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Abstract 

T his study was fill attempt to analyze the role of corporate commun ication ill so lving customer service 

prob lems in the case of E thiop ian telecoml11unication Corporation. Corporate com lllunicat ion, as an in­

strument of management , has the task to harmon ize all th e co nsc ious ly used forms of internal and external 

commun ication , inc lud ing the ir stakcho lders Van Riel (199 5: 3). 

Corporate communication connects corporate governance, communication and soc ial integration and 111-

, eludes in te rnal com municat ion, public relations and market com munication Zcrfa (2004: 46). 

Accordin g to Zerfa (2004: 46) modcrn corporate management demands a two-way and strategica ll y 

planned communication based on most advantageous usc of all tools and functions of internal and exter­

nal comlllunication oC the company. 

Therefo re, ill this paper the resea rcher tried to al1H lyzc the ro le of corporate communicat ion in so lving 

cllstomer service prob lem s, in the case of Ethiopian Te lecommunicati on. 

The goal of this study is to pro pose a solutio n 1'01' the main customcr service problems, and to definc at 

what extent the corporate comlllunication so lves the problellls that may happen in custome r's service on 

the case o rthc Eth io pian Tc lecom munieation Co rporation. 

The findings indicated thai the corporate cOlllmunication has a remarkab le functions in the overal l acti·· 

ya tes fi nd ror til e sliccess or po licy and strateg ies or the company. Moreover, th e Policy, stnllegy and the 

perforll1ance of the organization are align w ith co rporate communication activ ities like in reputat ion, 

ident ity, Slake holders relation and co rporate social responsibilities, .. 

Howevcr the findin g al so revi led that Ethi Te lecom Corpo rate communi cation has short or of using 

pl\)perly those oppo rtuniti es thaL occurred in dirrerent sCllin g in th e company. A lso thcre is a scarce o f 

tv.'o- way cOlTllll unica tion w ith stakeholders. 

This resea rch concluded based on the findi ngs orthe study. In the end, recoml1lendat ion is rorward ccl that 

the rescarc he r think ,; to be he lprul fo r Lhe success of corpora te communicat ion activiti cs in the Ethi Tc le­

com Company as wel l as country wide. 

VII 



CHAPTER ONE 

INTRODUCTION 

This chapter introduccs the background o rlhe study, the statement or the problem, the objectivcs orthe 

study, the resea rch questions, the methods, th e purpose, the s igni ficance, the scope, thc limi ta tion and th e 

organi zation of the study. 

1.1. Background of the study 

Scholars argue thal corporate co mmunication can be characteri zed as a management fun cti on that is 

responsible For overseei ng and coord inating the work done by cOlllmun icat ion practitioners in different 

SPCCici iist disciplines. such as media re lations, pub lic Clrrai rs and ill terna l communication. Va n Riel 

( 1995;3 ) defines corporate co mm uni cat ion as 'an instru1l1ent of managemen t by means of which all 

conscious ly lIsed forms of internal and external cOlll lllun ication arc harm onized as effectively and 

efficicnt ly as possible', with the overa ll objective or creat ing ' a r"vorable bas is for rclationships with 

groups upon which the company is dependcnt'. 

Therefore how. the co rporate co mmunication of Et hi opia n Telecommunication Corporation is reso lving 

proLJlctns that emerged in associated \·" ith customer service? In order to make it easy the corporate 

communicatioll role in sol vi ng custom cr service problcms the researcher plans the chapter to begin by 

clarifying the Ethiopian t.eleco mlll uni cation period orcstabli shl11cnt Cll1d it 's Icga l back ground. 

1.2 Statement of' the problem 

Any org:mizational co rpora te com munication departmcnt has a ro le or periodica l research and 

ev a luatio n to dctcrm ine th e action s o r adju stm cnt s needed for soc ial harrnony between the 

organization. cll stomers. its publics. and stake ho lders. Also has an accountabi lity of" finding a reso lution 

for the problems that m"y cOllle to pass in the organi zation. Accord in g to Rae (2010; 153) Publ ic 

Re lations of/i cer ill l-l ar lle Poo l i3orough Council, Civic Centrc (unpubli shed material ) argues ih at in 

ever/ organization; corporate commun ication has to be clwllne led by strategies. /\nd the strategies must 

incll1de princip les or sharin g inrormation; receiv ing in format ion and engagin g with each other. Therefore, 

in order to identify and so lve clistomer service prob lems the Ethiop ian Telecomm un ica tion corporation 

has incluckd thc.sc f"undam ental pril lc ip lcs orcorporatc commu ni cation strategic!;. 

1 



According to Bouclah (20 II; 485), a resemch problem could be desc ri bed as the challenge wh ich the 
resea rcher has ex perienced or have knowledge of: and is interested in finding out its root causes and 
possible so lutions. As the researcher takes a lesson s ince the Ethiopian telecol11 muni cation was launched 
in 1996 by the Co unc il or mi nister, the corporate communica ti on role in the company in the case of 
customer service prob lems was never evaluated. The argument is th at jfthis is not donc, the Com pany in 
genera l and specifically the Corporate co mmunicat ion department may never know whether its services 
arc accomplished for the intended customer or not. 

On Heinemann (1 999; 640) argull1ent th e co rporate cOlllmunication fUllction res ists a s ingle fi xed 
pu rpose. It is a dynamic mixture or prob lem so lving skill s and in sights. It shoul d be viewed as a process 
rather than as an entity. But on hi s book he pointed out three key responsibiliti es encompassed within a 
truly effecti ve corporate pu blic affai rs fun ction: Aiding the management of change, Helpi ng to dell ne a 
corporat ion's role in society and assisti ng the creation of corporate vision and pu rpose. Therefore on th is 
contextual case ho\-\' is the occupation or Ethi opian 'f clccom Co rporate communication is fun ct ions ill 
solv in g clI stomer service problems? 

On the rescarcher outlook in Ethiopian tclecom th ere is problem of clarifi cation by uSlIlg corporate 
com munication activities focli sing on problems like technil.:a l standards and procedu res for the de li very 
of telecommunicat ion serv iecs, quality of nct work in fi xed, Illobi le, internet and data cOlll mun icat ion, 
nuctuat ion of ta riffs r~ l atil1g 10 basic telecollllllunica tion serv ices. As sLlch, thi s research wil! indicate a 
solut ion for such and re lated substa ntial questions. 

1.3 Research Questions 

v" J low corporate com munication fu nct ions in the organizati on? 
.,/ How the po licy, the strategy and the perform ancc of th e organi zation a ligned wit h 

corporate cOlll lllunicati on acti vities in reputation, management , ident ity formation, 
stake holder relat ion and corporate soc ial respons ibility? 

,/ Ilow Ihe pr(lclice and cxpericnce is artic ul ated in rem ova l of the key problems by 
us in g l.:orpol"a t(: cOIllJllunication as a tool? 

.,/ What arc th e opportuniti es of Ethiopian Te lecoill munication Corporat ion to so lvc 
cll stomer se rvice prob lems in relat iOIl to corporate commlill ication practice? 

.,/ What arc the Illa in cha llcnges on the appli catio n o f thc ri ght Corporate 
co mmu nication profession in to practice in Ethiopia n lelcco m? 

2 



1.4 Objectives of the study 

1.4.1GencralObjective 

The general objecti ve of the research is 

~ To assess and show a solu tion regarding on the role of corporate cOllllllunication tn 

so lving customer service prob lems in the case o f Ethiopian Te lecommunication 

Corporat ion. 

t.4.2 Specific Objectives 

The spec ific obj ect ives of the stuely are: 

» To asses and point out a sol ut ion fo r th e problems of c larifi cation by using Corporate 

cOllllllunication activiti es in the case of techn ica l standards and procedures fo r the 

de li very of te lccoml11 ul1 ication services li ke qu al ity of net work in fi xed, mobile, internet 

and data cOllllllunica ti on and the tarills 0(' different serv ice that has been deli vered on 

thc company . 

> To show readers a sense of how corporate communication is L1 sed and managed 

strategica ll y, tacticall y and operationally as a way of guid ing how organi zations can 

~ommunicatc with their stakeholders ( Intern al or Fxternal Stake Ho lders) in the case of 

so lving customer se rvice problems and with related tasks. 

);;:- To notice a solution on service del ivery prob lem of c larification th ro ugh comm unicat ion 

instruments fo r customers ,in the relating to basic telecommu ni cation services; 

» To indicate the challenges in the service pri vation capability on telccom employecs 

towards servin g th e public. 

1.5 Significance of the Study 

The study is sign ifica nce sincc:-

/\. Ii will provide reasonab le so lutions for the problems that will be identified. 

R. It a lso helps researchers in prov ision of inFormat ion as second ary data for future lise in the 

academic grou nd. Therefore, the researcher tries to find out th e in support of and do ing o f 

corporate communication in so lv ing customer serv ice problems in the case or ElhiopiHlt tclc<.:olll. 

3 



1.6 Scope of the study 

The study is limited geographica ll y to the Ethiopi an teleco mmunication corporation head offi ce corporale 

cO llllllunicat ion depa rtment nncilhc department 's three years perfo rmance parameters (201 5-201 7) in the 

case of so lving cli stomers se rvice problems. Thi s mea ns Ethiopian telecollllllu nication corporation zona l 

and regional offi ces are not inc luded in th e study due to time and reso urce constraints. The study main ly 

tr ies to assess the effects on the service deli very aspect from 1·lead orti ee and Add is Ababa zonal su rveyed 

staffs, corporate cOllll11unication perspective and from the customer's perception and Oll tcomes. 

1.7 Li mitatiolls of the study 

Do in g a research is not an e ffortles s sense of duty. Rath er it ob li ges to pass across IllHny cha ll enges. The 

study was faced on the fo llowing chall cngcs:-

./ Access to corporation data in requi red depth was not poss ib le due to confi denti ali ty policy or 

the corporati on "ndthe department. 

./ Interview in g hi gher Ethiopia n Telecommunication offic ials was diffi cu lt to organi ze due to 

stafr's cngagr.: mcnt in organi za tional iss lles . 

./' And ri na ll y th e major chall enges that f~l ced this study we re tim e, budget, willingness of 

responde nt s alld lack o r prev ious research in the field o r Corporate commu nication ro l ~ and 

problems of clI stomer service in Ethi opian context. I\ s a result , the questi onnai res did not 

coll ect on ti mc . 

1.8 Organizatioll of the papel' 

This ~~ tudy is orga ni7.ed in live chapters. The lirst chapter dea ls with the introducti on th at encom passes 

abstract. backgrou nd, organ izational pro fil e, statement o f' the prob lem, resea rch qu estions, objecti ves. 

s igni ficance, de lim itat ion/scope. and li mitati on or the stud ),. The seco nd chaptcr presen ts the rev iew o r 

related li terature. Chapter three foc llses on the rcsearch mcthodo logy, data co ll ection, proced ures Hnd 

sa mplin g techniques. ",hcreas the fo urth chapt er states the res ult anal ys is and di scuss ion or the data. 

Finally, chapter fi ve co nCCI11ratcs on major finding, conclus ions and reco mmendat ions or lhe resea rch 

fi ndi ngs . 
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CHAPTER TWO 

2 LITERATURE REVIEW 

This study is des igned to asses and investi gates the ro le o f corporate com muni catio n in solvin g customer 

serv ice problems. T here fore, th is part of th e study w ill try to di scuss the theoretica l aspects which inc lude 

th e concept of corporate communicati on and related literature w ith the functi on of corporate 

com munication in an orgalli zation; in spec ifica lly it foc lises on the ro le of corporate cOlllmunication in 

solv ing clistomer service problems and the fund amental problems or clistomer serv ice in an organization, 

Also thi s chapter w ill deal wit h corporate cOlll lllu ni cati on stake ho lde rs and related to pics. 

2.1. Concept of Corpo.-ate Communication 

Different scho la rs defi ne Corporate communication from di fferent pcrspectives, but accordi ng to 

Corne li ssen; (2017 ; 540) on the broad concept; Corporate communication is re ll ected in the word 

'corporate' in Corporate communica tion. The word reters to the bu siness setti ng in which corporate 

com munication emerged as a separate function (alongs ide other fu nctions slIch as human resources and 

fi nance). As Cornelissen; 20! 7; 540) th ere is a lso an important second meaning w ith wh ich th e word is 

being used. ' Corporate' orig ina lly stems from the Latin wo rds for 'body ' (coljJUs) and fo r ' forming into a 

body' (corporate), w hich emphasize a un ified way of looking at 'iniernal ' and 'externa l ' communication 

d iscip li nes . Instead of look ing at spec ia li zed di sc ipli nes or stakeholder groups separa te ly, the corporate 

commu nication fu ncti on starts fi·om the perspective o f the ' bodi ly' orga nizat ion as a w ho le when 

eOlllmunicating w ith internal and extern al stakeholders. 

Corne lissen; (201 7: 540) has defined and summarized Corporate communicatio n in the fo llowing way; 

Corpora!"!; cOlll lllunicati on is a managcment function that offcrs a framework for the effective 

coordination of a ll internal and external communi cation w ith th e ove ra ll purpose o f establi shin g and 

maintaining 1 ~l vora bl c reputat ions w ith stakeholder groups upon which the organi zat ion is dependent. 

In Tench and Yeoans (2 006 ; 540) Corporate cOlll mun ication is defined as the communi cation of 

corporGie va lues as o pposed to the promoti on of consullIer products or serv ices. Accordi ng to Tench and 

Y eoans (2006 ; 540) cxp lanalion lh is definition briefs, marketing is co mmunicati on aimed at consumers, 

and Corporate communication is communicat ion direc ted at other publi cs and sta keholders. This 

approach l inks corporare com municat ion to concepts of managing corporate reputation, corporatc image 

and relat ionship managcment. 
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.. Internat ional Jou rnal o f Stratcgic Communicat ion Vol ume I, Issuc I (2007; 94) c learly art ic ulated that 

scholars a nd cOIllJllunicat ion professional s have adopted strateg ic commun ication as an um brella term 

meant to inc lude a var iety of communication-re lated profess ions, such as publi c re lations, brand 

com muni cation, advert is ing, a nd more. A lth ough the term is not new, schol ars have on ly recentl y 

examined it as a cohesivc pa rad igm. Ha llahan (2007; 3) defi nes strateg ic communication as "the 

purposeful use of communi cati on by an orga ni zation to fu lfi ll its mi ss ion". It is multidisci plinary in that it 

draws from a variety of methods and subject area s, 

According to Pau l (20 II ; 5) creating c lear goa ls and understanding " how a certai n sct or audi ence 

attitudes, be haviors, or perceptions w ill support those obj ecti ves" is what makes communicati on strategic . 

In strategic communi cation, message deve lopme nt, or the process of creating key po ints or ideas, requires 

hi gh levels or pianlli ng and research. T hese messages are targeted, or created with a spec ific aud ience in 

mind, and he lp to posit ion all organ izati on's cOllllll unicati on goals wi th its struc tu ral goa ls. As the world 

becomes inc reasing ly interconnected th rough new forms or co mmunication, the role o f strategic 

com mun ications is to he lp organ izations understand how to effect ively de livcr their message to key 

audiences. 

2.2 Concept of Corporate Reputation 

Fombrlln (1996; 233) explanation HCorporate rep utat ion is the overa ll es tim ati on in which a compa ny is 

hetd by its constituents, J\ corporate reputation represents the 'net' affective or emot ional reactio n - good­

bad , weak or strong - o f cllstome rs, investors, employees, a nd gene ral public to the company's Ila me'", A 

var iety of definitions of reputation have bee n o ffcred fro m a num bcr of different academic and 

professiona l backgrounds . According to the (American Heritage Dictionary 1970: 600) ' reputati on' is ' the 

general est imation in w hic h o ne is he ld by the publ ic'. However, if one looks at the various defin itions of 

re pu!"2t!8!1. one may note that the in tersection or integrated view o rthe vario us de linitio lls suggests that; 

Re putation is all inta ngi ble asset: as an intangib le, reputation re presents a I'inn 's past actions and 

descr ibes a fi nn ' s ab ility to del iver va lue outcomes to Illu ltiple stakeho lders Mahon(2002 ; 1760); 

FOlllbrun ( 1996; 234) 

Re putat ion is 1:1 deri vat ive o f other actions and behaviors o f the firm : It is diffi cult to iso late one variable 

that' innllc nce, perceptions (0 a greate r dcgree than others across a ll stakeho ldcrs Schu ltz (2006; 25 1). 

Reputatio n is the collecti ve representat ions s l,"red in the mind s or multipl e publics about a n orga nization 

over ti me Gruni g a nd I lung (2002 : 14900 Yang a nd G runig. (2005; 347), and is deve lopcd through a 
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comp lex interchange between an orga nization and its stakeho lde rs Rindova and Fombrun, (1999 ; 

424). 

Reputation is j ud ged wi thin the context of competiti ve offerin gs: Fom brun and Van Ri e l, (2003; 280); 

Fombrun (1990; 233). Reputat ion is not normative for a ll companies. This diffe re ntiation is not 

necessaril y the same fo r all attributes o f the finn and for a ll stakeho lders. 

Reputation is the way in which stakeholders, who kn ow little about an organization's true intent, 

determine whet her an o rgan ization is wort hy o f the ir trust Stigle r (1962; 170) . 

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

In genh o ff, (20 II ; 148). Thiessen & In genho n; (20 I I; 148) al so dclined rep utation as: 

./ th e general esti mati on in wh ich a person is he ld by the public, 

./' the state or situation of being held in high and ill a good opinion, 

./ a specific characteristi c or trait recogn ized to a person or thing: a reputation for 

good manners. 

