ethiopian teleccommunication corporation as ol May
31, 20017 ethio telecom has 13,276 employees all over the country. It has eighteen high level regional

and zonal shops throughout the country which have a total o1 216 sub-shops.
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Table 1 Existing Head Count-By Location

R A
Location Male Female  Total Female Percentage
'Assossa Region 120 17 137 12%
CAAZ 228 88 316 |
NAZ 400 120 520 23%
LR 422 80 502 16%
Gambella Region 08 10 108 99
3 0
1d Quarter 31385 1668 5053 33%
Jigjiga Region
241 22 263 8%
?‘!“‘.‘-“-.4-{. 3T h}] {;1] 2409/
NER 418 84 502 17%
NR 540 D5 635 15%
NWR 591 163 754 220/
SAAZ 328 09 427 23%
Semera Region 123 9 132 79,
SER 548 101 649 16%
SR 835 182 1017 18%
SWAAZ 08 140
SWR
456 75 531 14%
¢ B 78 411 1 9%
WR 384 33 439 13%
oo 10118 3158 13276 24%

Source :- Ethio Telecom human resources division| segregated employees profile as of May 31, 2017

N.I From the Above chart the shading column is placed is Addis Ababa. The total # is 7606:- Which is the total

population of the study and the sample size was calculated by the rule of thumb, in the following way:.

n= N

[4+N(c)
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Out of these eighteen high level shops, cleven high level shops found in the regions and the remaining
six shops found in Addis Ababa. Due to geographical and resource constraints the researcher will chose
employees of six zonal shops found in Addis Ababa and head quarter as a target population which have
total of 7,606 ( 57.29 %) employees included in the study by using simple random sampling technique
(lottery sampling).
The rationale of administering this technique was according to Geoffrey (2005; 196) simple random 21
sampling method involving selecting randomly from a list of the population (a sampling frame) which is
the required number of subjects for the sample. As cited in Glenn (2012; 240) there are several
approaches to determine the sample size, this includes using a census for small populations, imitating a
sample size of similar studies using published tables and applying formula to calculate a sample size.
Among all these alternatives, this study prefers the formula derived by Yamane (1967 ;309) cited in
Glenn (2012;240) rule of thumb, based on the information from the data, for the population of 13,276 at
7% margin of error and 93% confidence level
n= N

14+N(e)2 Where n =sample size, N =population size, ¢ =level of precision given that 93%

confidence level and P = +7% are assumed.

Lb-l
02
I~
&

n=

13076 = 200.96 1ie. it means n=201
1+13.276(0.0049)
n=201
The sample size is 201.
The researcher used 201 respondents as a sample. In addition selection of respondents was made by
convenience sampling (non - probability sampling). And to determine the sample size of the sclected
branch, the rescarcher will use one of the non- probability sampling technique i.c. proportional sampling.
According to Catherine (2007, 97) proportional sampling is a non-probability version of stratified
sampling. The distinguishing featurc of a proportional sampling is that guidelines are set to ensure that the

sample represents certain characteristics in proportion to their prevalence in the population.
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Table 2 Sample size
No. Office No.of Sample size Percentage
employees

[ HOQ 5053 134 0.664

2 CAAZ 316 8 0.042

3 EAAZ 520 14 0.068

4 NAAZ 430 11 0.57

3 SAAZ 427 11 0.056

6 SWAAYZ 449 12 0.059

7 WAAZ 411 1 0.054

Total | 7606 200 |100% |

Accordingly the sample for HQ, CAAZ, EAAZ, NAAZ, SAAZ, SWAAZ and WAAZ will be 134, 8. 14,

11, 11, 12 and I1 réspectively. The method of calculation is as follows;

v

HQ =0.664 (Percentage out of the total sample size) 0.664*201=134 (No. of respondents out of
the total sample size)

CAAZ =0.042 (Percentage out of the total sample size) 0.042*201 =8(No. of respondents out of
the total sample size)

EAAZ =0.068 (Percentage out of the total sample size) 0.068 *201= 39 (No. of respondents out
of the total sample size)

NAAZ =0.057 (Percentage out of the total sample size) 0.057%201= 11 (No. of respondents out
of the total sample size)

SAAZ =0.056 (Percentage out of the total sample size ) 0.056%¥201 = 11(No. of respondents out
of the total sample sizc)

SWAAZ=0.059 (Percentage out of the total sample size ) 0,059%201-12 ( No. of respondents
out of the total sample size)

WAAZ=0.054 (Percentage out of the total sample size) 0.054*201=11( No. of respondents out
of the total sample size.

Office HQ, CA AZ, EAAZ, NAAZ, SAAZ, , SWAAZ WAAZ ,TOTAL No. of employees
5053,316,520,430.427,449.41 [total= 7606 percentage 0.664,0042,0.068,0.057,0.056,0.59,0.054
respectively  total percentage 100% Sample size 134,8,14,11,11,12,11, total 201 SWAAZ
=0.161 (Percentage out of the total population) 0.0664%201= 134 (No. of respondents out of the
total sample size) WAAZ =0.144 (Percentage out of the total population) 0.167*204= 29 (No. of

respondents out of the total sample size )
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Table 3 Existing Head Count-By Organization

Organization Male Female Total Percentage of Female
CEO Office | | | |
| - - S S 1 | 88 ’ _A0%
Customer Service ‘
689 727 1416 51%
Enterprises
- 304 146 450 32%
Finance
e i S S W S — 42%
Human Resources } J ; ‘
.- 4 160 116 4 0276 | 2 4%%
Information System 1 ;
263 149 0 41z 36%
Internal Audit :
I 46 R b | 6l 25%
Legal Division
- - 122 | 38 160 g 24%
Marketing and Communications = : - ;
I 8 e 139 | A%
Network ; ! !
o ] 4855 j 823 | 238 | O 10%
Quality and Process ? i
S 62 , 18 80 23%
Residential Sales |
_ 1303 | 644 | 1947 33%
|Security :
I B 130 | 46 N 176 o 26%
Sourcing and Facilities , g ‘
oo . Ass3 0 296 1 1849 . 16%
Telecom Excellence Academy 1_ .
—— £ R S R 0%
Te p Office ; - !
27 ‘ 4 | 31 13%
Hotal 10118 3158 13276 24%

Source :-Ethio Telecom Human Resources Division| Segregated Employees Profile as of May 31, 2017

3.5Data Collecting Instruments and Procedures
Survey questioners and interview was major sources of data for this research. The required data was
collected by conducting interview from purposively selected corporate communication head and other
staff members. In addition, questioners had been prepared and distributed for selected staffs of Ethio
telecom. Besides these data collection instruments, additional data was collected through referring

different documents.

In the case of interview, the rescarcher's prior contact with the interviewees to set appropriate schedule.
Then, the interview was conducted by the researcher himself.
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CHAPTER FOUR

4 Presentations, Analysis and Interpretation of Data

This chapter consists of two parts. The first part shows the reliability of the questionnaire and the
characteristic of the respondent that include personal and professional characteristic the second part deals
with the presentations, analysis and discussion of the major findings in description of the basic questions
that will be analyzed based on the response obtained from the employees, morcover, the numerical data of
the sample, collectibles and response rates are summarized.
4.1 Characteristics of the Respondents

There were two types of respondents for the study. The first group consists of staffs selected using the
sampling technique above to respond to close ended questions. The second groups were seven Ethio
telecom managers selected from the various departments who responded to open ended questions in a one
to one interview.

