

























































































































































































CHAPTER FIVE

SUMMARY, CONCLUSIONS, RECOMMENDATIONS AND
DIRECTIONS FOR FUTURE RESEARCH

Based on the analysis carried out and the findings reported, this chapter presents the
summary, conclusion and recommendations. Further, it provides some directions to

future research.
5.1 Summary

This study was conducted based on the objective of identifying factors which affect
internet customers’ satisfaction. It was focused on the business customers’ since it was
believed that business customers can represent other customers’ due to the derived nature

of demand on business to business transactions.

This paper presents important theoretical and practical contributions. On the theoretical
side, it provides a better conceptualization of the formation of customer satisfaction in
ETC by examining customer perceived service quality and customer value in the
customer side and perceived quality attributes from the management side. On the
practical side, the empirical results provide a better understanding of the respective roles
and relative importance of the determinants of satisfaction in ETC’s internet service

delivery practices again from both customers and management’s perspective.

When the internet customer response on overall satisfaction analyzed, most customers
were found to be dissatisfied by ETC’s internet delivery practices. The resulted with six
service quality factors and one value dimension from the customers’ perspective which
includes Dependable employees, Tangibles and reliability, Responsiveness, Operational
skill of the respondent, Connectivity effectiveness and Internet importance to run their
business. And four service quality factors were identified by the management as
determinants for customers’ satisfaction which include Service employees, Serving

expectation, Service effectiveness and Communication and concern of management.
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The empirical results provide strong evidence for the descriptive power of the resulted
model to assess internet customers’ satisfaction. The most important contribution of this
research is that it provides new dimensions to be applicable in the analysis of customer
perceived service quality, perceived value and also customer satisfaction in the context of

internet service providers’ industry.

Furthermore, the results also showed that the majority of business subscriber’s of internet
service use it for email purpose followed by information search and research data; even
nearly half these businesses have their own website for marketing purpose. The result
also showed that, using internet application for commercial transactions is unusual by
most businesses like performing selling, paying and ordering goods and services. This
can be taken as an implication for underutilization of internet capacity in Ethiopia

compared to the today’s world practices.
5.2 Conclusion and Recommendations

The aim of this research is determining factors that affect internet customers’ satisfaction
with the case of ETC internet service delivery practices. For this, it uses customers’
perceived quality and value factors to identify how customers perceive ETC’s internet
service and value delivery practices towards satisfaction and also to identify factors those

are perceived to be service quality factors by ETC’s management members.

Regarding the results, the majority of the findings of the study supported the applied
theory indicating strong relationship between perceived customer value, service quality

and satisfaction for internet service providers’ context.

Since internet service providers contribute a lot for the modernization process by
providing internet and related technologies which in turn significantly facilitate various
new opportunities for transaction, and providing firms with new ways to conduct
business. Firms like ETC as internet service providers, should emphasize on identifying,
anticipating and satisfying customer requirements profitably. For this, the output of this
research can contribute a lot for ETC to gain an insight as to how satisfaction of internet

customers can be maintained. Furthermore, it has nationwide contribution since the
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country’s economy is highly demanding such kinds of modern services to have business

firms which can interact worldwide.

It is evident from the study that ETC executives are expected to improve performance in
each quality and value construct in order to insure customers’ satisfaction together with

the identified management perceived service quality factors.

Accordingly, the following conclusions may be drawn together with the

recommendations to the management:

1. As the analysis result implies internet customers’ are dissatisfied by the ETC’s
internet service delivery practices. For this, the management has to devote
towards improving the identified internal and external dimensions in order to
assure customer satisfaction. While the mangers perceive serving expectations,
service employees, service effectiveness and communication and concern
significantly contribute to internet service quality users/ subscribing customers’
found dependable employees, operational skill, internet importance and tangibility
and reliability are found to be contributors for service quality then to customer
satisfaction. Additionally, customer perceived value constructs are contributing to
service quality and customer satisfaction. So, these 11 factors with their specific
constructs can be used as inputs to design a well integrated customer satisfaction

—centered program.

2. Since internet customers of ETC perceive that connectivity effectiveness and
internet importance as key factors to influence their satisfaction, ETC
management should give priority to improve these factors by maintaining
technical consideration to provide higher and sustainable connection speed to
serve the importance of Internet for firms productivity, innovativeness,
performance and totally to support their achievement to themselves and to the

economy.