2.3 Models in Communication and Reputation 

Orga ni zations have changed the way they re late to the ir stakeho lde rs as a requirement of what has been 

labeled as the 'new cOlllll1unication era', Sources of competiti ve advantage arc not anymore the trad itional 

Diles, and stakeho lder management through effecti ve comm unicati on becomes a moderating f~lcto r in the 

pursuit o f beller fin ancial performance Berlll an (1999; 66). The ineffecti veness of attempts 10 

com municate different messages to different stakeholders is a new important feature of tile reality brought 

by the new com munication techno logies. Organi zations have to adopt an integrated approach to the ir 

communi cations if th ey are to survive in thi s environment. Van Rie l (1995; 3, 2000; 5) introd uces the 
r 

orchestrate of cOl1ll1lunicat"ion through a sustainable corporate story as a tool to achieve the organizat ions' 

obj ecti ves. 
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2.3.1 Rep Trak® Model 

Van Riel (20 12; 393) the RepTrak'" Model of the Reputation Institute-tools for Branding describes it' s 

interconnection in the following diagram. 

f hp RppT rilk"" Alignment Monitor 

,.1 
IN'OItMINe 

ot.VILOf"tNO CAl'A.ItU1'1U 

Source:- Van Riel (2012; 393) 

<'Ir.'tt'gl ~ 

Alip'llll1f'nt 

The project design appli es the RepTrak model of the reputation institute, an authoritative intemational 

framework that measures repntation, identifies the factors that guide it and allows companies to track and 

compare their perfonnance 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 

intemational 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 fow' attJibutes: 

esteem, trust, admire and feeling . The sow1<lness, 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 Servi ces, Innovation, Workplace, Governance, Citizenship,Leadersh ip, Perfonnance 
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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 

cOllllnwlications fWlction and strengthen the relationship with the management team. On van Ruler and 

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

~ People over processes: Fonning a group of skill ed and motivated people is vital. In fact, it is 

strongly believe that people trump process. 

,/ 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. 

9 

\ ... 



./ C ross functional collaboration rather than s ilo behavior: The maj ority o f 

communicati on and reputationa l challenges we are fa cin g nowadays require intensive 

col laborat ion. Deve lopin g strategies in splendid iso lat io n is a no-go. Strategy deve lopm ent 

requires cross fun ctional collaborati on . 

./ A one-pagcr over a b u lky rcport: No profess io na l should be tortured by reading bu lky p lan s. 

And no profess iona l should be given the thankl ess ta sk o f writin g those docum ents. Ma nagement 

simply won't read it. They only ca re for the vita l information: " What are the commu nications 

objectives? How it wi ll be go in g to rea li ze th ese objectives? And what is it go ing to cost?" 

According to van Ruler and Korver (2014; 95) based on the four sta rt ing poi nts mentioned above, they 

have co nstructed seven requirem ents fo r a good strategy deve lopment model for pu blic re la tions and 

COIllI1l ll 11 ical ion managem ent : 

I . Clear vision on communications and its added va lue to the miss ion of tile organi zation 

2. Focus on internal and externa l context as building blocks for constructin g ambitions 

3 . No smart objectives but in spiring ambitions based on c lear cho ices 

4 . Exp lic it accounta bi li ty tha t su its th e ambition 

5. Clear choices in every build ing b lock, as hypotheses for the fu ture 

G. Compact to fit 0 11 one page 

7. Adjustable at any t ime to respo nd to s ituational dynamics 

II .1' \ , 

.' , 
I,t •. 
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Source:- va n Ruler a nd Korver( 2014 ;95). 

As of van Ru le r and Korver (2014 ;95) thi s diagram ind icates that the mode l o r c ight building bl ocks. 

And the model co ns ists of e ight interdependent building blocks whi ch de monstrate how deve lop a 

strategy. Anyone ca n start wherever he/she wa nts, as long as the choices made in one buildin g block. And 

it will be cons iste nt w ith choices made in other bloc ks. Two questions per building block he lp 

profess io nal s to make these important dec is ion s . 

./ Building block 1: Ambition :-" a strong des ire to do o r achieve something" 

./ Building block 2: Vision:- add va lue to o rgani zati onal strategic cho ices a nd the ro le o f th e 

cOlllmunica tion profess ional signifies in the orga nization 

./ Building block 3: I nte,"nal s ituation :-What is goi ng on in the o rga ni zation? the "sty le of the 

house" 

./ Buildin g block 4 : External s ituation: - what is going on in the outside world and of publi c 

opin ions, and social moods. 

" Bu ilding block 5: Accou ntability: - exact respons ibilities regarding ambitio ns and how interna l 

and external co mlllunication progress measure . 

./ Building hlock 0: Stal<cholde,"s:- ·· target groups" of th e orga nizati on 

./ Bui ldi n:! b loei< 7: Rcsourecs:- IS abou t being eq uipped to do the job. It is about bueiget, budget 

alloc::Itiol1 and about cOll1petcllcCS 

./ B uilding b locks 8: A pproach; strategic decis ions a nd o perationa l activ iti es. 

2.5 Corporate Brands and Corporate Identities 

On Come lissen (2017; 540) thought; a lthough the Co rporate brands and Corporate identi ties conccpts are 

olkn lI sed interchangeably but there are c riti ca l d irre rences between thelll. The corporate identity 

concept. relers to the di stinct attributes o f' a n o rgani zat ion and as such addresses th e ques ti ons " what a;'e 

we?" and "who are we?" As s lIch, it encompasses iss lies such as bus iness seope and c ulture a mong o th ers 

Ballllcr a nd G reyser, (2 003; 99) . fo ll ow in g thi s perspecti ve, th ere a rc im porta nt di fC" r" " ecs between the 

concepts of the corporate identity and the corporate bran d. 

T he; first ~nd mos t fundaill ental diffe rence is that the ide ntity conccpt is applica ble to " II enl ities . Yet, not 

every ent ity has, pli::I1 S to have. wants o r cven !leeds a co rporate bra nd . "S s lIch, .a corpora te identity is a 

nece3sary concepl whereas a co rpor:Hc brand is contingc nt. For insta nce, the necess ity or des irability o f 

havi ng or ma intainillg a corporate brand wi ll be reli ant o n a host of ot he r facto rs such as the 

orga ni zation's strategy (the fi rm may operate in markets wherc corporate brands arc rcdundant or whci'c 

11 



there is a mo nopoly, or where the markets are cOlll moditized: the need for corporate bra nds with in some 

parts o f the public scctor may not be as stron g, although in olhe rs it most ccrtai nly is: the uni vers ity sector 

is a case in point regarding the latter). 

2.6 The I"Ole of corporate communication in an organization. 

Modern standard of Corpo rate cOlllmunication is unde rstood as " centra li zed managcment o r overall 

company coml11unication", dea ling \;o.lith Ilumerou s stakeho lders, and aimin g at achiev in g the hi ghest 

re putatio n possible Schmid and Lyezek, (2006; 8). 

Van Riel (1995; 3) all ocates to Corporate communication the role of a managemcnt in strument with the 

task to " harllloni ze a ll consciously used form s of internal and external communication with its 

stakeholders. Although the Corporate commun ication is very often ide ntified w ith the public re lations, 

Corporate co mmunicati on defin it ions describe its ro le in the company much 111 0 re widely. 

According to the theory of integrated corporate communication, the corporate cOlllllluni cation cO llnects 

man agement, cO lllllluni catio n and social integration and it comprises organizationa l (internal) 

com munication , public relation and market communi cation Ze rfa A, (2004 ;46). The theory also says that 

the organizational c0l11l1lunication takes over the communication re lationship with internal publi cs of the 

com pany, espec ia lly in the segments of employee comlllunication and inves tor re lations) where it 

addresses the stakeholders as the ca pital provide rs in joint stock co mpanies. 

Zerfa (2004 ; 46) defi nes externa l co mmuni cation depending on the prin c ip le of re lationship w ith market 

and non - market publics . Therefore, public relations cultiva te communication '"''lith med ia and opinion 

makers, socio-ctlltural publ ics (co mm unities) and publi c aff~\irs (e.g. government relations). Ma rket 

c0111m Llni cal-io ll dea ls w ith custom ers, suppliers and competit ion. 

On 2nd in te rnat iona l OFEL Conference on Govern ance, Mana gemcnt and Entreprene urshi p (2014;245) 

explained that in the process of carrying out its task, the corporate communication establishes and 

maintain s reputation and it is responsible for shaping of the external presentation ofa company; as sllch, it 

is an important fUllc ti on of corporate governance, in term s of reputation managem ent Nobel, (2006 ;93). 

Strategi c cultivation , mainte nance and strengthening of reputation a re the key tasks of co rpora te 

com muni catioll. Reputation is essential ro r a long ter111 survi va l of the company; in the end , reputation is 

the Cactor of creating values alld it al so has a money makin g c haracter. Reputation management precedes 

guiding values o r f{xilling o f thL: corporate id ent ity, co rporate comm uni cat ion a nd of creati oll or the 

posit ive corporate image in the eyes o r ind ivid ual stakehold ers Fombrull , (1996; 233) 
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2.7 Similaritics and difference betwccn Public Rclation and COJ'poratc 

communication 

Th e International Publ ic Re lat ion Associat ion addressed Public Relation as; "Public Re lations practice is 

the discipline concerned w ith the reputation of organizat ions (or products, services or individual s) w ith 

the a im of earning understa nding and support. " Ali son and Thcakcr (2004; 34 I). Orga ni zation ca n set up 

their meaningful PR through different ways. For example, "The typica l public relation s measurement 

focli ses on count ing c lipping, circulat ion figures, and cloi ng so me message analysi s. Given the high 

proportion of public re lations activities that is sti ll foc used on media re lations and publi city, med ia 

content analysis is olle methodology or tool for eva luating public re lations. 

Med ia content analysis can provide va luable 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 too l I"r corporate. To prove 

that, "Publ ic relat ion (PR), the predecessor to the corpo rate comm uni cation (Corp Com n) function , grew 

o ut of necessity. A lthough corporations had 11 0 spec ific strategy for co mmuni cations, they often had to 

respond to external constituenc ies w hether th ey wanted to or noL" A rgcnti (2003 ; 130) where as 

Corporate communication is defined by va n Ri e l's (199; 247) book Principles of Corporate 

COIll Illunication. 

'fhe Dutch professor defines Corporate communicati on as the harm oni zing of all internal and external 

communication in the organizati on " in slich a ll attractive' and real istic manner as to create or maintain a 

positive rcpul'ation for groups with which the organizat ion has an interdependent re lationship (o lkn 

referred to as stakeho lders)." Th ere fo r as of hltps:llbi;dluenLcom/about-6686310-pub lie-re lation­

corporate-collll11l111 icatioJl,htllll Public re lations and corporate communicat ions arc relatively [he same, 

though the ir objectives and tactics are often quite different-conflicti ng even. They are the proverb ial 

k iss ing cousi ns of communication, and just as public relations creative ly promotes the favorable image of 

its cl ient to the public, Corporate com muni cations adheres to th e complicated bylaws of comp liance in 

both internal and externa l communication, promoting the integrity or a corporation wi th very little room 

for creativity. And while they arc very different, both types of com mun icatio n arc heavy-h itte rs in any 

compally's success. 
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2.8 T hc Rclationship bctwccn Corporatc Communication and Corporatc 

Rcputation 

A lot o f studies confirm th e expccted benefits associated w ith good reputati ons. " Resea rc h shows that 

reputation has an im pact on the perception of the management sty le as wel l as on purchasing dec isions 

Yoon ( 1993; 226). It attracts qua lifi ed staff Eccles (2007; 104) and it deepens relati onships de Castro 

(2006; 147), it guides in vesto rs thro ugh investment dec is ions Schutze and Re nnhak (2005;93) o r bui lds 

tru st I-Ierger (2006; 123) Ingenhoffand So mme r, (20 10 ;23 1). Reputation ult imate ly becomes an essentia l 

criteri on to dilTerent iatc between o rgan izat ions. S ince serv ices, products o r pe rfo rm ances in genera l 

inc rea s ing ly resemble eac h othe r, re putatio n is a s ignifican t co mpetiti ve [acto r, too . A lthough the val ue of 

reputati on has been wid e ly di scli ssed and a nal yzed lor organi za ti ons, its pos iti ve impact may be 

trans ferred to non-economi c organizati ons as we ll Park s (2008 ;2 13) T hiessen and Ingenhort; (20 II ;8). 

Therefore, a company acts to manage its reputation. 

An entity \v ith an unfavora b le re putati on may e ngage in actions that enhance its re putatio n and even a 

company w ith a good reputat ion may engage in action s des igned to mainta in a nd enhance its rc putational 

effect. "Companies e ngage in the ex plic it reputat ion-buildi ng activiti es suc h as ad vert is ing o r publ ic 

re lati ons in o rder to im prove the ir co mpanies" rep utati on" Fombru n, ( 1996; 234). 

Commun icati ng belie vable a nd cons istent messages across all t:orporate platform s is essenti al wh en 

buildi ng a st rong corporate re puta ti on and trust through med ia o r o ther moni to r. A study by Fombrun and 

Shanley (1990; 109) in ves ti gatin g the facto rs that inilue nce corporate reputati on fo un d that pub lics 

construct reputat ion on the bas is orcorpo rate s trategy s igna ls and in st itut io na l s igna ls. 

2.9 Corpo ratc communication and Stal{c holdCl"s 

Corporate communi cation is described as a manageme nt function that o rfe rs a rramework and vocabulary 

for th e effective coordination of all mean s of eonllllunications with the overall purpose o f establishing and 

ma inta inin g f~l vorable reputati ons w itb stake ho ld er gro ups upon whi ch th e o rga ni zat ion is dependent 

Coro loscn (2008 ;254 ). Thu s. corporate co mmuni ca ti on is impo rtant for a compan y because it is through 

com municati on that an organ iza ti on 1!Hlkes contacts w ith its clistomers, suppli ers a nd o ther elcments both 

inte rn a l and externa l o f th e organi z<t t ion. 

Coro lasen (2008 ;254) a lso cla ri fy corporate cOlllmuni eati on and stake ho lde rs as, sta ke holde rs arc 

s ignificant ro r the success of corporate communication acti vit ies. Corporate communi cat ion sta keho lders 

are di vid ed in to two catego ri es. th ese arc; internal (e mpl oyees, shareho lde r, manager. ) a nd external , 
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(agencies, channel partn ers, media, government and general publ ic). As Johansson (2007; 20 I) shows, 

definitions or corporate comm unication employ dividing lines between interna l and cxterna l 

com mun ication 

2.10 Highlights of Telecommunication 

As Constitu tion and Convention or the international te lecommun icat ion lin ion. optional protocol and 

recommendat ions, Gcneva 1992 defines T elecomlllunication, Any transmi ss ion, cmi ss ion or reception of 

signs, signals, writing, images and sounds or intelligence of any nature by w ire, radio, optical or other 

e lectromagnetic systems. 

2.11 Highlights of Ethiopian Telecommunication 

Information o btained fro m ethio telecom 20 17 annual report and d ifferent unpu blished doc uments 

indicate that the Ethio pian tclecomm uni cat ion corporation (ETC) is th e oldest pub lic telecolllmunication 

operator (PTO) in Africa. Esta blished over a century ago, but Proc lamation No.49/1996 establi shed the 

current legal structu re of ETC in November 1996, along wi th a separate entity, the Ethiop ian 

Teleeol11munieati on Authority (ETA). 

The former ETA had been responsible for the execution or both regulatory and operational acti vities, an 

arrangemcllt that was establi shed in198! under the Illinistry or transport and communi cation s. A lthough 

the organ ization dates back to 1894, the first autonomous ent ity is conside red to be the imperi a l board o f 

te iccollll il uilicatiun uf Et hiopia (1I3TE) establi shed by proc lam at ion 131 on October 15, 1952. While 

operating as JETE, six significant rev isions were untaken in 20 years be fore renamed in 1975 as the 

Prov isiona l M il itary Government of Soc ia li st as ETA in Jan uary, 1991. 

After the downfa ll orthe mi lita ry regime in May 1991, the transit io nal government of Ethio pi a issued the 

new economic reform in Oc tober 1992. The overa ll restricting program change previously centrali zed 

command economy to a free market oriented one with the aim or mak ing government owned enterpri ses 

more efficient and efrect ive. 

T he governm ent is a lso g iven god liness to the deve lopment o f ru ra l in frastructure (http ://www. 

ethi ote lecolil .et accessed on 23/ 12/201 2) . The current Eth iopian govern ment has made the deve lopmen t of 

information and communication technology (lCT ) Olll: of its strategic priorities. Thi s leT po licy is a 

demonst rati on of its commitment lO the deve lopmen t of le T both all ind ustry anci as an ena bler of socio­

economic transformat ion. The policy stems from the recogn ition by the governmenl of le T as the key 

drive;' and fac ilitator for transforming Ethiopia predominately su bsistence agricu lture economy and 

soc iety into an information and knowledge based economy and soc iety, effective ly integrated into the 

g loba l economy. 
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CHAPTER THREE: 

3. METHODOLOGY 

This chapter foclises o n the resea rch meth odo logy whi ch dea ls with resea rch des ign, sa mpl e size and 

sampling techniqu e. In additi on, so urces o f' data and proced ure of data co ll ect ion method is presented 

under this chapter. 