A total of two hundred one copies of the questionnaire were distributed to the respondents. Out of these
questionnaires one hundred seventy one returned, which is 85% response rate and regarded as adequate to

investigate the study.

In order to get a representative data, a questionnaire was developed and 201 questionnaires were
distributed to employees of cthio telecom in Addis Ababa. Out of these 201 questionnaires distributed to
the respondents, 171 questionnaires were collected. Therelore, the analysis is done based on the valid
171(85%) questionnaires responded by employees. The rest questioners that 17 (8.5%) are not correctly

filled and 13 (6.5%) not returned.

The following table indicates the response rate.

Item | Target population | Correctly | Not Correctly | Not Returned
filled filled

Number 201 171 17 13

Percemt | 100 ' 85 8.5 ' 165




No. Variables Number Percent

1 Gender Male 92 53.8
Female 79 46.2

2 Age Below 25 8 4.7
26-34 112 65.5
35-44 29 17
45-54 16 94
Above 55 6 3.5

3 Experience Below | year BE 4.09
14 88 51.46
58 150 2923
"9 and above 26 152

o Educational Iigh school and Below | - 0%

Background — - <

Diploma - 0%
First degree 126 i '
Masters degree | 45 1263 o
PhD = 0%

5 Status category | Management 14 8.2
Middle s e
Management(tcam
Peaders) S R
Officer 130 76
Others |8 4.7

Table 5 Respondent’s Demographic Information -
Table 4.2; reviles the demographic characteristics of ethio telecom employee regarding sex, age,

qualification and year of service. As a result, regarding sex 53.8% and 46.2 % of employees are males and

females respectively. With regard to the age of respondent, 4.7% are below 25 years and 3.5% are above
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55 years, Most of them are age groups of 26-34 years of age which accounted 65.5%, the rest was age
groups of 35-44, 45-54 which accounted for 17%, 9.4% respectively. This shows they are matured

enough to equipped the rescarcher with all the necessary information.

In relation to qualification of respondents, the majorities 73.7% are bachelor’s degree, 26.3% are
master’s degree. Unfortunately there is no high school, Diploma or PhD respondents for these
questionnaires. But, it is possible to conclude that the information obtained from them can be considered
as a reliable and reasonable due to their academic background. Concerning to the years of scrvice, the
majority of employees 51.46% fall within 1-4 years of experience, while 29.23% arc above 5-8 years and
15.2% are [all in 9+ years. And 4,09 % are [all below | year experience. On their status category 14 (8.2
%) respondents arc management groups where as 25 respondents are categorized under middle
management and 130 (76 %) of the respondents are officers. Again 8 (4.7%) of the respondents are

categorized under others.

This indicates that such ample years of service in the company is adequate enough to reply to the various
issues Concerning Corporate communication activates and its role on solving customer service in cthio

telecom.

4.2 Data Analysis and Findings
This is the second part of this chapter that deals with the presentation, analysis and interpretation on the
role of corporate communication in solving customer service problems in ethio telecom. Here, the
analyses of all 1tems have been identified in the study and the responses were presented. anaiyzed and
interpreted in table items in the following approach.
Some of the responses were scaled {rom 1 to 5, where 1 indicated strongly agree, 2 indicated agree, 3

indicated neutral, 4 indicated strongly disagree and 5 indicated disagree.

4.2.1 Corporate communication function in the organization

As stated in Van Riel (1995 3) Corporate communication allocates to the role of a management

instrument with thc task to “harmonize all consciously used forms of internal and external communication

with its stakeholders. Therefore on this case Ethiopian telecommunication corporation corporate

communication department is cvaluated by the employees as follows

4.2.1.1 The Role of Corporate communication department and its effectiveness in management Function?
I'rom the valid 171 respondents on the question about the role of corporate communication department

and its effectiveness in mana zement function the following results have been obtained.
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Valid Frequency Percent Valid Percent
Strongly agree 20 15.2 15.2
Agree 87 1508 508
‘Neutral |18 10.6 10.6

Strongly Disagree - 0 B 0 0

40 234 23.4

Disagree

Total 171 100 100
Table6 - 4

As table 4.3 demonstrated above indicate that 15.2% of the respondents believed that corporate

communication has a great role and it is effective in management function of E'TC and they believe that it

will bring positive improvement for the overall company development while 50.8% of the surveyed

responding with Agree on its function and effectiveness. But 10.6 of the respondents have no any idea on

corporate communication role and in its management function. And 23.4 % of the staff disagrees on the

write contribution of corporate communication department in the organization. The result reveals that the

majority of employees are interested and have high expectation on corporate communication role and in

its management function.

4.2.1.2 Internal organizational communication function and its success,

From the convincing 171 repliers about internal organizational communication function and its

success the following results have been obtained.

Valid Frequency Percent Valid Percent

Strongly agrec 58 33.9 33.9

Agree |65 |38 38

Neutral 148 281 281

“Strongly Disagree 0o 0 - 0 .
o Jo  Jo

Disagree

Totl 171 100 100

Table7 N
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With regard to internal organizational communication function and its success. 58(33.9%) and 65(38%)
of the respondents strongly agreed and agreed, respectively, on the internal organizational communication
function and it's success. The remaining 17.3% have reservations on the point. But there is no one who
disagreed or strongly disagrees on Internal organizational communication function and its success.
Therefore, from the above respondents of Ethio telecom staff indicat that the corporate communication
department understood the importance of internal communication in order to achicve organizational
objectives. As such it can be generalized from the response that ethio telecom corporate communication is
performing well in the case of internal communication.
4.2.1.3 Performing efTicient external communication function.

From the valid 171 respondents about performing efficient external communication function the

following results have been obtained.

Valid Fféauency_/— Percent Valid Percent
Strongly agree

Agree 43 25.2 252

“Neutral a5 1263 263

Swongly disagree | 28 164 | 164 I
S 155 T 22 322 -
Disagree

Towl i 10 |10 -
Table 8 - S

The performing efficient external communication in the organization is very important element for good
organizational corporate communication. Finding out the perspective of employees on the performance of
effective corporate communication indicates that the level of conformity of the majority (32.2%) of
employees disagrec on the statement that corporate communication department is performing efficient
external communication function while (26.3 %) are ncutral and 25.2 % of the employees agree that the
corporate communication is effective on external communication activity. The rest (16.4%) strongly
disagreed on performing efficient external communication function.

According 1o the data it shows that the corporate communication is incfficient in performing external

communication activities.
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4.2.1.4 Effectiveness corporate communication in publicizing information and gathering feedback using
social Medias?
From the valid 171 respondents about effectiveness corporate communication in publicizing information

and gathering fecdback using social Medias the following results have been founded.

Valid ]f*‘nl"cqucncy Percent Valid Percent

Strongly agree

Agree 89 52 2
‘Newtral |53 - 31 N

Strongly disagree 0 0 0

28 16.7 16.7

Disagree | i :

Total 171 100 100

Table 9 A ) -

It is possible to know the level of agreement of the majority (52%) of employees agree on the statement
that effectiveness Corporate communication in publicizing information and gathering fecdback using
social medias is successful, while (31%) are neutral and the rest (16.7%) disagree on the effectiveness
corporate communication in publicizing information and gathering feedback using social medias . This
indicates that the performance of effectiveness Corporate communication in publicizing Information and
gathering feedback using social medias had been clearly communicated to all employees  and to the
customers service implementation.

4.2.1.5 Handling well organized information about customer service

From the valid 171 respondents about handling well organized information about customer service the

following results have been obtained.