3.1 Mcthodology of thc Study 

The research used to study the prob lem was descripti ve survey. Descripti ve research includes surveys and 

fa ct-ftndin g enq uiri es of different kinds. The major purpose o f descriptive researc h is description of the 

state of affairs as it exists at prese nt Kothari (2004:2) . And this resea rch paper also was L1 sed infe rential 

'where the resea rcher interacts wi th the pc~rti c i pant in volv in g surveys represen ting cu rrent status and 

conditi ons of corporate communication acti vates spec ially in the case of solving prob lems whi ch are 

related with customer service problems. 

3.2 Research ])esign 

Resea rch des ign is the concept ual structure ""it-h in wh ich research is co nducted; it consti tutes the blucprint 

for the co llecti on, rneasuret11ent and ana lys is of data Kothari (2004: 3 1). It refers to the overall strategy 

that the resea rche r integrates different components in a coheren t and logical way. 

As sc holars though t there arc two general met hodo logical approaches in th e soc ial sc iences: qual itat ive 

and lJuantitative. It de pends on \vhethc.r the researcher v/ants to collect stati stica l information or narrative 

in fo rmation. According to Stoep & Joilnston (2009: 7) qua ntitati vc approach spec di es nUllleri ca l 

ass ignment to the phenomena und er study, whereas qualitative approach produces narrative or textual 

descripti ons ofthc phenomena un der study. 

Qualitati ve research is close ly assoc iated with a vari ety of data co ll ection techniqu es like unstructured 

interviewi ng, participant observation, and discoursc analys is that give privi leged access to people's soc ia l 

meanings M ill er & Brewer (2nO}; 239). It in vo lves data co ll ect ion procedures til at res"lt primaril y in 

open-c11ded, non-n umer ical data wh ich is then ana lyzed by Il o n - ~; t at i stical method s; whil e, quantitati ve 

resea rch re lics on numerical data wh ich is co ll ccled by qllestion nai res or ot her data co llec tin g methods 

and analyzed primar ily by stat isti cal methods by using stati sti ca l softwa re sllch as SPSS/Stalistica l 

Package ror Soc ial Sc icnee/ DOl'll yei (2007: 19). 
;c­
• 
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On the other hand, according to Do rn yei (2007; 36-39) us in g e ither qual itative o r quant itative approaches 

by themse lves is inad equate in th e field of socia l sc ience. Due to th is reason for the past 15 years mixed 

research, w hic h comb ines both qualitative and quantitat ive methods, has been increas ingly seen as a third 

approach methods in research methodology. According to him thi s method has the strength to overcome 

the weakness of another method us ing in the study. 

The objective of the stud y: as mentioned in chapter one of th is study is to propose and indi cate a soluti on 

o n Th e Role of Corporate Communication in So lvi ng C ustomer Service problems in The case of 

Ethiopi an Telecomlllunication corporation .Therefore, in order to make it su it to the co ll ection of the 

req uired information from a larger sam pl e and make the analysis easier, the study has employed a 

quantitative method by incorporating a qualitative item into the questionnaire. Thus, data was gathered 

from selected , emp loyees, manageme nt grou ps and from the corporate com muni cation depaltment staff. 

C losed ended and some o pen ended questions in the questionnaire had been inc luded and structured 

interview questions was pmt of the questionnaire. In addition to questioners and interview, corporate 

cOlllm unicat ion department structure re lated documents such regulations; guidelines, st rateg ies and the 

likes are a iso examined. 

3.3 SOUl·ce of Data 

The researcher used both secondary and prima ry data sou rces. The primary source was the main source of 

data fo!' th is study. It was collected by d istributing <lucstionnairc a nd conducti ng interview. As the 

resea rch intended to in vest igate the impact of corporate cOlll mu nicati on in solv ing c ustome r servIce 

problems in Telecom Organization a set of questionnaire was distributed to se lected corporate 

com mu nicators, staffm cmbers and Ma nageria l g roups. 

The secondary data was co ll ected via detailed rev iew of related literature s lIc h as academic books, 

journals (art icles), tclecom regulations, ErDRE proclamations, regulation s, guide lines, st rategies Hnci 

other relevant doc uments whi c h arc related to the ro les o r corpo rate co mmuni ca tion. 

3.4 Tat"get population, Sample size and sampling techniques 

Accordi ng to 2009 E.c (2017 G. c) a nnual Report or Ethiopian tel eco l11l11unication cOl'poralion a s or May 

31,200]7 ethi o tclecoJ11 ha s 13,276 emp loyees a ll over the country. It has e ightee n high level regiona l 

a nd zo nal shops througho ut the cou ntry whic h have a total 01'216 sub-shops. 
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Table 1 Existing Tlcad Counl-By Location 

Ii I' il,fl~ -;h~~ . , ! r, ~, ""." . 
Location Male Female Total Female Percentage 

I 
Assossa Region 120 17 137 12% 

CI\:\7 228 88 }16 2W~\l 

I \A7 400 120 520 23'?,;, 

ER 422 80 502 16% 

Gambella Region 98 10 108 9% 

He~d <juancr 3.185 1668 5053 33(% 

Jigj iga Region 24 1 22 263 8% 

NJ\AZ '-'7 104 -UO _'_1 2-1-°'0 

NER 418 84 502 17% 

NR 5'10 95 635 15% 

NWR 591 163 754 22% 

SAAZ 328 99 427 23% 

Semcra Region 123 9 132 7% 

SER 548 101 649 16% 

SR 835 182 1017 18% 

S\\'1\ t\/ ',_ 1 un; -iN ~-+~ (I 

SWR 456 75 531 14% 

\, ,\Al '" 78 -ll I 1 C)(J .. o J.Ll 

WR 384 55 439 13% 

Total 
10118 3158 13276 24% 

Source :- Ethio Teleco m human resou rces division l scgregated emp loyecs profile as of May 31 ,2017 

N.B From the Above chart the shad ing column is placed is Addis Ababa. The tota l # is 7606:- Which is the total 

population of the study and the samp le s ize was calcu lated by the rule ofl humb, in the following way. 

n··= N 

I I N(c)} 
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Out o f these e ighteen high level shops, c leven hi gh leve l sho ps found in the regions and the rema in ing 

six shops found in Add is Ababa. Due to geographical and resource constraints the researcher will chose 

employees of six zonal shops Found in Add is Ababa and head quarter as a target population w hich have 

total of 7,606 ( 57.29 %) employees included in the study by usin g s imple random sampl ing techniq ue 

( lotte ry sampling). 

The rationale o f admini stering this techniquc was accordi ng to Geo ffrey (2005; 196) sim ple random 2 1 

sampl ing method involving se lecting ra ndom ly from a li st o f the populati on (a samp ling frame) which is 

the rcqu ired number of subj cets for th e sa mpl e. As c ited in Glen n (201 2; 240) there are several 

approac hes to determ ine the sampl e size, thi s includes using a censlIs for small populations, imitating a 

sample size of similar studi es using published tables and appl ying formula to calculate a sample size. 

Among a ll these alternati ves, this study prefe rs the formula derived by Yamane (1967 ;309) c ited in 

Glenn (20 12;240) rul e of thumb, based on the informatio n from the data, for the popu lat ion of 13,276 at 

7% marg in of error and 93% confidence level 

n= N 

I+ N(e)2 Wh erc n =sample s ize, N =populalion size, e = Icvel of precis ion given that 93% 

confidellce leve l and P :~=! 7% arc asslIllled. 

n~ J.1,276 

1+ 13276(0.07)2 

n= Ll276 200.96 i.e. ilmeans n=20 I 

1-/- 13.276(0.0049) 

n=201 

The sample size is 20 I. 

The researcher used 20 1 respondents as a sample. In additi on se lect ion of respondent s was made by 

conveni ence sampl in g (non - probability sampling). And to determine the sa mpl e size o f the se lected 

branch. the researcher w ill lise one or th e non- probability sampling technique i.c . proporti onal sa mpling. 

Accord in g 10 Ca th eri ne (2007: 97) propo rti onal sam pling is a non-p ro babili ty version o r stratified 

sa mpling. rh e distinguishing featurc ora proportiona l sampling is that gu idelin es are set to ensure th at the 

sample represents ecrtain characteristics in proportion to their prevalcnce in the population. 
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Table 2 Sample size 

No. Office No.of Sample size Pel'centage 
employees 

I HQ 5053 134 0.664 
2 CAAZ 316 8 0.042 
3 EAAZ 520 14 0.068 
4 NAAZ 430 II 0.57 --
5 SAAZ 427 II 0.056 
6 SWAAZ 449 12 0.059 -- --
7 WAAZ 4 11 II 0.054 - - - --

Total 7606 20 1 100% 

Accord ingly the samp le for I IQ, CAAZ, EAAZ, NAAZ, SAAZ, SWAAZ anel WAA Z will be 134, g, 14, 

I I, I I, 12 and II respectively. +h~ method of ca lcul ati on is as fo ll ows; 

,/ HQ =0.664 (Percentage out o f the total sa mpl e size) 0.664*201 = 134 (No. ofresponelents out of 

the tota l sample size) 

,/ CAAZ =0.042 (Percentage out o f th e to tal sa mple size) 0.042*201 =8(No. of responelents out o f 

the total sample s ize) 

,/ EAAZ =0.068 (Percentage out of the tota l sample s ize) 0.068 *201 = 39 (No. o f rcsponclents out 

of the tota l sa mple size) 

,/ NAAZ =0.057 ( Percentage out of the total sam ple s ize) 0 .057*20 1= I I (No. of respondents out 

of the total samp le size) 

,/ SAAZ =0.056 (Percentage out o f the tota l sample s ize) 0.056*20 I = II (No. of responelents out 

o f the lota l samp le size) 

,/ SWAAZo· O.059 (Percentage o ul o f the tota l samp le size ) 0.059*201 = 12 ( No. o f responel ent s 

a lit of the tota l sam ple s ize) 

,/ WAAZ=0.054 (Percentage a li t o f the tota l sa mple size) 0.054*20 1= 11( No. of responelents out 

o f the to ta l samp le size. 

,/ O ffi ce HQ, CA AZ, EAAZ, NAAZ, SAAZ, , SWAAZ ,WAAZ ,TOTAL No. of emp loyees 

5053,3 16,520,430.427,449,41 I total= 7606 percentage 0.664 ,0042,0.068,0.057,0.056,0.59,0.054 

respectivel ) total percentage 100% Sample s ize 134,8, 14, 11, 11, 12, 11 , total 201 SWAAZ 

=0.16 1 (Percentage out 01· the total popu lation) 0.0664 *20 I = 134 (No. of responclents 0 111 of the 

total sample size) WAAZ =0. 144 (Percentage a li t o f the tota l popli lation) 0. 167*204= 29 (No. of 

responclents a li t of the total samp le sil.c ) 
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Table 3 I';xisting Head Count-By O .. g""a:;.n;.;iz:;;._a""t,,,ioc:..n=-_-:-_._~_-::::-___ --:::_-:-_ 
IO~ganization I M~ Female , Total percen_tag_e Of-F~.=m=al=e ~ 

CEO Offi ce ___ +_ 53 1=, 35 _+ !8 
Customer Service 
, 
Fntcrpriscs -, 

r:-" 1lll:lIlCC 

689 

304 , - -- I 

40% ___ J 
727 1416 

146 _L_450 - - ---~ 

51% ' 

32% --1 
- -----" 

I 
466 343 809 

Human Resources 
160 116 I 276 

In formati on System 
i I i 42'1::° __ 1 

---~%---i 
I 360/0 I 263 149 I 4 12 

Internal Audi t 
, 

46 15 1 6 1 
, 

25% L--- - - - - - - - - - - r- - - j ----
Leoa l Div ision , 
_ "'____ ____ 122 'I 38 __ !-_~_ I 
IMarketing and Commu nications , I t 

24% I 
--- -" 

re_~~ork_ __ _ _____ tl 4::5 I' 5526~ _-t __ 51:;8 I 
Quality anei Process I t 

__ 6:;.::2:-. 18 , 80 
lRc;iei e~;iial S,~ies -- --. - I - -1',_ 

' 1303 644 1947 ,------ -- -

40% 

10% 

23% 

330/0 

fs

ccunty I! 
________ __ _ 130 L _ 46 

Sourci ng anei Facili ties ' + 
, 1553 296 - ---- - - -- ~ --- ----

Telecom Exce llence Academy 
, , 2 r 2 
~P Offi~ - 4 

27 

2(,% -----_.-

16% 

50% 

13% 

I 176 j --I- --- -

I , 

I 1849 ! 
- --I-

4 

31 

Total 10118 3158 13276 24%, 
Source :-Ethio Te lecom l-iulllan Resources Divisionl Segregated Employees Profile as or May 3 1,20 17 

3.5Data Collecting Instruments and Procedures 

Su rvey quest ioners and interv iew was major sources o f" data fo r this research. Th e requ ired data was 

co llected by coneiuctin g interview from purpos ive ly se lected corporate communication head anei other 

stafr members. In addition, questioners haei been prepared and distributed for se lected starts of Ethio 

te lecom. 8 cs idcs these data co llect ion instru lllents, addi tional da ta was col lected through refe rri ng 

different doc uments_ 

In the case o f in terv iew, the researcher's prior cont act w ith the inte rviewees to set appropriate sc hedule. 

Then, the interview was conducted by th e resea rcher himse lf'. 
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CHAPTER FOUR 

4 Presentations, Analysis and Interpretation of Data 

This chapter consists of two parts. The first part shows th e reliability of the questionnaire and the 

characteri stic of the respondent that inc lude personal and profess ional character isti c the seco nd pall deal s 

w ith the presentati ons. analys is and di sc li ssion of the maj or findin gs ill description o f the bas ic ques ti ons 

that will be ana lyzed based 0 11 th e response obtained from th e employees, moreove r, the nume rical data o f 

the sample, co llectibl es and response rates arc sLlmmarized. 

4.1 Characteristics of the Respondents 

There were two types of res pondents for the study. The first group consists of starts se lected using the 

sa mpling techn iqu e abovc to respond to close endcd questions. T he second groups were seven Ethio 

telecom managers selec ted from the variolls departmen ts who responded to open ended question s in a one 

to one interview. 

A total of two hundred aile copies of the questionnaire were d istributed tn the respondents. Out of these 

qu estionna ires one hundred seventy one returned, which is 850/0 res ponse rate and regarded as adequate to 

investigate the study. 

In ordcr to get a reprcsentati ve data, a qu est ion nai re was deve loped and 20 I questionnaires were 

di stri bu ted to emp loyees o f ethio tc lccom in Addi s Ababa. Out or these 201 ,,'lcs tinnna;res distributed to 

the respondents, 17 1 qlles ti onnaires vvcre co llected. There fo re, the analysis is done based on the valid 

17 1 (85%) questionnaires responded by employees. The rest ques ti onel s that 17 (8.5%) arc not correctly 

fi lled and 13 (6 .5°;',) not retu rned. 

The follovvin g table indicates the response ratc . 

Item 
----------.----r .----- - - ---- ------
Target population COlTeetly Not Con-ectly Not Hcturned 

filled 

Number 20 1 171 

filled 

17 13 

------------.-.--------- - - ----+-----1-,,-_._-_._--
Percent 100 85 8.5 6.5 

--- ---------_. ---------- --.--.----,-'-~--,-.-,---

T a b le 4 Response ra"fe ofquestiounaircs adm inistered 

22 



No. Variables Number Percent 

I Gender Male 92 53 .8 

Fema le 79 46.2 

2 Age Be low 25 8 4.7 

-
26-34 112 65.5 

--- -_ .. -------
35-44 29 17 

-.. _----- ---------
45-54 16 9.4 

A bove 55 6 3.5 

--
3 Expe rience Be low \ year 7 4 .09 

\-4 88 5 1.46 

5-X 50 29 .23 

-
15 .2 

------------ -_-:c----
9 and above 26 

------ .--- ------- ... _-c:--:--:---c-c-=--,.---\----------
4 Educational Hi gh sc hool and Below - 0% 

Background ______________________ _ - -------- --_.-
Dip \oma 0% 

First degree --126-------'73'7--------
-.C"C'.-----,.--------- \- ---- -- - ---,------ \ 

Ma sters degree 45 26 .3 

----------_.[----------------
PhD 0% 

5 
--- ----- - - - - -----_. __ ._,-;-----_. ---_._--j 
Stalus category Management 14 8.2 

MI~idi~ ---------2-5--------I-I4-6------

iVtanagemcnt( team 

~;:~') ~=--· ;~o ~=_~~= 
--------- ---- ----.c- - - ---- - ---

1 ab le 5 Rcspondenes Demographic Infonnatloll 

T ab le 4. 2; re viles the demograph ic character istics or ethio tclccolll employee regarding sex , age, 

qualifi cati on (lnd year of serv ice . A s n result, regnrd in g sex 53 .8 ~/o and 46 .2 % ofcmployees are mal es and 

females rcsp(;Cfivcly. Wi th regard to the age or respondent. 4.70/0 arc below 25 yea rs and 3 .50/0 arc above 
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55 years. Most of' them are age groups o f 26-34 years o f age whi ch accounted 65.50/0, the rest was age 

groups of 35-44, 45-54 which accounted for 17%, 9.4% respecti ve ly, Th is shows they arc matured 

e nough to equipped the researche r vv ith al l th e necessa ry informati on. 

In relat ion to qua lification of respondents, the maj orities 73 .70/0 are bachelor 's degree, 26. 30/0 are 

master 's degree. Unfort unate ly the re is no high sc hoo l, Diploma or PhD respondents for these 

questionnaires. But, it is poss ibl e to conc lude that the information obta ined from them can be considered 

as a reliable and reasonable due to thei r acadenli c backgrou nd. Concerning 1"0 the years o f service, th e 

majori ty o f employees 5 1.46(% fa ll \·vit hill I-LI years o r experi ence, whil e 29.230/0 arc above 5-8 yea rs and 

15.2% arc fali in 9+ years. And 4.09 % a rc ['all below [ yea r ex pe rience. On the ir statu s category 14 (8. 2 

0/0) responde nts arc lllanagc llwnt groups w here as 25 respondents arc ul tegorizcd under m idd le 

management and 130 (76 %) of the respond en ts arc o ffi cers. Aga in 8 (4.7%) of the respondents are 

categorized 1I nder others. 

Thi s indicates that such am ple y t.: ars o f service in the co mpany is adequate eno ugh to repl y to the var iolls 

iss ues Concernin g Co rporate cOll1m unicat ion activa tes and its role on solving c ustome r serv ice in i:: thi o 

te lecom. 

4.2 Data Analysis and Findings 

This is the second part of th is chapte r that dea ls w ith the presentation, analysis and interpretation on the 

ro le of corporate commu ni catio n in so lving ClI stomer serv ice prob lems in ethi o telecom. Here, the 

analyses of all Items have becn idellti!icd in th e study and til e responses were presented, anaiyzcc! nnd 

interpreted in table items in the ,'ollov'ling approach. 

Some of the responses \overe sca led fro m I to 5, whe re I indi cated strong ly agree, 2 indicated agree, 3 

in dicated neut ral , 4 indicated stro ngly disagree and 5 indicated di sagree. 

4.2.1 Corporate comm unication fllnction in the organization 

As stated ill Van Riel (1995: 3) C()rpo ~'atc comrn unicat ion a ll ocates to the role oj a managemcnt 

in st ru lllen t w ith the task to '(harmoni ze a ll co nsc ious ly used fOl'm5 of in terna l and external communication 

w ith its stake holders. Therefore 011 this case Ethiopian te lecommun ication corporation corporate 

com muni cation de partme nt is eva luated by the e illpl oyees as fo ll ows 

4.2.1.] The Role of Corpora te communicati on depa rtmen t and it s e ffectiveness in managemen t I.'unction? 

From the va lid 171 n:spondcn ts 011 lhe qucst ion abOU t" the role o f corporate comm unication department 

Hnd it s effectivencss ill !l1'l!l; '1 .. ~eJ11cn1 fUJl cti on the foll nwing results have bl:cll obtained. 
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Valid Frequency Percent Valid Percent 

Strongly agree 26 15.2 15.2 

Agree 87 50.8 50.8 
--··--c-----·-------------I--------I-----------j 
Neutral 18 10.6 10.6 
----:-00-;---- - . -- ----------i--;:c-------/--::---- -----I 

Strongly Disagree 0 0 0 
- -------------------1-------+-------1 

40 23.4 23.4 

Disagree 
-T~-ta--:-I -----·----I-c-

17
cc
l
-----f-

1 
0-,-0c------100- - ---

. _ .. _- ---;:-----_._-
Tabl e 6 

--------'---------'-------_ . 

As tabl e 4 .3 demonstrated above indi cate that 15.2% o f the respondents be lieved that corporate 

cOlllmunication has a grcnt ro le and it is effective in manage ment fun cti on of ETC a nd th ey be li eve that it 

w ill brin g positi ve improve ment for th e overa ll company deve lopment whil e 50.8% 01· the surveyed 

responding "vith Agree on its funct ion Hnd effecti veness. Bull 0.6 or the respondents 118vc no any idea 0 11 

corporate commu nication role and in its management fun ction. And 23 .4 % of the staff di sagrees 0 11 the 

write contribution or corpo ra te co mll1uni cation de partm ent in the organi zatio n. Th e result reveals that the 

majority o f employees arc interested and have high expectati on on corporate cOllllllunicat ion rol e and in 

its trlanagt: lllt:llt rUllct ion. 

4.2.1.2 In terna l org:mizati ona l com municat ion fun cti on a nd its success. 

From the conv in ci ng 171 rcp l icrs about ill tern a l organi zat ional coml11un icati on function a nd i ts 

success the fo llo\.ving. resull s have been obtained. 

Valid F r equency Percent Valid Pel"cent 

Strongly agree 58 33.9 33 .9 

Agree 65 38 38 

Neutral 48 28 .1 28.1 

Stron gly Di sagree o o o 
-------- -- --- ----------_.- ------_.-
o 0 0 

Di sagree 

Tab le 7 
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With rega rd to interna l organi zational comm un ication runction and its success. 58(33.9%) and 65(38%) 

of the respondents strongly agreed and agreed, respective ly, on the interna l organ izatio na l cOlllmunicat ion 

function and it 's Sliccess. The remai ning 17.3% have reservati ons on the po int. But there is no one who 

di sagreed or strongly disagrees on Internal orga ni zat ional cOlll munication funct ion and its success. 

Therefo re, from the above respondent s of Ethi c tc lccum staff indicat that the corpora te cOlllmunicat ion 

department understood the importance of internal com ll1ullicat ion ill order to achieve organi zationa l 

o bj ectives. As slich it can be genera li zed from the response that ethic te lccoll1 corpo rate cOlllll1unicati on is 

performing wel l in the case of internal comm un ication. 

4.2.1.3 Perfo rmin g e ffi c ient externa l communication function. 

From the valid 171 respondents about performing enie ient external cOlllmu nicati on fun ction the 

fo ll owin g resul ts have been obtained. 

---------- .. -
Valid Frequency Percent Valid Percent 

Stro ng ly agree 
-_. ._---
Agree 43 25.2 25.2 

- ----- -- --._-- --------. 
Neutrnl 45 26.3 26.3 

- --------_ .. _----- ---_._--_.- -- --------------
Strong ly di sagree 28 16.4 16.4 
--- -----. ._- - -_. --- - -- - - - - ----

55 32.2 32.2 

Disagree 
._--- ._ --------_. __ .- -------- ---- - ----- -- -- --- ---_._-
Total 17 l 100 100 

._- .. _--_._-- -------_ . ~ _._-- ------------
1 ab le 8 

The performing clTicieli l external cOl11 mun icat ion in the orga ni zati on is very importa nt c1cment lor good 

orga ni za tional corporate comlllunication. Finding Oll t the perspective of cmployees on the perfo rmance of 

effect ive corporate comm unication ind icates th at the leve l or conformity or the maj ority (32.2%) o r 

employees di sagree 0 11 the statement that corporate communicati on department is performin g efJ-i cicnt 

external comllluni ca tio n function wh ile (26.3 %) are nClItra l ancl25.2 % of the employees agree that the 

corporate cOlllmunication is effecti ve on externa l comlllunication act ivity. The rest ( \ 6.40/u) strongly 

di sagreed on performing effi cien t exte rna l com mun icat ion funct ion. 

Accord ing to the data it shows th at the corporate comll1ullication is ineffi cient in performing externa l 

com mu nication activities_ 
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4.2. 1.4 E ffectiveness corporate com munication in publicizing informati on and gather ing feedback using 

soc ia l Med ias? 

From the valid 171 respondents about effectiveness corporate comlllllnicHt ion in publicizing informat ion 

and gath ering feedback using soc ial M edias the following resu lts have been founded. 

Valid FI'cqucncy Pcrccnt Valid Percent 
Strongly agree 

Agree 89 52 52 
. __ ._---

Neutral 53 3 1 31 

Strongly d isagree 0 0 0 

29 16.7 16.7 
Di sagree _ ._-_._._--_._ ...• - _._--. 
Total 171 100 100 

---_ . 
Tab le 9 

It is poss ible to know the leve l o f' agree ment of the majority (52%) o f employees agree on the statement 

that effectiveness Corporate cornmunication in pub licizing informat ion and gath eri ng feedback using 

soc ia l medias is successfu l, while (3 1%) are neut ra l and the rest ( 16.7%) di sagree on the e ffec ti veness 

corporate communication in publicizing information and gath ering feedback using soc ial medias . Th is 

ind icates that the pcrformance or cfTcctiveness Corporate cOllllllunicat ion in publicizing Inforlllati on and 

gatheri ng feedback llsing soc ial Ill ~dias had Ut:t:11 t.: karly cOlll municated to all employees and to the 

cListomers service implementation. 

4.2. 1.5 Handling we ll organized in formation about customer service 

From the va lid 171 respondents about handling we ll organi zed information about cllstomer service the 

fol lowing res liits have becn obtained . 
. --_._--- - _._-_.,_. -_._---

FI·.C9llcn,cy ___ P_c_I_·c_·cn:.:t _ _ _ Valid Valid Percent ---- ----_.-
Strongly agree o 0 o 
Agree 107 62.6 62.6 
----_._---- -.- --- . __ ._- _ . __ ._ - - -+_._._._- --
Nell tral 40 23.4 23.4 

Strongly disagree 

J2~~gree ___ _ . ____ _ 
Total 

Table 10 

o 
24 

171 

o 0 
------I-~-------
14 14 

100 100 

27 



Concerning the statement on Handli ng \-ve ll organized inrormation about customer service problems the 

majority (62.6 %) o f emp loyees agree that handling well organ ized information abou t cllstomer service 

problems is done on the corporate comJllunication department, while (23.4%) arc ncutra l , and (14%) are 

di sagree on hand ling well organi zed information about customer service problems. This findin g indicates 

that handling well organizcd information about customer service problems is we ll done in the corporate 

com munication departmcnt-that enhance to know the major prob lems o f Cli stomer service prob lems. 

4.2.1.6 Consistent message by lIsing var ious communicati on channels? 

From the va lid 17 1 respondents abollt consistent message by using various com muni cati on channels the 

fol lowing resu lts have been obtained. 

Tab le 11 

Valid 
Strongly agree 

- -----=-
Frequency 

------
Agree 

_.-
Neutral 

Strongly di sag 

J2~~_gree . 
Tota l 

.- --
ree 
---

----- ------

a 
113 

54 
-_._-------
0 
----- -~--

4 

171 

- -~ 

l'crcent Valid Perccnt 
a a 

-------
66.9 66.9 
- -------- --_. 
31.6 3 1. 6 
---------------
0 a 
2.5 2.5 

----- ---
100 100 

---- --- .-~-. 
__ ~. _____ ___ ~ ___ . _____ .I 

On the statement about cu nsistent li"lL: s:.;agc by usin g var ioll s communication channel s ind icates thm, thc 

majori ty (66 .0(Yo ) o C employees agrL:C, whi le (31 0/0) (lrc neLitral , and (2.50/0) disagrce. Thi s clarifi es that 

about consistent mcssage by us in g variolls cO lllmunication chan nels by condu ct ing variolls channe ls to 

disseminate fundame ntal information , the departlllcnt has a regular message whi ch is di stributed for the 

public. 

4.2.1.7 Positioll and acceptance of corporate cOllllllunicat ion in th e orga ni zation? 

FrOID th e va lid 171 respond ents about position and acceptance of corporate co mmuni cation in the 

orga ni zati on the fiJ ll owing results ha ve been obtained. 

_ vali~=--~:=-~--=--=-f0:~lIcncL ---Pel'Ce~-- -- -valid-p~~~-;~t---I 
St t o'1gly agree 7 LL 1 4. 1 

~gree _ _ . ____ ~ __ ~GO _~~ ___ ~~ _ ____ ~ 35 1 __ __ J 
Neutral 36 2 1.1 21 .! 

Strongly Disagree 45 20.3 26.3 
~-~.- -- - ---- - - - - -~----- -- ------~- ----------
r12l.s~~c::~ ____ ._ )L __ . ___ ~ ___ .. _13.5 _____ ~ ~l·5 ____ . ____ ___ _ 

L~)t~_' ___ . _________ ~~_ _~~ ________ ~~_~ _________ J 
Table 12 
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Rega rdi ng Posi ti on and acceptance of corporate cOlllm un ication in the orga nization , the maj ori ty 60 

(35 .1 %) agree, wh il e (21.1%) arc neutra l and (26.3%) arc strongly di sagreed 13.5% di sagree and 4. 1 % of 

th e surveyors strongly agree on the pos ition of corporate cOlll lllu nication department in the organizati on. 

T'his indicates most employees of the orga ni zation has a reservati on on menta li ty powerful ness 

cons ideration on the department in accordance with Orga nizationa l influence. 

4,2.1.8 Maximizin g th e val ue of information by using cOlllmunicatioll too ls. 

f-rom the val id 171 respondents abou t maximizillg the va lue of information by using communicat ion too ls 

the fo llow ing results ha ve been obtained . 
. _. --

Valid l?rcqucncy Pcrccnt Valid Pcrcent 
Strongly agree 17 10 10 

Agree ~i 56.7 56.7 
-

Neutra l 38 22.2 22.2 
._--

Strongly Disagree 0 0 0 
--- -- -- - --- -- --- - -

19 I I. I I I. I 
J2~ sagree ----- ---_._- ---
Total 17 1 100 100 -- -
ra bl e 13 

Majoriiy of the respond ents (56.7%) agree on the statement til at etil io telecom corporate commu ni cation 

has a ro le in m ax imiz ing the val uc o f information by using cOll1ll1l1ni calionloo ls. , while (220/0) neutral 

and (11, 10/0) are di sagreed ,and 100/0 oCthe va lid surveyors strong ly agree on the activ ities o f'maxim izing 

value of informati on in the organ izati on by corporate com muni ca tion departmen l. 

4,2.1 .9 We ll orga ni zed communication di sc iplines (adverti sing, direct market ing, employee 

COl11tllllllications, mcd ia relations etc.) 

From the va lid 17 1 respondents about well organi zed cOlll l11uni cati on d isc iplines (advertizing, d irect 

markcting, cmployee cO l1lmunicat ion , media relation etc.) the roll owing results ha ve been obtained. 
_._---------- - ----- ----------- ----
V~~~ Fr~ucncy Percent Valid Percent 
Stronglyagrce 0 0 0 

Agree 83 '18.5 
I --:-:~- ----- .. -

48.5 
----,---- - ---1---------- -,--__ --------

Nelltra l 36 2 1. 1 2 1. I 
--,-~------------------1--::-----I----=------

Strong ly di sagree 0 0 0 
- 11-=--------1·---:=---:------- ---.. ---------.---

Di sagree 52 30.4 30.'1 

Total 171 
------- --:-c:---:----

100 100 

Tab le 14 
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About the issue concerni ng well o rgan ized com munication disc ipl ines (advert is ing, d irect marketi ng, 

employee com muni cati ons, mcdia re lations, etc.) arc objective, lo r most or th e respondents (48.5%) 

agree that the clements tha t. mentioned in the above arc a lmost they arc efrective di sc ip lines in the 

organ ization, whi le, (30.40/0) d isagree and (2Io/t)) arc incliiTc rent. 

4.2. l . t 0 S u ppor ti ng a nd e ncou rag ing a n engaged com mu nity that part ici pate in the publ ic process an d 

in identify ing customer service problems. 

Commenc ing the vali d 17 1 respondents about supporti ng an d e nco uraging an engaged cO lllmuni ty that 

parti c ipate in the pub lic process and in ide ntify ing clIstomer servi ce probl ems the fo llo wi ng statist ics 

have been o bt a ined . 

Valid ---Freqnency Percent Valid P e l'cent 
Strongly agree 0 0 0 

Agree 35 20.5 20.5 

Neutral 53 3 1 31 
-

Strongly Disagree 0 0 0 

48.5 48. 5 
100 100 

- .--------.-.-... _·----- -1-:-:::-::-- ---1-:-::-=------1 
_.Q~s_'!.g~e_e ___ . _______ 83cc _______ +_:.::.c:'-_. ____ +-':.::.c'-______ _ 
T ota l 171 

_._---_._-_._._-_._.- ._- -----' ---- -----"_._-----
Table 15 

The leve l of agreeme nt regard ing the stateme nt that explai ll s Supporting & encouragin g an engaged 

cOlll mu n ity that part ic ipate in the pub lic process and in id e ntify in g customer serv ice prob le ms, major ity 

or rhe respondent (48.5%) di sagree, while (31%) neutral and the rest (20.5%) are agree about the issue. 

Thi s exp la in s that just for avo idi ng c ustomer service problems there is a pro bletll or pa rt icipati ng the 

publ ic about the issue. The ca use lo r this also related with the lack o r necessary knowledge and ski lls on 

the s ide o f tile corporate cOlllm un ication de pa rt ment as we ll as the majority manage me nt groups. 

4.2.2 F oc us ing on Policy, S tnltegy a n d on Performance of the Orga nization? 

4.2 .2 . 1 P la nn ing and app ly in g CO lll llluni cation act ivates based in the orga nizatio n po licy fra mes? 

From th e valid 17 1 res ponde nts about plannin g a nd app lyin g cOlllmu nication act iviti es in the o rgani z.ati on 

po licy r,'ames the following res ults have been obta ined. 
,---------·---~----·---r~--~-·--~~~--~_, 

Valid _ Frequel!£l'...._ Percent __ f-ya lid Pe rcent 
Strong ly agree - - ---- --- - ---- ---- ------_._-----._---
Agree 78 45.6 45.6 

--- _._.-:.-------
Neutral 42 24.7 24 .7 --- .--.-c--- - -----~---.-----.------- -=-c.:.... __ __ 
Strongly Disagree 0 0 0 

-D~:ee --5 1'-'- .- '--~:8--- ---Cz9~8-'-------'-

I Tota' - ---- _ ._-------- 17 1 100 100 __ . ________ _____ . ___ ~_ L.....-.-_____ . ___ ~~ 

Table 16 
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Regarding on the item that says planning and apply ing communication activates based on the 

organization po licy fram es, the majority o f the respondents (45.6%) agree, while (29.8%) di sagree and 

(24.7 %) arc neutral. 