Valid [ Frequency  [Percent | Valid Percent
Strongly agree 0 0 0
Agree 107 626  |626 -
‘Neutral |40 | 234  [234
Strongly disagrec o 0 o .
o 24 14 14
Disagree IR I - )
Total 171 100 100
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Concerning the statement on Handling well organized information about customer service problems the
majority (62.6 %) ol employees agree that handling well organized information about customer service
problems is done on the corporate communication department, while (23.4%) are ncutral , and (14%) are
disagree on handling well organized information about customer service problems . This finding indicates
that handling well organized information about customer service problems is well done in the corporate
communication department that enhance to know the major problems of customer service problems.
4.2.1.6 Consistent message by using various communication channels?

From the valid 171 respondents about consistent message by using various communication channels the

following results have been obtained.

Valid Frequency Percent Valid Percent
Strongly agree 0 0 0

Agree | 113 66.9 669
Neutral 54 31.6 316
Strongly disagree o o |0
- {4  las a5
Disagree - e

Total 171 100 100

Table 11
On the statement about consistent message by using various communication channels indicates that, the
majority (66.9%) of employees agree. while (31%) are neutral, and (2.5%) disagree. This clarifies that
about consistent message by using various communication channels by conducting various channels to
disseminate fundamental information, the department has a regular message which is distributed for the
public.

4.2.1.7 Position and acceptance of corporate communication in the organization?

From the valid 171 respondents about position and acceptance of corporate communication in the

organization the following results have been obtained.

Valid Frequency | Percent

Strongly agree 7 4.1

Agree 60 35.1

Neutral 7 136 21.1 |2t
Strongly Disagree |45 263 263 o
Dissgree 23 {135 135
Total 171 100 100

Table 12



Regarding Position and acceptance of corporate communication in the organization, the majority 60
(35.1%) agree. while (21.1%) are neutral and (26.3%) are strongly disagreed 13.5% disagree and 4.1 % of
the surveyors strongly agree on the position of corporate communication department in the organization.
This indicates most employees of the organization has a rescrvation on mentality powerfulness

consideration on the department in accordance with Organizational influence.
4.2.1.8 Maximizing the value of information by using communication tools.

From the valid 171 respondents about maximizing the value of information by using communication tools

the following results have been obtained.

Valid ru}l*riig—(]ucncy Percent Valid Percent
Strongly agree 17 10 10
Agree 97 56.7 56.7
Neutral |38 1252 222
_S—fl'Ol]gl}’ DlSdgleC__ _U - T T)*"" ) """“"""_“_0— N 7
I 119 TR TR :
Disagree S R R )
Total Ry 100 100
Table 13

Majority of the respondents (56.7%) agree on the statement that cthio telecom corporate communication
has a role in maximizing the value of information by using communication tools., while (22%) neutral
and (11.1%) are disagreed ,and 10% of the valid surveyors strongly agree on the activities of maximizing

value of information in the organization by corporate communication department.

4.2.19 Well organized communication disciplines (advertising, direct marketing, employce
communications, media relations etc.)
From the valid 171 respondents about well organized communication disciplines (advertizing, direct

marketing, employee communication, media relation etc.) the following results have been obtained.

Valid }[ii:ggﬁenéy- Percent Vaii@PerLéa
Strongly agree 0 0 0

_Aglef?,w*7 T ey lags - lass o
Neutral 36 |21l 211

H'Strong[y disagrcé 1o 0 N 0

Disagree 52 304 304
fetal  |[1t;1 |10 100

Table 14

29



About the issue concerning well organized communication disciplines (advertising, direct marketing,

employee communications, media relations, etc.) are objective, for most of the respondents (48.5%)

agree that the elements that mentioned in the above arc almost they are effective disciplines in the

organization , while, (30.4%) disagree and (21%) arc indifferent.

4.2.1.10  Supporting and encouraging an engaged community that participate in the public process and

in identifying customer service problems.

Commencing the valid 171 respondents about supporting and encouraging an engaged community that

participate in the public process and in identifying customer service problems  the following statistics

have been obtained.

Valid | Frequency Percent Valid Percent
Strongly agree 0 0 0
Agree 35 20.5 20.5
Neutral - 53 31 31
Strongly Disagree 0 0 0 o
:ﬁiﬁﬂ,&!‘_@_c____ B 8 48.5 _ 48.5 - _
I'otal 171 100 100
Tablels -

The level of agreement regarding the statement that explains

Supporting & encouraging an engaged

community that participate in the public process and in identifying customer service problems, majority

of the respondent (48.5%) disagree, while (31%) neutral and the rest (20.5%) are agree about the issue.

This explains that just for avoiding customer service problems there is a probiem of participating the

public about the issue. The cause for this also related with the lack of necessary knowledge and skills on

the side of the corporate communication department as well as the majority management groups.
4.2.2 Focusing on Policy, Strategy and on Performance of the Organization?

4.2.2.1 Planning and applying Communication activates based in the organization policy frames?

From the valid 171 respondents about planning and applying communication activities in the organization

policy frames the following results have been obtained.

Valid Frcquency- B Percent Valid Percent
| Stronglyagees _ 1f o S et SN —
Agree 78 45.6 45.6
Newral 42 247 247
Strongly Disagree 0 0 0
Disagree |51 [2908  |298
Total  [UL o0 128
Table 16
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Regarding on the item that says planning and applying communication activates based on the
organization policy frames, the majority of the respondents (45.6%) agree, while (29.8%) disagree and
(24.7 %) are neutral.

4.2.2.2 Designing strategy on focusing to solve customer service problems by corporate communication
activates.

From the valid 171 respondents about designing strategy on focusing to solve customer service problems

by corporate communication activities the following results have been obtained.

Valid Frequency Percent Valid Percent
Strongly agree 22 129 12.9
Agree |58 134 |34 K
Neutral 30 11725 175
‘Strongly disagree | 8 4.7 47
Disagree 53 31 31
Total | 100 100 -
Table 17

On the question that the researcher is interested to acquire the reaction of targets that designing strategy
on focusing to solve customer service problems by corporate communication activates., 31% and 4.7%
strongly disagreed and disagreed, respectively, unlike the majority (34%) that believed on the point. In the
middle 17.7% of the respondents preferred to take in neutral position. At the end, the rescarcher has got
an evidence to conclude that ethio telecom corporate communication department is working by designing

strategy on focusing to solve customer service problems by corporate communication activities.

From the valid 171 respondents about planned stake holder relation by corporate communication the

following results have been obtained.

Valid Frequency Percent Valid Percent
Strongly agree 0 0 0

Agree 198 532 533 -
‘Neutral {23 175|115

“Strongly disagree | |47 |47
R S % A I e 1
Disagree B - 1

Total 171 100 100

Table 18 ' ' -
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With regard to whether Planned stake holder relation by corporate communication activates positively,
53.2% of the respondents are agreed, that Planned stake holder relation by corporate communication
activates does affect the success positively, however, 31% and 4.7% of employees have replied that
Planned stake holder relation by corporate communication activates does not have any effect on the
success of the company. The remaining 17.5% have reservations on the point. Therefore, it can be
generalized from the response that ethio telecom can work Planned stake holder relation by corporate
communication activates.

4.2.2.4 Stable and scheduled meeting with stake holders.

From the valid 171 respondents about stable and scheduled meeting with stake holders the following

results have been obtained.