4.2. 2 .2 Des igni ng strategy on focusing to so lve custom er service problems by corporate communication 

activates. 

From the valid 17 1 respondents about des igni ng strategy on focli s ing to solve customer service problems 

by corporate commu nicat ion activities the fol lowing results have been obtained. 

Valid _¥J"equenc~ Percent Valid Percent -----------------_.- -
Strongly agree 22 12.9 12.9 
------------_. -- --
Agree 58 34 34 

----
Neutral 30 17.5 17.5 
--_._------------ ---_. 
Strongly disagree 8 4.7 4.7 
--- ---- ---
Disagree 53 31 31 

-
Total 171 100 100 ----------. 
1 able 17 

On the quest ion that the resea rcher is inte rested to acquire the reactio n o f targets that des igning s trategy 

on foc using to so lve c listolll er se rvice probl ems by corporate co mllluni cat ion acti vates ., 3 l ex) and 4 .7% 

strongly di sagreed a lld di sagreed, respectively, unlike the majority (31\0/0) that be li eved on the point. In the 

middle 1 7 . 7~/0 o f' the respondents preferred to take in neutral position. At the end, th e researcher has got 

an ev idence to conclud e that cthio tclecom corporate corilm unication department is working by designing 

stra tegy on foclls in g to so lve customer se rvice probl ems by corporaTc cOlllmunication act ivities. 

4 .2 .2 .3 Planned stake ho lde r re lati on by corporate comll1unication acti vates . 

forom the valid 171 respond ents about planned stakc holder relation by corporate commun ication the 

following result s have been obtained . 

Valid F requency Percent Valid l'ercent 
Strongly agree o o o 
------- .-----------. ---- - cc:--::------- - ---------.-
Agree 98 53 .2 53 .2 

Neulral 17 .5 17.5 

Strongly di sagree 4.7 4. 7 
-------------------.-- ------- ----_._--_._---_. - - _._- --

50 31 31 
...Qi~gI!~ _____ _ _ _ . ___ . _____ _ 
Total 171 

-w-o -----10--0------ 1 

______ _ ____ I _______ ..L.. ______ 1-__________ _ 

Table 18 
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W ith regard to whether Plan ned sta ke ho lde r re lati on by corporate communicati on acti vates pos it ively, 

53.2% of the res ponde nts a rc agreed, that Planned stake holder re lation by corpo rate communicati on 

act ivates docs a ffioet the success pos iti vely, however, 3 1% and 4.7% of e mployees have re pli ed that 

Planned slake holder relation by corporate communication activates does not have any effect on the 

success of the company. The remaining 17.50/0 have reserva tions on the point. Therefore, it can be 

generalized frolll the response that ethi a tclccolll can ,",vork Pl anned stake holder rela ti on by corporate 

communicat ion acti vates. 

4.2.2.4 Stab le and sc heduled meetin g w ith stake ho lders. 

From the va lid 17 1 respond ents about s table and scheduled meeting w ith stake ho lde rs the fo llowing 

results have been o bta ined. 

--
Valid Frequency Percent Valid Percent 
Stro ng ly agree 0 0 0 

._-_. 
Agree 76 44.4 44.4 

Neutral 30 17.5 17.5 

-------
Stro ng ly Disagree 0 0 0 ---_. --_. -_. .---
Disagree 65 38.1 38.1 
--------- --- --~.--- --- ---------
Total 171 Jnn 100 

_. - - - - - - - -. -I ab le 19 

T he 4th depi ct that the maj ority, 44.4% or responelents, have positive reac ti ons to the point that ethio 

te leeom has Stable and sched ul ed meet in g w ith s take ho lders . l3ut, 38.1 % arc di sagreed on the poi nt. 

Some (17 .5%) are indirrerent to dec id e. From thi s one can draw aj udgme nt and assure that the com panies 

ha s a c lear strategy ror Stable a nd sched ul ed meeti ng with sta ke holders. 

4.2.2 .5 Estab lishin g and build ing on mutually be nefic ial tru st worthy re lat ionship w it h stake hol ders. 

From the valid 17 1 responden ts about estab lishing and bu ilding on mutuality benefic ial lrust wonhy 

rela ti onship with sta ke holders the ro llowing results have been obtained. 

Valid Frcqllcnc.r.. ___ ..!'c l~ccnt __ Valid l)cl-ccnt 
Strongly agree 14 8.2 8.2 
-------------------- ---- ---_._------------

Agree 72 42.1 42. 1 
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As can be seen from the above tab le, 8.2 (Yo of the respondents strongly agreed concerni ng Establishin g & 

bui lding on mutually beneficia l tru st worthy re lationshi p w ith stake holders, rai sed by the researcher; And 

onl y 42. 1 % of them agreed on th e issue. However the em ployees who di sagreed represent 35. 1 %, while 

14.6% are neutra l. Finally, As a res ult , it is poss ible to conclude that et hio te lecom is Establi shin g & 

building on mutuall y beneficia l tru st worthy rclationship with stake holders. 

4.2.3 Practice and Expericncc in removal of kcy challenges 

Communication? 

4.2.3.1 In id enti fy in g fundall1 ental customcr scrvice problems? 

by lISl11g Corporatc 

From the va lid 171 respondents about in identi fy ing fundam ental customer service probl ems the 

following resuils ha ve been obtained. 
---~~~----.~. -~-'--'-~-r=---~-

_V __ al_ir_1 ________ ~r_~qu_c_'n cJ ____ . Percent 
-~=~~-

Valid Percent 
Strongly agrec 0 0 o 
Agree 41 24 24 

----~---~- - ... -~----~ -~~-~---
Neutral 89 52 52 

Stron g ly di sagree 

Disagree 41 24 24 

T otal I 'll 100 100 
Table 21 

To know the perception of employees in Identify ing fundamental Customer service Probl ems, the 

researcher has posed a questi on and 24% of the respondents a rgued that the company docs notldcntify ing 

fundamenta l Custom er serv ice Probl ems. On th e other hand , the same pe rcentage (24%) of thc 

respondents believed that ethio te lecom is Identifying hlildamenta l Custo mer service Prob lems. The rest, 

52% of them. had 110 reaction 0 11 the issue. To thi s end , cthio tclccotll should Identify and hand le 

fund amental Customcr scrvice I'rob lellls . 

4.2.3.2 Appropriare lIsage o f cOnltlll1nicalion tools l'or so lving clistomer serv icc probicl11s? 

From the va lid 171 rcspondents about appropriate l1sage of cO llltlll1nication tools ror so lving clistomer 

service prob lems, the follow in g results rev iled as: 
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F .. ~quency Percent Valid Percent CUlllula (jve Percent 
- --Valid 

St.rongly agree 23 13.4 13.4 

102 59.7 59.7 
------------------�~ 

Agree 

Neutral 18 10.5 10.5 

Strongly Disagree 

Disagree 28 16.4 16.4 
I~--~----------I~~-----I-~~---r~~--------I----------------------.. -

Tota l 171 100 100 
--.~------~-------~----------~-----------------------~ 

Tab le 22 

The above table clea rly depicts that the maj ority, 59.7% or respondents and 13.4 % agreed and strongly 

agreed 011 the issue and have posit ive reaction w ith the com pany's appropri ate usage of commun ication 

tools for solv ing customer service problems. Some ( 10.5%) were in different to decide. On the other 

side,1 6.40/0 disagreed with the id ea . From this one call draw a conc lusion appropri ate usage of 

communication too ls for solving clistomer service probl ems is going we ll. 

4.2.3 .3 Creating clarification by identify ing customer service cha llenges? 

From the valid 17 1 responden ts about creat ing c lari fication by identi fy ing Clistomer serv ice challenges the 

foll owing results ha ve been obtained. 

Valid Frequency Pet'cent Valid Percent CUlIlulative 
Perccnt 

Strongly agree 33 19.3 19.3 
- --

63 36.8 36.8 
--.-------------\-
Agree 
--------- -... -- ----- - ---------.:--,,------- - ----------- _.- --------------
Nelltra l 12 7. 1 7.1 

--.-------.- ---- - -------- 1---------- -----------1-----------------
Strongly disagree 
Disagree -----+--63 - -----36:'8:-----·--+-=3--::6-::. 8:---------f---------------

~1~~~;_a-I~~_--_~--____ ~-_17--I __ -. ~-_-___ -_-__ ..L-_i_OO ______ --' __ I_oo _________ ___' _____ . ____________ J 
Table 23 

Accord ing to th e overall C reating C larili cat ion by Idcnt ify ing customcr scrvice challcngcs, 33 employces 

( 19.3%) are strongly agreed with Creatin g Clarification by Identifying customer scrviee challenges, 63 

employees (36.8%) arc agree wit h the point and 63 employee (36.8%) arc di sagreed and Finally (7 . 1 %). 

12 employees arc incii Iferent with the idea . 

4 .23.4 Int eract ion between an organization and its external environmcnt, in the sake of service 

de liverance challenges? 

From the valid 17 1 respondents about the interaction betwecn an organii'alion and its external 

env ironment, in the sake ofserviec delive rance challenges the fo llowing res ults have been obtained. 
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V,llid Frequency Percent Valid Percent 

Strongly agree 32 18.7 18. 7 
-

Agree 82 48 48 

Neutral 6 3.5 3 .5 

Strongly disagree -
Di sagree 51 29.8 29. 8 

- --------- - .. -
T ot al 171 IOO 100 
-----·1 able 24 

Rega rdin g interactio n bet\-vccn an organi zation and its external environment, 111 the sake o f service 

de liverance cha ll enges, the survey res ults revea l that the majori ty o f respondents 82(48%) ancl32(18. 7%) 

a rc agreed and stro ng ly agreed respective ly. While 6(3.5%) responde nt s a rc neutral w ith Inte raction 

bchveen an organ ization and its exte rna l env irollment , in the sa ke o f service de li ve rance cha llenges. 011 

th e oth er llall cl ,S I(29.8%) di sagreed that Int erac ti on between an organi zation and its extern al 

environment, in lhe sa ke of service de li verance chall enges. 

4.2.3.5 The interface between the organi zati on and its env irollment, to he lp gath erin g, co mmunicate and 

intcrpret information from the environlllent as well as representing the organi zation to the outside world. 

From the va lid 17 1 respondents about the interrace bctween th e organizat ion and its environment to hel p 

gathering comm un icate and interpret informat ion rrom the environmcnt as we ll as rcpresenti ng the 

orga ni zat ion to the out side world the followin g results have been obtai ned_ 
---

Valid F r equency Percent Valid Percent 

Strong ly agree 28 16.4 16.4 

Agree 88 5 1. 5 5 1.5 
-- - -- ._ .. _-

Neutral 0 0 0 
------------ --- ------------------------
St rongly di sagree 0 0 0 
------ .~-~-. ---- - - - _. - - ------- --------- ---

55 32.1 32.1 

Di sagree 
-------

7 ilO T otal 171 100 

-,-,- --- -- .-----
Tab le 15 
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As it ca n be see n li'OJll the above table 88(5 1.5%) or the respondents and 28( 16.4) respective ly have 

agreed and strongly agreed w ith the inter face between the organization and its environment, to help 

gatheri ng, cOl11 l11 unicate and interpret informati on from the envi ron ment as we ll as representi ng the 

organ iza tio n to the o uts ide wo rld . While 55 (32.1 %) o f"th em arc Di sagreed o n the issue. 

4.2.4 Opportunitics to solvc customcl- scrvice p.-oblems in regarding to 

corporatc communication practice? 

4.2.4.1 Coordinati on o f internal and exte rna l stake ho lders 

From the val id 171 respondents about coordin ation o f" internal and externa l stake ho lders the ro ll owin g 

resuits have been o bta ined . 

Valid Frequency Percent Valid Percent 

Strongly agree 32 18. 7 18.7 

Agree 68 39.8 39.8 
--

Neut ral - --
--_._----- -----

Strongly di sagree 15 8.8 8.8 
_._-_. -

Disagree 56 32.7 32.7 

-------- --_._- -_._ .. _-- ._- -------- ---- --
Total 171 100 1()O 

---_. ----. 
1 a ble 26 

Accordin g to the Coordinatio n of int erna l and external stake ho lders, 32employees (18.7%) arc strongly 

agreed wi th the coordinat ion, 15 employees (8.8%)arc d isagree w ith the po int and onl y 56 cmployee ( 

32 .70/0) are strongly di sagreed and the highest percentage (680/0), employees arc agreed/sati s fi ed wit h the 

department coordination of internal and ex ternal stake holders. 

4 .2.4 .2 We ll sc heduled and pl aned meeting w ith managcment gro up and w ith em pl oyees? 

From the va lid 17 1 respondcnts ahout we ll schedu led and planned meet ing w ith management group and 

w ith employees the following results have been obtained. 
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Valid Frequency Percent Valid l'ercent 

St. rongly agree 17 10 10 

Agree 63 36.8 36.8 

Neutra l 40 23.4 23.4 

-
Strongly di sagree 14 8.2 8.2 

- --- ---- -_. 
Disagree 37 2 1.6 2 1.6 

--------------
Total 171 100 100 

--. I able 27 

To get ev idence w heth er we ll Schedu led a nd planed meetin g w ith ma nageme nt grollp and w ith emp loyees 

is go ing on? a qll es ti on is forwarded to respondents. Wi th thi s survey, 17(10 %) and 63(36.8%) of targets 

st ro llg ly agreed and agreed respectively that th ere is we ll Scheduled a nd plalled meet ing with 

management groll p a nd with em ployees. On the other way, 14(8.2%) a nd 37(21.6%) o f the responde nts 

strongly d isagreed ilI,,1 d isagreed . Apart from th is, 40(23.4%) of respondents re pli ed to be nelltral on the 

qnestion what the researcher ri se. Having thi s in mind , it is then poss ibl e to conc lude that We ll Scheduled 

and planed meeting with manageme nt group Bud with cmp loyt:cs is he lel in a bette r way in ethio Tck(:ol11 

Company. 

4.2 .4.3 Promot ing two way comnl un icat ions between the manage rs and the e mployees concerning 

customer serv ice prob lems? 

prom the va l id 17 1 res ponden ts about promoting two way co mmuni cations bet ween the ma nagers and the 

emp loyees concerning c ustomer se rvice problcms thc fo ll o\:ving rcs lIlls have becn obtai ned. 

Va lid 

Stro ngly agree 

Va lid Percent 
-!-::--:------+:c::-:c ---- --- -.--. 

35 20. 5 20. 5 

Frequency ]'ercent 

--_._--_.- -_ ... -- ---.. - - - -... --_.- --- ._---_.- .---- --_._---- - -----
Agree 57 33 .5 33.5 

Neutral 46 27.2 27.2 

Strongly Disagrce 14 8.3 8.3 
-----------.... - -----.-- --;;:-:----·----1-:-:: 

DisHgrec I S 10.5 10.5 

T ufa l 171 lO ll 

---1....--- __ 
_J 100 

Ta ble 28 
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On the question that th c researchcr is interested to acqu ire the react ion of targets that Promoting a two 

way com mun icati on between th e ma nagers a nd the cmployees concerning c ustomer service prob lems, 

only 8.3% a nd 10.5% strong ly disagreed and di sagreed, respecti vely, unlike th e maj ority (54%) that 

be li eved on the po int. In the midd le 27.2% of the respond ents pre ferred to take indiffere nt pos iti on. At the 

end , the resea rcher has got 3n ev ide nce to conc lude that e thio te lecom is practi c ing Pro moting a two way 

commu n icati on betv·/ccn thc managers and th e cmployees co ncerning customc r service prob lems. 

4. 2.4.4 Exp loiting o~)portuni t ic s 1'01' the purpose of so lv ing Cll stomc r service prob lcms 

Prom th e val id 17 1 res ponde nts about exp lorin g opportun iti cs for the purpose o f so lving customc r servicc 

pro blems the fo ll owing results have been o btained. 

Valid Frequency Percent Valid Pcrcent 

Strong ly agree 11 6.4 6.4 
_.- ._-_. 

Agree 6' .' 36.8 36.8 
---.-------.--... --- ... - ... ---. -------1·---·-----

Neutra l 20 11. 7 11. 7 
-----------_. __ ._._. __ . __ ._--

Strongly d isagree 
- .-.---.. .... ---... . - ---....... -.-.-.---.---.-.--1------

Disagree 76 44.4 44.4 

~I~~-i:~-_~~~--.----t71--_ -·---100 __ ~Ifi'----____- I 
Ta ble 29 

With regard to whether exp lo it ing opportuni t ies fo r the purpose of so lving customer service prob lems is 

positive, 6 .4% and 36. 8% of the respondents are st rong ly agreed and agreed, respective ly, that the 

Explo it ing Opportun ities fo r the purpose o f so lving c ustome r service pro ble ms is done wel l, however, the 

most respondents 44.4% o f e mpl oyees have repli ed that Expl o iting O pportuniti es for the purpose n f 

solv ing c li stomer se rvice prob lems cloes not agree on the statemcnt. The remaining I t .7% have 

reservations O il the po int. T herefore, the fin d ing shows th at fro m the res ponse that ethi o te lecom should 

"vork more on Expl o itin g O pportuni tics for the purpose of so lving customcr service pro blems. 

4.2.5 C hallenges of C o r poratc communica tion DCp'l rtmcnt in applyin g the ri g ht corpora te 

CGmmunication Profession . 

4.2.5. 1 Gen ui ne in vo lvcment in manageria l dec is ion mak ing and th e ove rall strategic ma nagement or the 

o rganization. 

38 



From the va lid 171 rcspondents about genu inc involvc mcnt in managin g deci sion mak ing and overall 

strateg ic managemcni of the organization th c follm;ving rcsults have been obtai ned. 

Valid Frequency Percent Valid Percent 

Strongly agree 56 32.7 32.7 
- - -_ ... _-------------- ---------+-----_.-
Agree 62 36.3 36.3 

Neutra l 9 
---"---c---------. -.---.. ------

5.2 5.2 

Strongly disagree 6 3.6 3.6 
--- ----._--.- -·_---------"-------1------------1 

Disagree 3 X 22.2 22.2 

---.--------+----- --l--------II-----·---j 
Total 171 100 100 

T;,bic 30 -------- ---- -.--------'---------------.-----

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

the resea rcher; only 3.6 % of them strongly disagreed. Howe ve r the employees \-vilo agreed represent 36.3 

%, while 22.2% arc disagreed and 5.20/0 arc ncutral. As a result, it is poss ibl e to conc lude that in ethio 

tel ecom corporak eo mll111lllcation department is a gelluinely involved in manageri al dec ision makin g and 

th e: overall stratcgic il1(lllagerncnt of the organization. 

4.2 .5.2 Perception of the managclllcnt gro ups and staffs fur the corporate comlllun icatioll dcpartment. 

From the val id 171 respondcnts about perceptioll or th c management groups and starfs for th c corporate 

COll1 l11tllli cadon dcpartment. the foll{)v,,'ing rcsults have bccn obtain ed. 

Valid Freq uency l'crcent Valid Percent 

Stronglyagl'cc 9 5.3 

Agree 53 31 31 

Neutra l 14 8.2 8.2 

Strongly Disagree II 6.4 6.4 

84 49 49 

Disagree 
._-- -- ---------- --- _._---

Total 171 JOO 100 

----_._--
Tab le 31 
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To know the insight of employees in Perception or the management grou ps and staffs ror the corporate 

communica tion Department , the researcher has posed a question and 1110st or lhc employees 55.4% of the 

respondents argued that the Perce ption of the management groups and stafTs for the corporate 

com municati on Departm cnt is not good-lookin g . On the other hand , (36 .3%) o f the respondents be lieved 

that ethio te leeom g ives pos itive Pe rcepti on o f the managemcnt gro ups and sta rfs for the corporate 

communication Department. The rest, 8.2% of them, had no reacti on on the issue. To this end , ethio 

tel eeom did not prov ide good Pe rception of the managem ent gro ups and starfs lo r th e corporate 

COIll 111 1I1l icat iOIl Depa rtment . 

4.2 .5 .3 Al locatin g adequate budget for corporate communication department ? 

From the val id 17 1 respondents about allocating adequate budget for corporate com munication 

depralment the fol lowing results have been obtained. 

Valid Frequency Pcrcent Valid Perccnt 

SITongly agree 64 37.4 37.4 
.. ----~---~-.--

Agree 88 5 1 .5 5 1.5 
-------- --- .- ---- - - - --.- - -- - -------,---

Neutral 19 I I. I II .1 

- - - -

Stron gly Di sagree () 0 0 
-_._._ ._--- _ ._--. - -------- ---_. 

Di sagree 0 0 0 

- ------------------ - -- --- ._-
Total 17l IOO JOO 

._.- --- -
Table 32 

The above informatio n clear ly depicts that the majority, 5 1.5% 0 (' res pondents agreed and have positi ve 

reaction with the company's work ing environment and 37.40/0 have strongly agreed 0 11 the point. Some 

(11.1%) were indifferent to dec id e. No one is argued o n a llocating adequate budget for Corporate 

communicat ion department. From this Oll e can draw a conc lusion assuring that the co mpany has a 

conducive work environm ent rar the department on the case budget. 

4.2 .SA Accolllp li sh ing CJl! al ilicd an d com petitive skilled awn power ror the dCpar1l11l.!nt? 

From the valid 17 1 respondents about accompli shing qua lifi ed and eOlllpetiti ve skilled man power for the 

depmtment the fo llow in g res ults have been obtained. 
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Valid Frequency l'ercent Valid Percent 

Strongly agree 90 52.6 52.6 

Agree r67 39.2 39.2 

14 8.2 8. 2 
---~----·---I-~c-----I~~------I~~-----I 
Neutra l 

Strongly di sagree 0 0 0 

Disagree 
-.-- --c-: 

0 0 0 

Tolal .171 100 100 

--- -_._----:;:-_._--
Tab le 33 

Accord ing to the Accompli shing qu alified and competitive ski ll ed man powe r for the dcpartmcnt , 90 

employees (52.6%) are st rongly agreed with job securi ty, 67 empl oyees (39.2%)a re agree and (8.2 %) 14 

employees a re indifferent with the idea. But no one is a rgued the issue that the researcher raised. 

Therefore it is poss ible to say that in Ethio te lecom company there is a qual ifi ed and competitive skilled 

man power for the corporate cOllll11un icati on department? 

4.2.5.5 C reating appropria! c working at mosphere and capac ity building for the department practitioners'? 

From the val it! 171 respondents about creat ing appropriate worki ng atmosphere and capacity building for 

the department practitioners' the fo llowing results have bC~1l obtained . 

Valid Frequency Percent Valid Percent 

Strongly agree 39 22.8 22.8 
--------- --.- _. - -------_._-------------

Agree 66 38.6 38.6 
----_._- ._-- - - - - - - -- _. - - - - --_. 

Neutral 20 I 1.7 I 1.7 

---------- ---- - _._-- --------- -
Strongly disagn.:c 18 10.5 10.5 

Disagree 
---------r--------'!G-A 28 16.4 

-------_._------ .'-- --_.'--- -----
Total 171 100 IOO 

------ -----_.- ---- --. ------ - .--_.,,- ------ ._. ------_ . . _--
Table 34 

Regarding crl:ating appropriate working at mosphere and capaci ty bu ilding far the department 

practitioners, the survey resu lts reveal that the majori ty o f" respondents 66(38.6%) and 39(22.8%) a re 

agreed ,md strong ly agreed res pect ive ly. While 20(11.7%) respondents are nelltra l \V ith rai rl y c reat in g 

appropriate work in g atillosphere and Capac ity 8ui lding for the Depa rt ment Pract itioners. on the ot her 
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hand, 18( I 0.5%) and 2S( 16.4%) respond ents strongly disagree and disagreed that rair payment is not 

cruc ial for e mpl oyee mo ti vation. rrom this olle can conc lude that fair and Appropriate working 

atmosphe re and Capac ity Building fo r the Department Practiti oners is go in g o n. 

4 .2.5.6 Access ibility o f wo rkin g materials ror th e department? 

Prom the va lid 171 respondents about accessi bility of wo rkin g materials for the department the fo llowing 

results have been obtai ned . 
,---c------. -.---.-----

Valid Frequ 
_. -
ency Percent Valid Percent 

--;--------- -_. 
Stro ngly agree 42 24.6 24.6 

- -
Agree 87 50.8 50.8 

---
Neutral 14 8.2 8.2 

------- ------ --- - --_. 
Strongly Disagree 

-----------_._- -----
Disagree 28 16.4 16.4 

- -_. ---- ----------_._---_. 
Total 171 100 100 

1-·c:ra-:b-:-Ic...,3::-:5:------··· _.. ----- ._-_._------ ------------

As it ca n be seen f'rorn th e above Table, 24.6 % of the responde nts have strongly agreed w ith the 

Access ibi li ty o r ,.\'ork in g materials for the depa rtment ) while 16.4 % ofthcm are Disagreed. However 

the majori ty of the empl oyees who an.! agreed represent 50.8 % and 8.20/0 are Ileutral. From thi s it is 

poss ible to co nclude that eth io telecom makes Access ib le working material s ror th e corporate 

COI11I11 Ull icatioll department . 

4.3 Na rrative of Managers interview 

One of thc mcthods chosen for assessment of the ro le o f corporate coml1lunication in so lving cllstomer 

servicc prohlcms is to do a qualitati ve research by doing personal interview 'vvith se lectcd representative 

mangers of the com pany. During th c se lcction of the managers efforl was made to include managcrs from 

different di visions (Illd yea rs o f servi t,;e, Purpose ful selecti on is used to ensure th e rcprcsenlati vcn ~ss of 

those interviewed Imlllagcrs at least division wise. Considering the t ime avai lable for th c resea rch 7 

mana ge rs were selecl ed fix thl.: perso nal interview 

All the Mall agers \\/ho were intervic\:\"cd lor the study helve been working in Ethio Teleco m for more 

than 6 ycars. The year of service rang'.:s from 6 yea rs to 18 years or service. 

Most of the managers interviewed arc in senior ma nagerial pos iti ons in the ir respec ti ve or/ices, Out u rthe 

ma nagcrs interviewed all have a c lose workin g re lation with cOiporate commun ication department. 
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All the managers who interv iewed believe that if corpora te commun icat ion works properly and if it gets 

the attent ion or hi gher officia ls o r the company, it has a remarkable fun ction in so lving custolller service 

problems. All of them who arc interviewed have a strong tru st on the corporate communicati on 

departmen t and they un derstood th e importance of corporate communication fun cti on. All of thcm are 

interested and owned high expectati on on corporate communicat ion ro le including in its management 

function. 

Six ortlle mange rs think that in the last three yea rs the corporate communicati on has a ro le in the overall 

organi z(~t iona l growth and they believed, the Corporate cOlllmu nieat ions departmen ts playa key role in 

in vestors, employees and the customers how they perce ive the compan y. They supposc that the 

depa rtme nt IS servin g as advisers in managing a compan y's reputation. Six o f them believe that the 

department IS he lping the managers and the company top leade rs to prepare themselves for media 

intcrv ievvs, deve lop Illl!ssagcs to th e in vestors and employees and suggest new ini ti ati ves to keep 

compa ni es Coil tho:; CU llin g edge of comlllunicat ion wit h their stakeho ld ers. But one manager did not agree 

on the current effic iency o f corporate commll nication. He argues that the department is not we ll 

de livering the act iviti es that expected fro m it. Evell he doubts that the core higher onicial s of the 

company did not carry exposlire for Corporate communicat ion department in order to bc acti ve in all 

rounded act ivit ies. 

/\ bout the qu estion that l h ~ resea rcher rai sed on the activit ies of' J'cptl t.!!tion and ident ity, six managers 

agrec Ihm th e dcparllileilt was tri ed to desc ribe th e company capab ility to del iver va luc outco llle service 

for the stake ho lders as we ll for the customer in general. But here al so one manager did not agree on the 

idea: rather he argue that that the department did not well engaged in bu ild ing reputati on and pos iti vc 

image orth e company ro r the customers, for th e employees and for the publi c at all. 

Concerning th e quest ion th at ra ised by the researcher about p~ma l1 e nt and planned meet ing with stake 

holders; fou r of the managers agree that th e company is li beling planed stake hu lders meeling ill 

co llaboration with Co rporate communicat ion departlllent. But three of th e manage rs argue.' th at even irthe 

company has a planned meet ing with stake holders; but , the Corporate cOlllllllln ication department is !lot 

thi s llluch fu nctional in the meering. They argue th at onl y it engaged in recordin g video and 

photograph in g in all event s that he ld wi th stake hold ers 

On the qllL:slion about their overall outlook of cOl"porate cOlllmull icat ion and challenges they mell tioned as 

the corporate cOl1lm unic,ltioll is one oj' the ce ntral dCpH rtmcnt s that adding val ue re r the ove rall 

development of the company. A II interview manage rs al so agreed 0 11 the progress or uverall perfOJ'lIlClneC 

spec ifically 011 the last three years. They ~l ppreciate the way the departm ent is addressing inform at ion on 
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internal cOlllmunication by the hel p o f' e lIlail system. BlIt ~ they reco lllmended th ere fee ling about the 

challenges that the department. faced. I\s the interviewed ma ngers suggestion out or several challenges of 

corporate cOlllmun ication dcpartmcnt the following are the main chal lenges observed in the section . 

./ The first chall enge that mangers suppose in corporate commu ni cation depart ment is, lack of the 

sc ientifi c professiona l communicat ion sk ill s . 

./ The second chall enge that th e managers thi nk in corporate communicati on department is; by 

several staff members inc luding manage ment grou ps it looked as an age nt of po liti cs in the 

compan y . 

./ The third challenge that the interviewed mange rs perce ived is; the CUlTent corporate 

co mmun ica tion pract ice in Ethio te leeom Company lacks profess iona lism . 

./ As the respondents ind icates that the forth cha llenges in Corporate commun ica ti on of Eth io 

telecoll1 is: top management groups did not give prior or equal intention as the consideration 

given for ot her core department in the company. On the ir opinion because of these grou nds the 

experts did 1I0t slIccess ful at the leve l or the ir knowledge what they can per Corm in their corporate 

comll1 un icat ion activates. 



CHAPTER FIVE 

5 IfJN})][NGS, CONCLUSION AN]} UECOMMEN]}ATJON 

This chapter highlights the findin gs, th e conclusions and the reco mmendations based on the ana lys is done 

on the data collected from respondents. Thi s study focuscd on the ro le of corporate com mu nicat ion in 

solv ing customer service problems in the company of Ethiopian te lecommun ication Corporati on. The 

d iscli ss ion then tried to acco mpli sh all the objectives of the study . As a result , recommendations are given 

for the target cclmpany to tack le problem a t hand . Areas for fur ther research of the study is a lso one of the 

emphas is or thi s chapter !l'om which future research insights arc conceived, 

5.1 MAJOUR FINDINGS 

The resu lt of the research re veals that th e corpo rate com muni cat ion activities have a role in the overa ll 

progress of the company. T he survey results of (45.7%) from the staff and 85% inte rview upshot from 

se lected 1l1flnagers indicates that it has a remarkable functio ns in the overall activities and for the 

achievement of po licy and strategies orthe cOlnpany . 

Acco rding to their respo nse e n the open end ed qucstion the (';orporate comll1uni cati on department ha s a 

fun ction of to nesh out the profil e of the "compilll y behind the brand" (corporate branding). And they 

suppose that a stron g activity in the Corpo rate coml11unicat ion departlllent ca n able to Il1lnlllll Ze 

inconsis!ency betwee n the cO l11panis desired ident ity and C ll ~tOll1cr servi ce probkms react ion. 

Spec ifically in the case o f technical standards and procedures for th e delivery of tciecolll illun ica tion 

services, quality or net wo rk in fi xed) mobilc) internet and data communi cati on. fluctuat ion of tmiffs 

relating to basic teiccommunication services. 

Corporate commu ni cations as \vc ll as research docuJrients hi ghl y cll1phas ize that modern corporate 

manage ment dcmands a two-way and strategica ll y plan ned cOllllllunicat ion based on optil11 rll usc or all 

too ls and fun ctions of internal and externa l commullicat ioll of'the compan y. In thi s regard the findi ng 

indicates that, duc to the imp lemcntation or e-Illai l based system co mlllunicat ion wi thin department and 

with other dcp(1rtmclliS is assuring f ~ls t exc hall ge o r information . Th~reforc the internal co mmuni cati Dn of 

the company has bcen brought ~\ grca t success in lllallY aspecls. 

eut the findi ng al so sllO\,vs that ; ill th e case of two way cOllllllunication adi vitics th e dep"rtlllcnt is only 

c:lsuring the interest of the company, it did not eq ually carc lo r the internal and externa l COmnll1 ilication 

in cluding th eir sta ke ho ld er ' s re lat ion. Therefore the resea rch findin gs in thi s regard shows, the Co rporate 
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commun ication department does not give top priori ty or eq ual ba lance as o r the in terna l cOlll lllunicat ion 

for the external comm unicati on orthe company and with stake holder relation. 

The finding on the case of poli cy, strategy and the perrorman ce or th e orga ni zation al ignment with 

corporate communication acti vities anal ys is indicates: like in reputati on, id entity, sta ke hold ers rel ati on 

and co rporatc soc ial res ponsib ility aspects 48.1% of th e ques ti oner and 85% or intervi ew res uli signily 

that the respond ent s cO lnmcntcd as the corporate comm uni cati on depa rtment is work ing we ll on foclIs ing 

in strateg ic iSS ll l:S o f th e co mpany. The resea rch indica ted that the co rporate cOlllmunicat ion activity in 

reputation. identity, stake ho lder relation and corporate soc ial responsib ility aspects a lign with the policy, 

stra tegy and the performance orthe organi zation. 

The survey questioner as we ll as interv iew conducted revea led that only 26% o r the respondents said the 

Corpora te cOllllllunicatiolJ departmcll t is lI sing appropri ately and elTccti vcly the opportuniti es that 

happencd in the company in regard to so lving cllstomer service. As interviewer emphas ized that the 

Corporate cO lllmunicati on pract ice lacks being of acti veness and effecti veness in the case of using 

opportuniti es for so lvin g cllsto mer sc rvice probl ems. 