Valid Frequency Percent Valid Percent

Strongly agree 0 0 0

Agree o T R E T

Neutral 30 17.5 175 -
wStrongly Disagree 1o 0 0

Disagree o 65 o 38.1 . 38.1

Total |17t w0 w0

The 4th depict that the majority, 44.4% of respondents, have positive reactions to the point that ethio
telecom has Stable and scheduled meeting with stake holders . But, 38.1% are disagreed on the point.
Some (17.5%) are indifferent to decide. From this one can draw a judgment and assure that the companics
has a clear strategy for Stable and scheduled mecting with stake holders.

4.2.2.5 Establishing and building on mutually beneficial trust worthy relationship with stake holders.
From the valid 171 respondents about establishing and building on mutuality beneficial trust worthy

relationship with stake holders the following results have been obtained.

Valid Frequeney 77 Percent | Valid Percent
Strongly agree 14 8.2 8.2

Agree 2 |41 |21
Newral |25 |6 e
“Strongly Disagree 0o o o .
‘Disagree  |e0 351 350
Total 171 100 100

._'nl'able 20 - o ﬁ -
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As can be seen from the above table, 8.2 % of the respondents strongly agreed concerning Establishing &
building on mutually beneficial trust worthy relationship with stake holders, raised by the researcher; And
only 42.1 % of them agreed on the issue. However the employees who disagreed represent 35.1 %, while
14.6% are neutral. Finally, As a result, it is possible to conclude that ethio telecom is Establishing &

building on mutually beneficial trust worthy relationship with stake holders.

4.2.3 Practice and Iixperience in removal of key challenges by wusing Corporate
Communication?

4.2.3.1 In identifying fundamental customer service problems?

From the valid 171 respondents about in identifying fundamental customer service problems the

following results have been obtained.

Valid | Frequemey | Percent | Valid Percent
Strongly agree 0 0 0

Neutral 89 2 |2
Strongly disagree - - -
Disagree 41 a 24 24 )
Total . qtm . Jwo  jw0

Table 21

To know the perception of employees in Identifying (undamental Customer service Problems, the
researcher has poscd a question and 24% of the respondents argucd that the company does not Identifying
fundamental Customer service Problems. On the other hand, the same percentage (24%) of the
respondents believed that ethio telecom is Identifying fundamental Customer service Problems. The rest,
52% of them. had no reaction on the issue. To this end, cthio telecom should Identify and handle
fundamental Customer service Problems.

4.2.3.2 Appropriate usage of communication tools for solving customer service probiems?

From the valid 171 respondents about appropriate usage of communication tools for solving customer

service problems, the following results reviled as:
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Valid | Frequency | Percent | Valid Percent | Cumulative Percent

Strongly agree 23 13.4 13.4
Agree 102 597 597 o a
Neutral 18 |105 10.5
Strongly Disagree a - .
Disagree 28 16.4 16.4
Total  p171 [100  J100 . "
Table 22

The above table clearly depicts that the majority, 59.7% of respondents and 13.4 % agreed and strongly
agreed on the issue and have positive reaction with the company’s appropriate usage of communication
tools for solving customer service problems. Some (10.5%) were indifferent to decide. On the other
side,16.4% disagreed with the idea. From this one can draw a conclusion appropriate usage of

communication tools for solving customer service problems is going well.

4.2.3.3 Creating clarification by identifying customer service challenges?
From the valid 171 respondents about creating clarification by identifying customer service challenges the

following results have been obtained.

Valid Frequency Percent Valid Percent | Cumulative
B S Percent

Strongly agree 33 19.3 19:3

Agree 63 [368  [368 1 -

Neutral I T I I N I S T _ . B
‘Strongly disagree | | B o o "“
Disagree | 63 o 36.8 36.8
Total 171 100 100 .
T i — I

According to the overall Creating Clarification by Identifying customer service challenges, 33 employees
(19.3%) are strongly agreed with Creating Clarification by Identifying customer service challenges, 63
employees {36.8%) arc agree with the point and 63 emplovee (36.8%) are disagreed and Finally (7.1%),
[2 employees are inditferent with the idea.

4234  Interaction between an organization and its external environment, in the sake of service
deliverance challenges?

From the valid 171 respondents about the interaction between an organization and its external

environment, in the sake of service deliverance challenges the following results have been obtained.



Valid N Frequency | Percent Valid Percent |

~

Strongly agree 32 18.7 18.7
Agree 82 48 48 T
Neutral 6 3.5 3.5

Strongly disagree -

"bmisagree 51 29.8 29.8
Total (171 [100  |[100
Table24

Regarding interaction between an organization and its external environment, in the sake of service
deliverance challenges, the survey results reveal that the majority of respondents 82(48%) and 32(18.7%)
are agreed and strongly agreed respectively. While 6(3.5%) respondents are neutral with Interaction
between an organization and its external environment, in the sake of service deliverance challenges. on
the other hand,51(29.8%)  disagreed that Interaction between an organization and its external

environment, in the sake of service deliverance challenges.

4.2.3.5 The interface between the organization and its environment, to help gathering, communicate and

interpret information from the environment as well as representing the organization to the outside world.

From the valid 171 respondents about the interface between the organization and its environment to help
gathering communicate and interpret information from the environment as well as representing the

organization to the out side world the following results have been obtained.

Valid Frequency Percent Valid Percent
Strongly agree 28 16.4 16.4

-—Agrcc——_ “ 88 1515 515
Neutral o 0 o 0 D
Strongly disagree | 0 o o
I s e e - I
Disagree

Total 171 - 100 100

T T e S R A——
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As it can be seen from the above table 88(51.5%) of the respondents and 28(16.4) respectively have
agreed and strongly agreed with the interface between the organization and its environment, to help
gathering, communicate and interpret information from the environment as well as representing the
organization to the outside world. While 55 (32.1%) of them are Disagreed on the issue.

4.2.4 Opportunities to solve customer service problems in regarding to

corporate communication practice?

4.2.4.1 Coordination of internal and external stake holders

From the valid 171 respondents about coordination of internal and external stake holders the following

results have been obtained.

Valid Frequency Percent Valid Percent
Strongly agree 32 18.7 18.7

Agree T 39.8 39.8 '
‘Neutral |- o ” N
“Strongly disagree |15 |88 |88
Disagree ' 56 32.7 32.7

Total | 171|100 e i
Table 26 - -

According to the Coordination of internal and external stake holders , 32employces (18.7%) arc strongly
agreed with the coordination, 15 employees (8.8%)are disagree with the point and only 56 employee (
32.7%) are strongly disagreed and the highest percentage (68%), employees are agreed/satisfied with the

department coordination of internal and external stake holders.
4.2.4.2 Well scheduled and planed meeting with management group and with emiployees?

From the valid 171 respondents about well scheduled and planned meeting with management group and

with employees the following results have been obtained.
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Valid Frcquency Percent Valid Percent

Strongly agree 17 10 [0

Agree 63 36.8 36.8

Neutral 1 40 234 234 -

Strongly disagree R 182 182 -

I)iSﬁgl‘CC e _3—7“”77” - o j] 6 _2 ]7677 -
Total | 171 10 100 "

Table 27 N

To get evidence whether well Scheduled and planed meeting with management group and with employees
is going on? a question is forwarded to respondents. With this survey, 17(10 %) and 63(36.8%) of targets
strongly agreed and agreed respectively that there is well Scheduled and planed meeting with
management group and with employees. On the other way, 14(8.2%) and 37(21.6%) of the respondents
strongly disagreed and disagreed. Apart from this, 40(23.4%) of respondents replied to be neutral on the
question what the researcher rise. Having this in mind, it is then possible to conclude that Well Scheduled
and planed mecting with management group and with employees is held in a better way in ethio Telecom

Company.