5.2 Conclusions 

1. The survey results (4S. 7o/u) fro m the s tafTand 8S I Yo inte rview resu lt from se lected managers 

ind icates that it has a s ignifica nt fUlicti ons in the overall act ivates and for the SUt;cess of 

po licy and strntcgies of the company. There fore it is poss ible to conc lude that the Corporarc 

co mmu nication department has a fun ct ion of to ncsh out the pro fil e o f the "company beh ind 

the bra nd" (corporate branding). And they believe thai a st rong act ivity in tht.: Corporatc 

cOlll muni cation department ca n abl e to minimize inconsistency bctwecn the com pan y's 

desired idcnlilY and custolller se rvice problems reacti on. Specifically in the case or technica l 

standards and procedures for th e deli very o f' telecom muni cati on services; quality o f' net work 

in fi xed, mobile, internet and data cOllllllunica ti on, flu ctuation of tar in 's re lating to basic 

te leco rnll1unicati on services. 

2. The result on rllc case of poli cy, st rategy and the perfo rmance of the orgi:l ll izHt ion alignment 

wit h corporate COi~lI1H1ll i sation activities alia lysis indic <~lcs, like ill reputatio ll , iden t ity, stake 

holders re lation and corporate social responsibili ty aspect the corpomtc COllll ll Ul1ica tion 

department is working we ll on Jocllsi ng in strategic issues o r the com pany. The resea rch 

res ult also indicated that the corporate cOllllll un icat ion acti vity in reputation, ident ity, stake 

ho lder re lation and curporate soc ial responsibili ty aspects align witl! the pol icy, stra tegy and 



the performancc of the o rgan izati on. Also the resul t no ti ccs tha t from year to year it has 

brough t better customcr hand li ng st rateg ies. 

3. Even if the Corporate communicat ion has many opportunity to comm ence the cOlllpany, to 

co ll ect c Ll stomer opi ni on, anal yzin g and appl yin g systems in so lving customer service 

problems by th e he lp o f Corporate comilluni cati on practice, the clepartment has go through 

wit h se ri olls lack of Ll s ing oppo rtunities properly that occu rred in differe nt events in the 

company 

4. In th e case of communi cati on too ls the end result exp lain that the Corporate co mlllunication 

has a fun ction in c larify ing the company strategic iss lies by us ing different COl11 nlllllicatio ll 

tools and o n the reverse to acclll11 ulate the reaction and op ini on of the e llstomer to nddress 

the ir interests. Of the too ls; that a re applicab le in corporate cOlllmuni cat io n in o rde r to solve 

c ustomer serv ice problems: e lectronic mail. news letters, pane ls. ex hi bi tions, soc ial Medi as, 

electro nic medias, print mcdias and the like. Acco rding to the circumstances the Corporate 

communi cation appli es different kind of Co rporate comllluni cation tools for different kind of 

events i-o r the purpose of address ing cllstomer service . As suc h o n this case the department is 

show ing e flecti ve performan ce in va lidating co mllluni cation too ls . 

5 . In the case of pract ic in g opportunities to so lve custollle r serv ice problems the Corporate 

cOllllllullication did not show s liccess ful performance. 

6. 011 the case of challenges o f Corporate communica tion in the compa1l Y : from th e res ult it 

c?n be conc lude that; the application of the ri gh t co rporate communi cation profess ion in to 

practice in Ethiopian tc lecolll , lou r fun damental cha lle nges mtl st have got c larification. 

c:\. Lack of the scient ific profess iona l cOll1munication sk ill s. 

U. Looked as an agcllt ofpol itics in th e co mpany . 

c. Lacks profess ion ali sm. 

d. The top manage men t g roups did no t give pri o r or eq ual in tenti on as the consi derati on 

g iven lor o the r core dcpartm ent in the co mpany. 

7. From the results that werc obta ined in open ended questi ons and 111 in te rview part it can be 

conc lude that in ethi o te lecom, th e Corporate cOllll1lunicati on is try in g to cont ributc its ro le 

in minimizin g Cilstoiller serv ice problcms in the organization. Problems which mcnti oned in 

this rescarch , especially beginning frolll the last th ree yea rs is show ing progress in turning 

down from year to ycar beca use of the contri bution o r Corporate communi cati on in s trugglin g 

agai nst the problems. Spec ifi cally problems wh ich make the custome r's stress and th ose 

ques t ions that bring problem of good govern ance; like technical standa rd s and procedures Cor 

the delive ry orte leCOllllllllll ication services; quality ornct work in fixed, mobile, internet and 
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data com muni cation, nucluati on o f tariffs relati ng to bas ic te lecomm unication services are 

dec lining from bei ng of obstacle in dai ly communi cati on o r th e customer. 

8. In general from thc data, it is poss ib le to conc lude that when the Ethiop ian 

telecollllllunicat ion Corporate co mmunicati on compared with other governm ental 

co mmuni cat ion depa rtments currently it has a good performance and show ing advancemcnt 

from ycar to year (compared with th e performance before 3 yea rs ago). l lowever the e ffort of 

perform ing prolessional Corporate comll1uni cat ion activit ies 011 1:1 sound with inte ll ect ual 

fOHll dation requi res well articulated politi cs and acade mi c wri ting in the company. In this 

regard a lot rCllI ain s to be done .The practice o f Corpora tc cOlllmunication in the company not 

only a rc conJlrmed to the po li tical area. Rath er it sho uld be made on the im porlant and 

strategic issucs that wou ld be a rticu lated w ide ly in the sc holast ic sphere. 

5.3 Recomm endations 

On the basis of the lindings, the resea rcher recom lllends the fo llowing strategic, tactical and operational 

measures, which must be taken by the company ill order to Improve the effect iveness o f Corporate 

com l1llllli cal ion in so lv ing cllstomer service prob lems. 

1. Strategically to make fUll ct ional the Corporate cOlll l1lunicat ion departmen t; the imp rovement of 

profess iona lism in the practice of Corporatc cOl11 rnunicatiol1 and in so lvin g problems that cluc ill 

service dcli vl: rill g shuuld lJl': g ivell pruper t:ollccrn. For this reason sc!Jo l ~rs must be ITIc ti va tcd 10 

gcncrate research works and journal Ull Corporate comlllunication in the case or El hiopian 

telccom or in Ethiopian con text as th c enl ire. Espec iall y on the issues that wi ll co ntri butc to the 

dcve lopment o f Corporate communication in solv ing customer servicc problems should be 

identified and in tellect ua l di ssertation shou ld be conducted in the standard bas is. 

2. Corporat e communi cation credibility is a vcry important concern for Ethio tclccol1l co mpan y. So 

based on the po licy and strategy of the co mpany; profess ionali sm o f Corpo rate commu ni cat ion 

mu st cllIC stro ng focli s 0 11 model s or co m!llutl !c;:!lion and rcplItlltion measure ~, such as stra: cgic 

COlll munication n·<lllles like focll sing in ambi tion , on the vis ion of lhe cou ntry and the 

urgani 7atil..Hl as wc ll , inkrnal situat ion , ('x tcrnal s ituat ion, accountab ility, stake holders relat ion, 

appropr inte usagc o f resou rces, th e way to approach customcrs and understanding their prob lems 

shoul d bc set accordingly at high and best standard , so that strategicall y the profess iona lism and 

respect o f corporate comm. unication departmcnt \'l ill be ga illcd. 

3. Tacticall y Illodernizin g the placticc o f' Corporalc cO lllmunicati on demand s cOllll11cnci ng rcgular 

programs in hi gher learning, in stitution in under graduate levels, post grnciuatc and cloctoria l 

level. ·fherc fo re thc company in charge o r makin g e fTecti ve Co rporate co mm unicati on ac ti vities, 
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ilmLJst co lla borate w ith higher educat ion institutio n and work c losely to com1l1en ce such regula r 

ed ucational programs 0 11 Co rporate cO llllll uni cation. Thi s kind of tacti c \,vi ll he lp to develop 

profess iona l commun ication skill s and he lp to pass lip c ha ll cnges that Ill ay occll r in the 

app li cat ion o f Co rporate com munication activates. A lso si nce globa li zation makes the 

commu nications system more dyna mi c and chan geab le every tim e, by th e he lp of academ ic 

act ivities it w ill be poss ible to so lve proble ms that is seen in serv ice delivery ancl update th ei r 

scholast ic and worlds a ll rounded knowledge gap as far as possible 

4 . Operational ly tile Corporate com muni cati on lllode l should be c learl y spcc ilicd. Ratiler than 

looki ng the department as po li tica l age!! !; thc company c lai min g should be dC lllOcratic and 

developmenl should v isib ly be a s ign of and practica ll y promote Corporate com municati on 

departm ent to de li ver Corpo rate cOlllmuni cati on activities for th e interest of both the cllstome r 

and for th e company. 

5. Also on the operation phase, on the case of app li cation co mmunication too ls in the company, 

custome r based media se lecti on and handlin g has to be rirml y appl ied . Etilio tclecolll stafTs 

who m th e rcsearc her intcrviewed claim that: Et hi o teleco!11 ha s its own stu dio and product ion 

materiEl Is. Gut there is a problem or produc in g qual ity progra ms a nd lacks att ractive te lcvision 

agend as in c luding the message and the way the program is prcsenting. I\ lso there is a problem of 

TV coverage on the key strateg ic issues re lated wi th customer service probl ems of the com pany. 

S ignifi ca nt numbe rs of staffs assume that the compa ny is not effecti ve in tra nsmittin g 

fund~.lI nental com pany scnsitive area on TV progra m .So the appropriate usage of media loo ls 

a nd awarencss creation 0 11 the med ia , issue framin g of news and fu ture values should be 

cond ucted and need strong IOc lis. 

6. Since G lobalization makes the comlllu ni cations system more dynami c and makes Corporate 

cOll1mu ni cation c hangea ble every tim e. The Ethio. te lecom Corporate communicat ion mu st 

update the ir acade mi c a nd world s scho last ic knowledge . vVhen the compa ny can deliver thi s in a 

sllccessful v .. lay it w ill be possible to so lve all the challenges that may occu r in accordance w ith 

Corporate com mun ication strateg ic and day to day activates. The departm ent shou ld be we ll 

st ructured in. using new technology an d .i:ln:llytics of" s ituati ons. 

7. Finally developing the prac ti ce of Corpo rate comm uni cation in the nationwide needs a lot o f 

rcsearches exoltion .S pec ially Corporate comillunication is the most untouched area in Ethiop;a. 

Therefore hi gher in sti tutio n has to revise extensively th e ir cu rri cu lulll and Illll st open Corporate 

cO lllmuni cation de partment. ;\s such ethi o tclecom com pallY must a lso motivate scho lars who 

have a n opportuni ty to give th ought and conduct ing furth er studics on the' 'lrccl. ;\ lso the 
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Governme nt communication affairs o f Ethiopia have to contribute its ro le in moderni zi ng thi s 

field of spec iali zat ion as cou ntry wide. 

5.4 Arcas for furthcr futurc ,"cscarch 

The prese nt resea rch study has tried to fi nd ou t the ro le of Corporate com muni cati on in so lving customer 

service proble ms in Ethiop ian tc lccommu nication corporati on ; po pular concepts (like Corporate 

communicatio n concept, models in comm unication and reputation , the ro le o f Corporate com muni cati on 

in an o rgan izat ion, a nd highl ight o f teleco mmuni cati on. Corporate brand a nd identities strategic 

com mu nication fra me and concept of strategic cOlll muni cation has been tri ed to tOllch. But th is study has 

its li mitat ions of the sample s ize, di vers ity of o rgani zations and time linc. Th e sa mple s ize was limited to 

only Addi s Ababa c ity; he nce the results cannot be generalized across Ethi opia . Thu s, future research 

study can be conducted on a large number of Corporate cOlllllluni cation profess ionals across Eth iopia. 

Also, a study can be conducted on the role of Corporate communi cation in solving c ustomer service 

problems in banks an d insurance and in large company of Ethiopia . Further, a compa rative ana lys is 

bchvecn public and pri vate sectors on the fun ct ion of corporate co mmuni cati on can be studied . 

50 



Rcfc l'cnccs 

Alastai r R.( 20 I 0) The Tall Shis Races Hartle 

Commun icat ions (U n published materi al) 

Publ ic Relat ions Manager Lead on Tall Ships PR & 

America n Heri tage Dicti onary (1970) Boston publisher Iioughton M i min 

Argenti I' (2009) Corporate co mm un ication;McG raw Hill : New York, NY. 

Berteke van Rulcr and r rank Korver (20 16) Publ ished in: Sarah I-Ia ll (Ed.) 

Balmer, J. M. T. & Soenen, G. B. (1999). The Acid Test or Corporate Identity Management, Journa l of 

Ma rkc ti ng Ma nageme nt, IS( 1-3), 69-92. 

Bouda h Daniel J. (2011 ).Conducti ng ed ucat ional research: guide to com pleting a major project: SAGE 

I' ubl ications. 

C rombrun, M Shanley (1990) What's in a name? Reputation building and corporate stra tegy Academy of 

Ma nagement Journa l. 

Charles J. Fombrllll ( 1996) Reputation: Rea li zing Value li'om the Corporate Image Il cmel Il empstead: 

Prent ice-H a II. 

CJ Fombrll n, CUM Van Riel (1997)The reputationa l landscape Corporate reputation reV iew, London: 

Sage Pub licat ions Ltd. 

Cha rles .I . r Olll bru n ,Cees 13. M. Van Riel (2003)Famc and Fortune: Il ow s uccc" ru l Com panies iluild 

Winn ing RCfJlltati ons ,Hemei ll empsteaci: Prent ice- I la ll. 

Corneli ssen, J. P. & Lock, A . R. (200 1). The appea l of' integration: lllanag ing commun ications in modern 

organ isat ions. Market ing In te l! igc ll ce & Planni ng, 19(6), 425-43 1. 

Corne lissen. J. P. , van Bekkum, T. & van Rul er, 8. (2006). Corporale Communications: A I'mct iee-based 

Theoreti ca l Conceptua lizatioJl. London: Sage Publica tions Ltd. 

Corne lissen, J. (2008) Corporate Comlllun ica tion.A guide to theory and practice. Sage Publication s: 

London. 

Corne lissen J. (2017) Corporate Coml1l unica lion Pape rback Harvard Business School l',..ess: Boslon. 

51 



Constituti on and Convent ion of the Internati onal T elecom municati on Union (199 1), Opti onal Protoco l 

and Recomlllcndat ions, Geneva . 

C R Kothar (2 004). Research Methodology Methods And Techniques Un ive rs ity of So uth Florida 

Scholar COlll JllOnS 

de Castro, G. M., Navas Lopez, .I .E. , & Lo pez Saez, 1' . (2 006) . l3u s iness and social re putati on: ex plorin g 

the conce pt and main d imcnsions or corporate reputation. Journa l of Bu siness Ethi cs. 63(4), 

361 -370. 

Denison, D. R. ( 1984). l3 ringingeorporate c ulture . l3 innin gha m: Stamford Univers ity . 

Doz ier D.M. , G runi g L.A. , Grunig J .E. (1995).Ma nager's G uide to Exce llence in Public Relations a nd 

Comlllun ication Management. I.Al \-vrcllcc Erlbaulll A ssoc iates: H illsdale, N J. 

Ecc les, 11. ., Newq uist. S., & Schal L R. (2 007). Re putation and its r isks. I larvard il us iness Rev iew, 85(2), 

104- 11 4 . 

El mer Ke nnedy-And rews (2000),The poetry of Derek Ma hon Gerrards C ross, l3uc kingham shire : Colin 

Smythe; New York: Distr ibuted in North Am erica by Oxfo rd Un ivers ity Press, 

lithi o le leeom a nnua l report ( 20 17) Add is A baba, Eth iop ia (unpublished ) 

First fi ve years GTP Strategic p lan of cthi o te lecom ( 20 I 0) Add is Aba ba Ethiop ia (U npubl ished) 

f'ombrun , J. c., & Shanl ey, M. ( 1990). W hat is in a name? Reputat ion buildi ng a nd corporate strategy. 

Acade my o f Ma nage me nt Journ a l, 33(2), 233-25 8. 

Fombrun C. ( 1996) Reputat ion. Rea liz ing V a lue from the Co rporate Image. I larvard Bus iness School 

Press: l1 osto n. 

Forman, J. & A rgcnti, P. A . (2005) . 1·lm-v corporate cOlllmull icalion innuences stra tegy implementation, 

reputation an d thc corporate brand: an exploratory quali tati ve study . Corporate Reputat ion 

Rev iew, 8(3),245-26" 

Freeman R. E. ( 1984) Stra tegic Ma nage me nt : a stakeho lde r approach , Pit ma n: 130ston . 

Gray, E. ( 1995). Corporale im age as " st rategic co ncept. In Proceedings o f lite 13 th An nua l ConlCrcncc or 
the Assoc iat ion o f Ma nagement. Va nco uver, 250257. 

52 



Gray, E. R. & Balmer, J. M. T . (1998). Managing corporate image and corporate reputation. Long Ran ge 

Planning, 3 1 (5), 695-702 . 

G regory, A. (2008) Pub lic relat ions and management .in Theaker A. (cd.). The Public Re lat ions Hand 

book. Routledge: London, PI' . 5 1-69. 

Grunig .I. E. (cd.) ( 1992) 13xce ll ence in Public Re lat ions and Communi cati on Management. Lawrence 

Erlbaum Associates: H il lsda Ie, NJ. 