4.2.4.3 Promoting two way communications between the managers and the employees concerning

customer service problems?

From the valid 171 respondents about promoting two way communications between the managers and the

employees concerning customer service problems  the following results have been obtained.

Valid Frequency | Percent | Vaiid Pereent
| Strongly agree |35 205 205
Agree |57 |35 335
Neutral 46 Fir §ix -
Strongly Disagree 1483 83 R
Disagree 18 105 s
Total |17t 100 100 ’
R i ]

37



On the question that the researcher is interested to acquire the reaction of targets that Promoting a two
way communication between the managers and the employees concerning customer service problems,
only 8.3% and 10.5% strongly disagreed and disagreed, respectively, unlike the majority (54%) that
believed on the point. In the middle 27.2% of the respondents preferred to take indifferent position. At the
end, the rescarcher has got an evidence to conclude that cthio telecom is practicing Promoting a two way

communication between the managers and the employees concerning customer service problems.
4.2.4.4 Exploiting opportunitics for the purpose of solving customer service problems

From the valid 171 respondents about exploring opportunities for the purpose of solving customer service

problems the following results have been obtained.

Valid Frequency Percent Valid Percent

Strongly agree [ 6.4 6.4

Agree o 63 368 36.8
‘Neutral [ 20 I

Strongly disagree - i

Disagree 7 444 44.4 -
Total 171 100 10

Ciable29

With regard to whether exploiting opportunities for the purpose of solving customer service problems is
positive, 6.4% and 36.8% of the respondents are strongly agreed and agreed, respectively, that the
Exploiting Opportunities for the purpose of solving customer service problems is done well, however, the
most respondents 44.4% of employees have replied that Exploiting Opportunities for the purpose of
solving customer service problems does not agree on the statement. The remaining 11.7% have
reservations on the point. Therefore, the finding shows that from the response that ethio telecom should

work more on Exploiting Opportunities for the purpose of solving customer service problems.

4.2.5 Challenges of Corporate communication Department in applying the right corporate

Communication Profession.

4.2.5.1 Genuine involvement in managerial decision making and the overall strategic management of the

organization.
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From the valid 171 respondents about genuine involvement in managing decision making and overall

strategic management of the organization the following results have been obtained.

Valid 7 Frequency Percent Valid Percent
Strongly agree 56 32.9 327

Agree ‘7 62 N 36.3 36.3 -
Neutral 19 - 3.2 - 52
Strongly disagree 6 3.6 3.6 - .
‘Disagree 138 229 222
Total 171 100 100

Table 30

As can be seen from the above table, 32.7 % of the respondents strongly agreed with the point raised by

~

the researcher; only 3.6 % of them strongly disagreed. However the employees who agreed represent 36.3

%, while 22.2% arc disagreced and 5.2% arc ncutral. As a result, it is possible to conclude that in ethio

telecom corporate communication department is a genuinely involved in managerial decision making and

the overall strategic management of the organization.

4.2.5.2 Perception of the management groups and stalls for the corporate communication department.

From the valid 171 respondents about perception of the management groups and staffs for the corporate

communication department the following results have been obtained.

Valid .V‘IFrqurlixernéy '
Strongly agree |9 |
CAgree |53
Neutral 7 4
“Stongly Disagree | 11 R
e £ -
Disagree

Total S
“Table31

Percent

| Valid Percent
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To know the insight of employees in Perception of the management groups and staffs for the corporate
communication Department, the rescarcher has posed a question and most of the employees 55.4% of the
respondents argued that the Perception of the management groups and staffs for the corporate
communication Department is not good-looking . On the other hand, (36.3%) of the respondents believed
that ethio telecom gives positive Perception of the management groups and staffs for the corporate
communication Department. The rest, 8.2% of them, had no reaction on the issue. To this end, ethio
telecom did not provide good Perception of the management groups and staffs for the corporate

communication Department.
4.2.5.3 Allocating adequate budget for corporate communication department?

From the valid 171 respondents about allocating adequate budget for corporate communication

depratment the following results have been obtained.

Valid Frequency Percent Valid Percent
Strongly agree 64 374 37.4

Agree |88 ) 515 |s1s
Neutal |10 luwa i
Strongly Disagree 0 0 0

Disagree o o o
“Total | 171 100 100

“Table32 o “ N ’

The above information clearly depicts that the majority, 51.5% of respondents agreed and have positive
reaction with the company’s working environment and 37.4% have strongly agreed on the point. Some
(11.1%) were indifferent to decide. No one is argued on allocating adequate budget for Corporate
communication department . From this one can draw a conclusion assuring that the company has a

conducive work environment for the department on the case budget.
4.2.5.4 Accomplishing qualified and competitive skilled man power for the department?

From the valid 171 respondents about accomplishing qualified and competitive skilled man power for the

department the following results have been obtained.
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Valid Frequency Percent Valid Percent
Strongly agree 90 52.6 52.6
Agree 67 392 39.2
Neutral |14 |82 k=] o
Strongly disagree 1o : 0 0
Disagree o 1o o
Total R 171 100 100
“Table 33 N ' ' .

According to the Accomplishing qualified and competitive skilled man power for the department . 90

employces (52.6%) are strongly agreed with job security, 67 employees (39.2%)are agree and (8.2 %) 14

employees are indifferent with the idea. But no one is argued the issue that the rescarcher raised.

Therefore it is possible to say that in Ethio telecom company there is a qualified and competitive skilied

man power for the corporate communication department?

4.2.5.5 Creating appropriate working atmosphere and capacity building for the department practitioners™?

From the valid 171 respondents about creating appropriate working atmosphere and capacity building for

the department practitioners’ the following results have been obtained.

Valid Frequency | Percent Valid Percent
Strongly agree 39 22.8 22.8

“Agree |66 386 1386 -
Neutral 20 1.7 11.7 o
Strongly disagree R 105 105 )
_Disagree 1 164 16.4 -
Total i 100 100

Table 34

Regarding creating appropriate working atmosphere and capacity building for the depariment
practitioners, the survey results reveal that the majority of respondents 66(38.6%) and 39(22.8%) are
agreed and strongly agreed respectively. While 20(11.7%) respondents are neutral with fairly creating

appropriate working atmosphere and Capacity Building for the Department Practitioners. on the other
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hand, 18(10.5%) and 28(16.4%) respondents strongly disagrec and disagreed that fair payment is not
crucial for employee motivation. From this one can conclude that fair and Appropriate working

atmosphere and Capacity Building for the Department Practitioners is going on.
4.2.5.6  Accessibility of working materials for the department?

From the valid 171 respondents about accessibility of working materials for the department the following

results have been obtained.

valid | Frequency | Percent | Valid Percent
“Strongly agree |42 24.6 24.6
Agree 87 50.8 50.8

Neutral |14 8.2 82
SEI‘()Hgly [)Aisagrcé_‘ T i N - - - h
Diseses |28 | 164 [l64
“Fotal | 171 100 - 100 N

“Table 35

As it can be seen from the above Table | 24.6 % of the respondents have strongly agreed with the
Accessibility of working materials for the department , while 16.4 % of them arc Disagreed. However
the majority of the employees who are agreed represent 50.8 % and 8.2% are ncutral. From this it is
possible to conclude that cthio telecom makes Accessible working materials for the corporate

communication department.

4.3 Narrative of Managers interview

One of the methods chosen for assessment of the role of corporate communication in solving customer
service problems is to do a qualitative rescarch by doing personal interview with selected representative
mangers of the company. During the selection of the managers cffort was made to include managers from
different divisions and years of service. Purposeful selection is used to ensure the representativeness of
those interviewed managers at least division wise. Considering the time available for the rescarch 7
managers were selecied for the personal interview

All the Managers who were interviewed for the study have been working in Lthio Telecom for more
than 6 years. The year of service ranges from 6 years to 18 ycars of service.

Most of the managers interviewed are in senior managerial positions in their respective offices. Out of the

managers intervicwed all have a close working relation with corporate comm unication department,



All the managers who interviewed believe that if corporate communication works properly and if it gets
the attention of higher officials of the company, it has a remarkable function in solving customer service
problems. All of them who arc interviewed have a strong trust on the corporate communication
department and they understood the importance of corporate communication function. All of them are
interested and owned high expectation on corporate communication role including in its management

function.

Six of the mangers think that in the last three years the corporate communication has a role in the overall
organizational growth and they believed, the Corporate communications departments play a key role in
investors, employees and the customers how they perceive the company. They suppose that the
department is scrving as advisers in managing a company’s reputation. Six of them believe that the
department is helping the managers and the company top leaders to prepare themselves for media
interviews, develop messages to the investors and employees and suggest new initiatives to keep
companics on the culting edge of communication with their stakcholders. But one manager did not agree
on the current efficiency of corporate communication. He argues that the department is not well
delivering the activities that expected from it. Even he doubts that the core higher officials of the
company did not carry exposure for Corporate communication department in order to be active in all

rounded activities.

About the question that the researcher raised on the activities of reputation and identity, six managers
agree (hat the departinent was tried to describe the company capability to deliver value outcome service
for the stake holders as well for the customer in general. But here also one manager did not agree on the
idea; rather he argue that that the department did not well engaged in building reputation and positive

image of the company for the customers, for the employees and for the public at all.

Concerning the question that raised by the rescarcher about permanent and planned meeting with stake
holders: four of the managers agree that the company is libeling planed stake holders meeting in
collaboration with Corporate communication department. But three of the managers argue that even if the
company has a planned miceting with stake holders; but, the Corporate communication department is not
this much functional in the meeting. They argue that only it engaged in recording video and

photographing in all events that held with stake holders

On the question about their overall outlook of corporate communication and challenges they mentioned as
the corporate communication is onc of the central departments that adding value for the overall
development of the company. All interview managers also agreed on the progress of overall performance

spectfically on the last three years. They appreciate the way the department is addressing information on
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internal communication by the help of ¢ mail system. But; they recommended there feeling about the
challenges that the department faced. As the interviewed mangers suggestion out of several challenges of

corporate communication department the following are the main challenges observed in the section.

v The first challenge that mangers suppose in corporate communication department is, lack of the
scientific professional communication skills.

v The second challenge that the managers think in corporate communication department is; by
several staff members including management groups it looked as an agent of politics in the
company.

v The third challenge that the interviewed mangers perceived is; the current corporate
communication practice in Ethio telecom Company lacks professionalism.

v As the respondents indicates that the forth challenges in Corporate communication of Ethio
telecom is: top management groups did not give prior or equal intention as the consideration
given for other core depariment in the company. On their opinion because of these grounds the
experts did not successful at the level of their knowledge what they can perform in their corporate

communication activates.
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CHAPTER FIVE

5 FINDINGS, CONCLUSION AND RECOMMENDATION

This chapter highlights the findings, the conclusions and the recommendations based on the analysis done
on the data collected from respondents. This study focused on the role of corporate communication in
solving customer service problems in the company of Lthiopian telecommunication Corporation. The
discussion then tried to accomplish all the objectives of the study. As a result, recommendations are given
for the target company to tackle problem at hand. Arcas for further research of the study is also one of the

emphasis of this chapter from which future research insights are conceived.
5.1 MAJOUR FINDINGS

The result of the research reveals that the corporate communication activities have a role in the overall
progress of the company. The survey results of (45.7%) from the staff and 85% interview upshot from
selected managers indicates that it has a remarkable functions in the overall activitics and for the

achicvement of policy and strategics of the company.

According to their response on the open ended question the corporate communication department has a
function of to flesh out the profile of the "company behind the brand" (corporate branding). And they
suppose that a strong activity in the Corporate communication department can able to minimize
inconsistency between the company's desired identity and customer service problems reaction.
Specifically in the case of  technical standards and procedures for the delivery of telecommunication
services, quality of net work in fixed, mobile, internet and data communication, fluctuation of tariffs

relating to basic teiccommunication services.

Corporate communications as well as research docunients highly emphasize that modern corporate
management demands a two-way and strategically planned communication based on optimal use of all
tools and functions of internal and external communication of the company. In this regard the finding
indicates that, due to the implementation of e-mail based system communication within department and
with other departments is assuring fast exchange of information. Therefore the internal communication of

the company has been brought a great success in many aspects.

But the finding also shows that ; in the case of two way communication activities the department is only
casuring the interest of the company, it did not equally care for the internal and external commuiication

including their stake holder’s relation. Therefore the rescarch findings in this regard shows. the Corporate

45



communication department does not give top priority or equal balance as of the internal communication

for the external communication of the company and with stake holder relation.

The finding on the case of policy, strategy and the performance of the organization alignment with
corporate communication activitics analysis indicates: like in reputation, identity, stake holders relation
and corporate social responsibility aspects 48.1% of the questioner and 85% of interview result signify
that the respondents commented as the corporate communication department is working well on focusing
in strategic issues of the company. The rescarch indicated that the corporate communication activity in
reputation, identity, stake holder relation and corporate social responsibility aspects align with the policy,

strategy and the performance of the organization.

The survey questioner as well as interview conducted revealed that only 26% of the respondents said the
Corporate communication department is using appropriately and effectively the opportunities that
happened in the company in regard to solving customer service. As interviewer emphasized that the
Corporate communication practice lacks being of activeness and effectiveness in the case of using

opportunities for solving customer service problems.
5.2 Conclusions

. The survey results (45.7%) from the staff and 85% interview result from selected managers
indicates that it has a significant functions in the overall activates and for the success of
policy and strategies of the company. Therefore it is possible to conclude that the Corporate
communication department has a function of to flesh out the profile of the "company behind
the brand" (corporate branding). And they believe that a strong activity in the Corporate
communication department can able to minimize inconsistency between the company's
desired identity and customer service problems reaction. Specifically in the case of  technical
standards and procedures for the delivery of telecommunication services; quality of net work
in fixed, mobile, internet and data communication, fluctuation of tariffs relating to basic
telecormmunication services.

2. The result on the case of policy, strategy and the performance of the organization alignment
with corporate communication activities analysis indicates, like in reputation, identity, stake
holders relation and corporate social responsibility aspect the corporate communication
department 1s working well on focusing in strategic issues of the company. The research
result also indicated that the corporate communication activity in reputation, identity, stake

holder relation and corporale social responsibility aspects align with the policy, strategy and
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the performance of the organization. Also the result notices that from year to year it has
brought better customer handling strategies.