Horger, N. (200G).Trust and Corporate Comm uni cat ion. Identity, Brand , Image, VS Verl ag fi ll' 

Sozia hvisscnsehaften, W iesbaden. 

h!lI2S.JI.h i zn uenLcom/a bo ut-66 863 I 0- ubi ie-re lation-eo rporate-eom mu n i cat ion. html 

ht tp: //www. zse. hrlUserDocs Images/ legall l 3. Kodeks%20korporati vnog%20uprav ljan ja20 I O-prijel om.pd f. 
[accessed 25 Nov 13 J 

.h.Hn://Vf..~.vw . Institut e for pr.org/reputation 

In gcnh o ff, D. & So mmer. K . (20 I 0), (" Spec ifi cat ion of fo rmati ve and ren ccti ve constru cts and path 
modell ing (partial least squares) to measure reputation(Rcsearch Methods for Marketi ng and 
O rganisat io nal Comill un icatio n), Herbcrt von Hale lll Verlag, Ko ln, 246-88 . 

In ternat ional Journal ofSlratcgic Communica tion Vo lume 1,2007 - Iss ue I 

htlp :ll\vww.huo.hrldown 1 0ad_ lil e.php"fi le~trz i stc _.osigu ranja_ rh_ 20 12. pd r. [accessed 5 Dec 13 1 

Jailles E. Grun ig ( 2002) Excellent Pu bl ic Relations and Effect ive Organ izations 

.l ames Mahoney (2013) Strategic COlllll1unication: Principles and Pract ice .Lawrenee Erlbau l11 Assoc iates: 

Hillsdale. N.J . 

.l OhclllSS01l, C. (2007). I'.cscarc h on o rgani zat ional c<)1l1mUlliea tion. Nord ieom Rev iew, 28(1 ), 93-110 . 

Kyung-ran Kim. (2007). T he effecl of advertising and publicity on corporate reputati on and sales rcvellue: 

1985-2005. The Ll n iversity of Texas at A ustin, Ret rieved from I'roQucst database (UM I nu mber: 

3277536). 

Ma st C. (2008).Unternehmcns ko mmu nikati on.1 ,uciu s & Luc iLls: Stuttga rt. 

No bel 1' .(2006) . Co rporate Governa nce Sc hmidt abl er: Wiesbaclen, PI'. 469-488. 

53 



Parks, T. (2008). The rise and fa ll of donor fun ding lo r the ad vocacy NGOs: understanding the impac\. 

Developmen t in Pract ice, 18(2),2 13-222. 

Pirie V. (20060. Unpu bli shed doctoral dissert at ion, Zagrebu: Zagrcb. 

Schutzc, T. , & Rcnn hak, C. (2005). The impact of reputat ion on investmcnt decis ions), working papcr, 

Munich Bus iness Schoo l, Munich. 

Schmi d B, Lyczek B. Schu ltze et al. (2006) Extended Abstract Journ al o f Business Com mun icat ion 

Tench R, Ycolllans.(2006) L. Exp loring publi c Rclation, Printi ce I iall , Financial Times 

Thiessen, A. , & I ngenhon~ D. (20 II) . Sa feguarding reputation through stratcgic, intcgrated and 

situationa l crisis management: development of the integrative model of cri sis communication. 

Co rporate Communication: An Inte rnati onal Journal, 16( I), 8- 26. 

T he American Ilcrt iage Dictionery of English Language 1970 Van Riel , C. 1995. Principles of Corporate 

COI1l1lluni c.ation. Prelence Ilill : Ncv,I Y ork. 

T he 2nd In ternat iollal OFI·:L Conf(:rcncc 011 Governance, M;magcmcn l and Entrepreneurship (20 14) , , 

Dubrol'nik, Croat ia 245 

Van Riel, C. 13. M. ( I 995) . Principl es o f corporate comillun icati on. Il emel Hem pstead: Prent icc-Hall . 

Van ;(ie l C, Fom" run C. (2007). Essentia ls of Corporate COlllmunica tion.Routledge: London and New 

York. 

v,.n Ri el, C. 13 . M. & rombrun , c. J. (2007). Essential s 01' corporate communicat ion. Rou tl edge . 

van Riel, C. 11. M. ( 1997). Research in corporate communication: an overview of an emergillg field. 

M "n"gc men l COmll1l! 1l icat ion Quarterly, I 1(2), 288-3 09. 

Yoon. EUllsan , Ilugh J. G .. &. V alerie K. (1993 ). The crfects or informati on CJnd co tllpany reputation on 

intcr~! i () n ~ to hu) a bu sin ess ~~~ rvicc . .I ollrnal oC 13u sin css R~sca rc h . 27. 2 15-228. 

Zerrass ,\ , (20 13) .Eliropca n Commun ica tion Monitor FAC D/EU I'RERA, I le li os Media: I3ruxellcs 

54 



Appendix I 

Addis Ababa University 

Graduate School of J ournalism and Communications specialization III I)RSC 

(Public Relation and Str'a tegic Communication) 

The Role oJ Corporate COlJIlJlUllicatioll ill Solvillg cllstomer service problellis (IS a ca.\'e study III Etll io 

Telecom Questiollllaire. 

Dear, Ethio Telecom Staffs, 

I am a Master student in Publ ic Relation and strategica lly COlllmunicati on at Addis Ababa Uni versity, 

conduct ing Ill )' thes is resea rc h in [lIe Role ql Corporale cOIl1JJ1lf1licaliol1 in Solvil1f{ customer service 

problems as a case stud)!.J.!J I:.:thio Tele c;.om:. 

'I'he purpose or my research is to exp lore, the Role or Corporate communi cation in so lving c ustomer 

service prob le ms through com munication systems c urrent ly Ll sed in your o rganization, and your 

pe rcepti on with the communication systems. I invite YO LI to complete my q uestion naire, which looks 

re lated with your organ iza ti ona l corporate communicati on and c ustomer servicc .. Thi s questi onnaire has 

two sccti ons Back ground Info rmati on o r the surveyors and questions w hich is inte rconnected with 

o pini o ns re lat ed to areas of yo ur view w ith com muni cati on in re lawLi w ith so lvi ng problems customer 

se rvicc, The resu its o rthis su rvey wi ll be anonymous and you w ill not be identificd in a n)' publicati on or 

report or the resea rch findin gs. 

Pl ease read the instructions care full y and answer the q uestions in the o rder they are presented , II' you 

encounter any problems or ir you wo uld like to di scuss w ith a ny aspects of the stud y please don ' t 

hesitate to contac t me at any tim e throug h the fo llowing ad dress. 

My contact deta il s a re below a nd I am too m uc h g lad to an swer any q uestions tha t you may have. 

[2)'gcrelllclVlalgma i I. C0111 or aya lcwgcrcmcw@yahoo,co 111 

09·20· 77·0 1·64/09-78-79·05·86 

GC/,CIIlCW Ayalcw 

Thank you! 

o 
0-
on 

" 0. 



Questioner for Staffs of Ethio. Telecom 

A. Background lnfomlation 

I. In which level your age is? 

A. Under 25 13. 26-34 C. 35-44 0 .45-54 E. 55+ 

2 . Your sex J\ . male B. Female 

3. How lon g Have you Been in Eth io. te lecom Corporat ion 

A. less than 1 year 13. 1-4 Yea rs C. 5-8 .Y cars D. 9 -1 

4. Your status Catego ry in Eth io. te lecom 

A. Management B. M idd le Management C. Officer D. Subordi nator D. other 

5. Please Indi cate which Best Ind icates your fo rma l Ed ucation 

A. Did Not Fin ish High schoo l B. Hi gh sc hoo l C . Complete co llege D. Co llege 

degree E. Post Gracluatc degree F. PHD 

6. I-low Sa ti slicd On your Organizational Corpora te cOlllmunication in all over ac tivates 

A. Very Satisfi ed B. Dis sati s ri ed C. Some what Di ssatis ri ecl D. In Different E. Some 

what Satislled F. Satisfi ed G. Very Satis fi ed 

7. In the last 3 years w hat has happened on yo ur organizationa l Corporate commu nication leve l of 

res ponding favo ra ble answer for cli stomer questions 

A. Stayed the salllC 13 , Gone Up. C. Gone down D . I cion ' Kn ow 

B. Attitude Focused questions 

Listed Below arc seve ral Kinds of informat ion often assoc iat ed w ith the ro le of co rporate 

communicat ion ill related w ith Cli stomer serv ice . Please indicate how is your prec ipitation on th e 

acti v ity and orl quality o f each kincl of information by c irc ling th e a ppropria te number at the ri ght 

s ide o f th e issues. 

----------------------------------------------------,-----,-----,-----,------r-----., 

Corporate communication Function in the 
ologanization? 

1 2 3 4 5 

'" ___ ~ __ boO 

'" Q., 



----
~ effecti veness in ManQ,gement Funct ion? -- -1-- -

Interna l Organizationa l Com mUlllcat lon f\lI1ctlon and Its success. 

--- -- ._--_ .. _------------- -- ---_._. 
Perfor mill g efficient External Co mm uni cati on Function. 

--- -- -----
Effecti veness Corporate Communication in publi cizing In formation 
and gathering feedback usi ng Socia l Medias? 

---- _._-_._- --- - . __ ._._--
Handling \ove ll organ ized in for mati on about customer service 
prob lems 

_._-_ .. _------- -----_._--- - -------_. 
Consistent Messagc by lI sin g varioll s cOlllmunication channe ls? 

--- --------_._---------------- --------- --.-_ .. 
Posi tion and acceptance of Corpo l'<1tc comlllu ni ca tion ill the 
Orga n ization? .. _- --"'- -
Maximizi ng the Va lue of information by Using Communication 
too ls_ 

"" ---
Wd l organized Comlll unication discipli nes (adverti sing, direct 

I ma rketing. employee com mun ications, media relat ions, etc.)? 

_. _-- ------_ .. _. -_._. -------_ ... - ------- ---- ---_._-- -- ----._ .. 
) Supporting & enco uraging all cngaged community that parli cipate in 

-- J:~)ublie erocess an d in id cntili' ing customer se rvice prob lems_ 

li'ocllsing On Policy, Strategy and on Performa nce 
_._- of the Organization? - -- - --

Planlling an d app ly ing Communicati on activates bflsed on the 

--- _~~ga~li.zati ()l~'po li (;lJi:,,-,ncs~ _____________ _ ___ --------- ---- --- --- -- - -- ----_. 
[)cs lgnll1g Strategy On foclI sillg to so lve customer service problems t'" co' '."". co'"'",,,i,,,,,," """""c__ ------ ------ .--- .- ----- -._- _. -- - --- - -
Planned stake ho lcler re lation by corpo rate cOl11l11uni catiul1 
acll vatcs. ------ ------- ------------ -- ---------- ------- ------- ----
St<!.I~L' ( '~ld sched uled Illcetll1& with stake holders 1------------- - ---

1 1ista bl ishing & build ing on Mutua lly benefic ial trllst worthy 
rc:la(; () nship wi th stake holders_ 

-- -,-- - -- - -.--
Practice :i1lld Experience in remova l of key 

ehallenacs by usin.g Corporate Communication? -- ---= - -- - --

In Identifying fundamental Customer service Problems? 
-- _ .. - ._.- .--- -------.------ --- .. _-- ._------ ---- - ---_. --- _._.- ------ ----- -----.- ----- -_._-

Appropriate Usage of Con1tllunicat ioll too ls for solv in g custolllcr 
service problems? 

-- ---_.. ._---_._---_._--- .. _---- ---- ----- --- -_ .. _ .. _- ._-_ .... _._. 

-- Src~~~ng CJ.~ !·i fi CHt iO!:!..!?.t)dellti f yi ng c li st Ol~~e r ser~&IlC!.!l~_~g..£.~._ -_._- 1-------- - - -_ ..• - -----_. --- - .. _ .. 
Ill le r~l c ti oll between an organizat ion and it s extc l"! il environ ment, in 

I th e sake of se rvice de li ve ra nce challenges? 
~ I 0 0 

--- --- . -------- .. _- ---- •• -+ -- -- . -_.- -'---- ----- J ______ 0-

0.. 



:; T he in ter face behvecn t he orga nization and its 
environm ent, to he lp gathe ri ng, co mmu n icate a nd interpret 
informat ion from the e nv ironment as we ll 
as representing the o rga ni zation to the outside world . 

------ -------------------------�----�---------------

Opportunities to solve customer service problems 
in regarding to C orporate communication 
practice? 
:-- ;-;---;---;-- ---;-----c-------,-- :--:---7-,------------I-----I-----I------ -

Coordination interna l a nd external stake ho lders ----- - -"'-';-'-'-'-'===---- - - -,-----1---1---1-----+---1----
We ll Schedu led and p laned meetin g w ith ma nagement g roup a nd 

____ _ ~v i th employees? ---------- -.--c;-----~---------c-_;_-+---I---- - ---i----+­
Promoting a two V·laY communication between the managers and the 

. ___ ~~~!Q~~con.~rn ing_c.listo~lcr _?s:rvicc pr~_.::b:;-l c:::l"ll,,-S?,-______ -;-_ -1-___ 1 ____________ __ __ .~ __ . 

: ~ Apply ing Opportunities l'or the purpose o f so lv ing customer service 
pro~lem ,--____ _ __ __ __ _ __ _ _____________________ ___ __ _ 

I 
CtwlIenges of Corpora te communication 

I JI)epartment in applying the right corporate 
Communication Profession. 

cc-:--'-c:.:c::.:c"'-C--;.:-;--:-:---:-:---:--:------;-;- I---I----I- --I----- --- ­
Genu ine invo lvement ill l11anagerial decision making and the overa ll 
stra tegic ma nagement 

___ ~. ~~[~I}~~~~li zat i oll. _____ _ ________ -1-_ __ _ _____________ __ _ 
Pe rcept ion of the manageme nt g roups and staffs fo r the corporate 

__ . __ _ ~:on!.~~l i~~!!ior~l)~~I~l[.l~_e n ~__ _ ____ . _______________ .. _________ , ___ . __ _ . _____ . ______ _ 
A llocati ng adequate budget 1'0 1' Corporate commu nication 

_. _____ [)_e'p.!' r(me!~~ ____ ________ ---------:-:-:--:--- ----=--c---- ___________________ ___ _ 
I ! Accompli shin g qua lifi ed an(t competitive skill ed ma n power for the 

Departm ent ? 

- ----- - - --;------;-;-----c---:-c::---:--:::--:-:-;:----;:-- ---- ------- - - -
C reating Appropriate worki ng atmosphere and Ca pac ity Building for 

_____ lI1',-'2~~tn~<:!.'LJ~ ac t i tioners ' ? _____ _ _ _______ ___ _ _ __ _ ____ . ____ _ 
T he Relati onship between corpo rate com muni cation de partment and 
custome r service dc partllll:nt'} 

____ ~~~~G_-::,_:;;-_i b_i ~il;'_-~_--r~\~O_-I_:I;-_i ~~ -,~l~~~_-~a-_~-- _-r~'~_lT_;C~(~l e~- p-~~._tl_;:;_~-,~t-7-_ -_ _ ~_~_-_-____ l_-~±= ------_~_--_J= 
6 .Y Olif over a ll perception abo ut co rporate communication department o f your 

orga ni z<lti on. 

7 . If yo ll have any com ment regardin g corporate cOlllmunicati on Over all ac ti va tes and perception; please 

can you notice it?? 



Appendix II 

Depth interview questions W ith Ethio T elecom Department Manager~ 

I . fl ow long have you been \~Iorki ng in Ethio tciccom? 

2. What is your position and In vo lvement ill the Ethiop ian tc lCCOlll manage ment cu rren tl y? 

3. I low can you evaluate the role of corporate cOllllllu nication in so lving customer servi ce 

prob lems? 

4. If your answer is yes fo r quest ion no. 4 haw can it be descri bed? 

5. 'f he Role of corporate coml11un ication in foc li sing a ll over a ll growing o rga nizat iona l 

ca pac ity? 

G. I-I ow can be descri bed the act ivi ty o f corporate com mun icat io n ro le in reputation and 

identity? 

7. What abo ut the act ivity o f the department effort in image Reputat ion in Identify in g Image 

bu i ld ing? 

S. How it cou ld be descri bed 0 11 givi ng attent ion for public opinion anci putting a so lving 

strategy For the problems? 

9. I low yOIJ evaluate co rporate cO llllllunication permanent and plannccl mceting with stakc 

ho lders·! 

10. I low it wo uld be descri bed on maxi mizi ng the val ue ofillfonnat ion ill the organ izat ion as 

Iyve ll as country wide? 

II . I low do yo u desc ri be the potentia l of corporate com mun ication in pro blem so lving a nd 

dec is ion makin g? 
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Amharic Version questioners 
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Appendix V 

Cheek list for Personal Observation 

I. The way OfCOI1l 111l111i catio ll in the Organi zati on? 

2. Commu nicati on between emp loyees and Middle and to p ma nagement? 

3. Corpora te cO l11munica ti on technology App lication'! 

4. Employee's re lat ionship in the orga ni zation? 

5. COl11munication between Employees on the saill e leve l oi"potation? 

6. Ro le of Corporate cOllllllunication in so lv in g c ustomer se rvice problems? 

7. \Veakncss and streng1h o f co rpo rate communication based o n the Princi pl es communication 

in the organizat ioll 

X. Emp loyees and Co rporate cO lllmunica tion relationshi p in the organizati on 

9 . COlllll1unicat ion between dilTcrcnl department in the organ ization spec ially (Custome r 

service and Corporate communication) 

10. Differe nce of c ustomer service sati sfact ion empl oyees rega rdin g age a nd sex in 

theorga nization? 

o 
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