Even if the Corporate communication has many opportunity to commence the company, to
collect customer opinion, analyzing and applying systems in solving customer service
problems by the help of Corporate communication practice , the department has go through
with serious lack ol using opportunities properly that occurred in different events in the
company

In the case of communication tools the end result explain that the Corporate communication
has a function in clarifying the company strategic issues by using different communication
tools and on the reverse to accumulate the reaction and opinion of the customer to address
their interests. Of the tools; that are applicable in corporate communication in order to solve
customer service problems; electronic mail, newsletters, panels. exhibitions, social Medias,
clectronic medias, print medias and the like. According to the circumstances the Corporate
communication applies different kind of Corporate communication tools for different kind of
events for the purpose of addressing customer service. As such on this case the department is
showing effective performance in validating communication tools.

In the case of practicing opportunitics to solve customer scrvice problems the Corporate
communication did not show successful performance.

On the case of challenges of Corporate communication in the company ; from the result it
can be conclude that; the application of the right corporate communication profession in o
practice in Ethiopian telecom , four [‘undamcn[él challenges must have got clarification,

a.  Lack of the scientific professional communication skills.

b.  Looked as an agent of politics in the company.

¢. Lacks professionalism.

d. 'The top management groups did not give prior or equal intention as the consideration

given for other core departiment in the company.

From the results that were obtained in open ended questions and in interview part it can be
conclude that in cthio telecom, the Corporate communication is trying to contribute its role
in minimizing customer service problems in the organization. Problems which mentioned in
this rescarch. especially beginning from the last three years is showing progress in turning
down from year to yecar because of the contribution of Corporate communication in struggling
against the probiems. Specifically problems which make the customer’s stress and those
questions that bring problem ol good governance; like technical standards and procedures for

the delivery of telecommunication services: quality of net work in fixed, mobile, internet and
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data communication. fluctuation of tariffs relating to basic telecommunication services are

declining from being of obstacle in daily communication of the customer.

8. In general from the data, it is possible to conclude that when the Ethiopian

telecommunication Corporate communication compared with other governmental
communication departments currently it has a good performance and showing advancement
from year to year (compared with the performance before 3 years ago). However the effort of
performing professional Corporate communication activities on a sound with intellectual
foundation requires well articulated politics and academic writing in the company. In this
regard a lot remains to be done .The practice of Corporate communication in the company not
only are confirmed to the political arca. Rather it should be made on the important and

strategic issues that would be articulated widely in the scholastic spherc.

5.3 Recommendations

On the basis of the findings, the researcher recommends the following strategic, tactical and operational

measures, which must be taken by the company in order to improve the eflectiveness ol Corporate

communication in solving customer service problems.

L.

Strategically to make functional the Corporate communication department; the improvement of
professionalism in the practice of Corporate communication and in solving problems that clue in
service delivering should be given proper concern. For this reason scholars must be motivated to
generate rescarch works and journal on Corporate communication in the case ol Ethiopian
telecom or in Ethiopian context as the entire. Especially on the issues that will contribute to the
development of Corporate communication in solving customer scrvice problems should be
identified and intellectual dissertation should be conducted in the standard basis.

Corporate communication credibility is a very important concern for Ethio telecom company. So
based on the policy and strategy of the company; prolessionalism of Corporate communication
must due  strong focus on models of communication and reputation measures such as strategic
Communication frames like focusing in ambition . on the vision of the country and the
organization as well, internal situation , external situation, accountability, stakcholders relation,
appropriate usage of resources, the way to approach customers and understanding their problems
should be set accordingly at high and best standard, so that sirategically the professionalism and
respect of corporate communication department will be gained.

Tactically modernizing the practice of Corporate communication demands commencing regular
programs in higher learning institution in under graduate levels, post graduate and doctorial

level. Therefore the company in charge of making effective Corporate communication activities,
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it must collaborate with higher education institution and work closely to commence such regular
educational programs on Corporate communication. This kind of tactic will help to develop
professional communication skills and help to pass up challenges that may occur in the
application of Corporate communication activates.  Also since globalization makes the
communications system more dynamic and changeable every time, by the help of academic
activities it will be possible to solve problems that is scen in service delivery and update their
scholastic and worlds all rounded knowledge gap as far as possible

Operationally the Corporate communication model should be clearly specified. Rather than
looking the department as political agent; the company claiming should be democratic and
development should visibly be a sign of and practically promote Corporate communication
department to deliver Corporate communication activities for the interest of both the customer
and for the company.

Also on the operation phase, on the case of application communication tools in the company,
customer based media sclection and handling has to be firmly applied. Lthio telecom staffs
whom the researcher interviewed claim that: Ethio telecom has its own studio and production
materials. But there is a problem ol producing quality programs and lacks attractive television
agendas including the message and the way the program is presenting. Also there is a problem of
TV coverage on the key strategic issues related with customer service problems of the company.
Significant numbers of staffs assume that the company is not effective in transmitting
fundamental company sensitive arca on TV program .So the appropriate usage of media iools
and awareness creation on the media , issuc framing of news and future values should be
conducted and need strong focus.

Since Globalization makes the comiunications system more dynamic and makes Corporate
communication changeable every time. The Ethio. telecom Corporate communication must
update their academic and worlds scholastic knowledge. When the company can deliver this in a
successful way it will be possible to solve all the challenges that may occur in accordance with
Corporate communication strategic and day to day activates. The department should be well
structured in, using new technology and analytics of situations.

Finally developing the practice of Corporate communication in the nationwide needs a lot of
rescarches exertion .Specially Corporate communication is the most untouched arca in Ethiopia.
Theretore higher institution has to revise extensively their curriculum and must open Corporate
communication department.  As such ethio telecom company must also motivate scholars who

have an opportunity to give thought and conducting lurther studies on the arca. Also the
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Government communication affairs of Ethiopia have to contribute its role in modernizing this

ficld of specialization as country widc,

5.4 Areas ftor further future research

The present rescarch study has tried to find out the role of Corporate communication in solving customer
service problems in Ethiopian telecommunication corporation ; popular concepts (like Corporate
communication concept, models in communication and reputation, the role of Corporate communication
in an organization, and highlight of telecommunication. Corporate brand and identities strategic
communication frame and concept of strategic communication has been tried to touch, But this study has
its limitations of the sample size, diversity of organizations and time line. The sample size was limited to
only Addis Ababa city; hence the results cannot be generalized across Ethiopia. Thus, future research
study can be conducted on a large number of Corporate communication professionals across Ethiopia.
Also, a study can be conducted on the role of Corporate communication in solving customer service
problems in banks and insurance and in large company of Ethiopia. Further, a comparative analysis

between public and private sectors on the function of corporate communication can be studied.
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Appendix I
Addis Ababa University

Graduate School of Journalism and Communications specialization in PRSC

(Public Relation and Strategic Communication)

The Role of Corporate communication in Solving customer service problems as a case study In Ethio
Telecom Questionnaire.

Dear, Ethio Telecom Staffs,

I am a Master student in Public Relation and strategically Communication at Addis Ababa University,

conducting my thesis research in The Role of Corporate communication in_Solving customer service

problems as a case siudy In Ithio Telecom. .

The purpose of my research is to explore, the Role of Corporate communication in solving customer
service problems through communication systems currently used in your organization, and your
perception with the communication systems. I invite you to complete my questionnaire, which looks
related with your organizational corporate communication and customer service. . This questionnaire has
two sections Back ground Information of the surveyors and questions which is interconnected with
opinions related to arcas of your view with communication in related with solving problems customer
service. The results of this survey will be anonymous and you will not be identified in any publication or
report of the research findings.
Please read the instructions carefully and answer the questions in the order they are presented. If you
cncounter any problems or if you would like to discuss with any aspects of the study please don't
hesitate to contact me at any time through the following address.
My contact details are below and I am too much glad  to answer any questions that you may have.
precremiew/@gmail.com or ayalewgeremew(@yahoo.com

09-20-77-01-64/09-78-79-05-86

Geremew Ayalew

Thank you!

P’age@



Questioner for Staffs of Kthio. Telecom

A. Background Information

1. In which level your age is?

A. Under 25 B.26-34 C.35-44 D. 45-54

Your sex A . male B. Female

[N

3. How long Have you Been in Ethio. telecom Corporation

A. less than 1 year B. 1-4 Years  C.5-8.Ycars

4, Your status Category in Ethio. telecom

D

A. Management B. Middle Management C. Officer

5. Please Indicate which Best Indicates your formal Education

A. Did Not Finish High school B. High school

degrec 2. Post Graduate degree F. PHD

C. Cot

E. 55+

=0

D. Subordinator

nplete college

D. other

D. College

6. How Satisficd On your Organizational Corporate communication in all over activates

A. Very Satisfied  B. Dis satisfied C. Some what Dissatisfied D. In Different L. Some

what Satisfied F.  Satisfied G.  Very Satisfied

7. Inthe last 3 years what has happened on your organizational Corporate communication level of

responding favorable answer for customer questions

A. Stayed the same B, Gone Up.  C. Gone down

B. Attitade Focused questions

D. I don” Know

Listed Below are scveral Kinds of information often associated with the role of corporate

communication in related with customer service. Please indicate how is your precipitation on the

activity and or/ quality of each kind of information by circling the appropriate number at the right

side of the issues.

Strongly Agree Neutral

4

Strongly Dis Agree |

* Dis Agree

Corporate communication Function in the
organization?

| The Role of Corporate communication Department and its

-

(sH



effectiveness in Management Function?

Internal Organizational Communication Function and its success.

Pcrfmmmg efficient External Communication Function.

Effectivencss Corporat‘e Communication in publicizing Information
and gathering feedback using Social Medias?

Handling well organized information about customer service

problems

Consistent. Mmdéc by using various communication channels?

Position and dcceptanw of Corpomtc communication in the
Organization?

Maximizing the Value of information by Using Communication
tools.

Wull r)rganvcd (,onununl(,dlmn dlsup!mcs (advemsmgp, dnccl

marketing, employee communications, media relations, etc.)?

duppomng, & (:m:oumg:ngD an engjag,ut (,Ommunny ‘that pattncnpdtc in
the public process and in identilying customer service problems.

Focusing On Policy, Strategy and on Performance
of the Organization?

| Organization policy frames?

; by corporate commun (,dtlon dt.[lvcn(,s

Planning and applying Communication activates based on the

Designing Strategy On lﬂwqmg 1o solve customer service pl oblems

Planned stake holder relation by corporate communication
acr 1__ vales.

a’[able and scheduled meeting with stake holders

Lsmbhshmg & building on Mutually beneficial trust worthy
relationship with stake holders.

Practice and Eq)ericnce in removal of key

In Tc lClItlf}HnL fundamental Customer service Problems?

Appmpnaie USdUC of Communication tools for solving customer
service problems?

] (,lcalmﬂ Clarification by Idﬁ-nnfymg, Lu:.tomm suvm;,ehallgnges"

Interaction between an organization and its external environment, in
the sake of service deliverance challenges?

/

s ss e 2as gl




The interface between the or gdlllLdIIOﬂ and its
environment, to help gathering, communicate and interpret
information from the environment as well

as representing the organization to the outside world.

Opportunities to solve customer service problems
in regarding to Corporate communication
practice?

Coordination internal and external stake holders

Well Scheduled and planed meeting with management group and
“with employees?

Promoting a two way communication between the managers and the
employees concerning customer service problems?

Applying Opportunitics for the purpose of solving customer service
problems

C hallenges of COrpu ate communication
Department in applying the right corporate
Communication Profession.

Genuine involvement in managerial decision making and the overall
strategic management
of the organization.

Perception of the man 1oement moups and staffs for the LUlpOlalC
communication Department. B

Allocating adequate budget for Corpor ate communication
_Department?

/\ccomp]lslmm qualme d and u)mpelltlw skilled man power for the
Department?

Accessibility of working materials [or the department?

Creating Appr(;priatc working atmosphere and Capacity Building for

_the Department Practitioner o - o
The Rcldllomhlp between wlpm ate communication department and
customer service department?

6.Your over all perception about corporate communication department of your
AN T s i T . T S P S e R S S s A R A A ST # et i

7. It you have any comment regarding corporate communication Over all activates and perception; please

can you notice it??

o



Appendix II

Depth interview questions With Ethio Telecom Department Managers

9.

How long have you been working in Ethio telecom?

What is your position and Involvement in the Ethiopian telecom management currently?
How can you evaluate the role of corporate communication in solving customer service
problems?

If your answer is yes for question no. 4 haw can it be described?

The Role of corporate communication in focusing on over all growing organizational
capacity?

How can be described the activity of corporate communication role in reputation and
identity?

What about the activity of the department effort in image Reputation in Identifying Image
building?

How it could be described on giving attention for public opinion and putting a solving
strategy for the problems?

How you evaluate corporate communication permanent and planned meeting with stake

holders?

. How it would be described on maximizing the value of information in the organization as

well as country wide?

. How do you describe the potential of corporate communication in problem solving and

decision making?
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Ambharic Version questioners
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Appendix IV

APA FPAAN NI Clrav Ty YAPTG PRRG avd® T IC AT
¢-HHIE aomeP

1. LY 29 o-0r A7 PUN LIL OCTPA?

2. (IFI®Rav. @A PAL COC 1ALYT 91T Tar?

3. pAkaovy PDCY Gl hoo R SCA a0’y NLHNGET Wi e 0o Paee
CATIADNT ANDT TCTT Dovq )1 WIZC LA 07PAPA Wi T
LANADNT?

4, oo CY G hoo 0T} GGy T NLINET W Aoy CRIAIAT
AONT T heodla: WIAC AP 2 hao: ao- O0A7 hAo- AL 1?7 nam-N
ng°r?

5. PA-Povy PhC 2ol hoo- 40 AanFAL 1RTIP Aot o0 PA0T ANTPA
AL LAINA AT

6. CIPovy Nq D NewTHIT AFAC CDCZ 6T hoo @0 @29 RILA BIINAAT

7. POALCHE WAl AN P om0 AS TCT T AATE-E0 hadyem qoved-T
Py Ll POl RIES BIAA AT

8. nOA £CT AhAT 2C ee(§ PT A 108 L Ag Clanlel Tl 71847
nNrIAC?

9. UG hda: 248 ARDIP avlB2 077 P Neshal 14l APA n"10é-eh T
NIRC?

10. QAmPAL T 054 TACTT Aovqd-T oo ATYPST oran 0 rlTr WL T

LoANANT
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6.

10.

Appendix V

Check list for Personal Observation

The way of Communication in the Organization?

Communication between employees and Middle and top management?

Corporate communication technology Application?

Employee’s relationship in the organization?

Communication between Employees on the same level of potation?

Role of Corporate communication in solving customer service problems?

Weakness and strength of corporate communication based on the Principles communication
in the organization

Employeces and Corporate communication relationship in the organization
Communication between different department in the organization specially ( Customer
service and Corporate communication)

Difference of customer service satisfaction employees regarding age and sex in

theorganization?
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