3. Since the research examines that the business internet application is widely

dominated by email and information searching, much attention should be given to
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provide to improved internet service quality and facilitate the business firms and
users to realize internet based business opportunities and e-commerce transactions

which are now widely used in the rest of the world but uncommon in Ethiopia.

From the management view point ETC less performs towards delivering service
as per the expectation of customers. For this, it’s recommended that management
have to enhance integrated responsibility towards quality assurance in and
between different divisions by considering what customers are expected from its

internet delivery practices.

Similarly, factors with less contribution to determine service quality and then for
customers satisfaction (operation skill and employees dependability) should not
be neglected by the corporation, considering it can focus on these factors to

identify more satisfaction determinants.

5.3 Directions for Future Research

As per the researcher’s opinion, this study only focused on identifying customer

satisfaction determinant factors from the point of view of customers’ quality and value

perception and management quality perceptions. But while investigating these factors,

there can be a possibility to several other related issues which are not raised in this

research. Among these directions leading to future researches the following are better to

be considered:

Research should be conducted to examine whether other factors can be identified
in order to increase determinants service quality, perceived value and customer

satisfaction,

The developed customer perceived service quality model need to be applied in

similar contexts for further validation,

Further research should be conducted in order to compare management and

customer service quality perceptions and to design a new model tries to identify
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not only customer’s perception of quality but also management’s perception of

quality determine the overall quality delivery practice in service business context,

Identifying whether there is existing interrelationship between the identified
management and customer perceived service quality determinants by applying for

further analysis.

Moreover, with regard to internet application for business purpose in Ethiopia;
additional research need to be conducted in order to identify the basic
requirements and gaps for internet utilization to suggest remedies, which will be

helpful for the country’s adaptation practice too.

The data was collected by leveraging personal contacts with private firms by
using paper based questionnaire. But as the subject of study directed to internet
users internet questionnaires can be applied easily to access a large number of
respondents. Using this approach would allow for quicker, more efficient and less
expensive data gathering methods. It is expected that this initiative would be
initiated by the local ISP — ETC, which the researcher tried to use but the attempt

was not successfully accepted by it.
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L AT,

CATEGORY AND STATISTICS OF INTERNET SUBSCRIBERS (Up to February 2009)

ETC Service (f)

Office
Service

Test
No

ANNEX I:
Zone/ Description | Business(a) | Residence | Government | Others
Region (b) (c) (d)
CAAZ Dial UP 1246 2929 548 9585 |
Leased 265 255 8 92 e
EAAZ Dial UP 3261 1143 156 2809
Leased
NAAZ Dial UP 809 4283 221 79
Leased
SAAZ Dial UP 740 1327 100 956
Leased 152 2 30 21
SWAAZ | Dial UP
Leased
WAAZ Dial UP 508 2010 117 75
Leased
Zone  |DiallUP | 6564 11692 | 3504
Total = [Leased | = 417 LR
1'ER - Dial UP 518 317 439 100
- Leased 4 23 23 6
NRO, * Dial UP 654 413 368 75
%"‘-..; Leased S 17 13 8
NERY®. - | Dial UP 156 288 309 69
°C % " | Leased - - 10 3
Nk % | Dial UP 297 447 759 209
B % 2 € [Leased 10 9 60 6
SR2, © Z| Dial UP 293 636 492 192
% 9 UfLeased 9 1 12 3
SER Dial UP 402 993 222 63
L4 Feased 2 5 7] 1

2

2
8 8
3 3
7 7
: 2

e




Zone/ Region | Description | Business(a) | Residence | Government | Others ETC Service (f)
(b) (c) (d)
Office Test | Total
Service No :
SWR Dial UP 156 204 221 61 - - - i
Leased 1 6 3 - - = )
WR Dial UP - - - !
| Leased - - -
SSWR Dial UP 139 214 235 119 - - -
Leased - - -
ASSOSA Dial UP 14 15 97 23 1 - 1
Leased 3 1 - - -
GAMBELA Dial UP 19 21 55 28 4 - 4
Leased - - -
JIJIGA Dial UP 24 50 71 6 - - -
Leased 6 v 3 31
SEMERA Dial UP 14 35 87 1 2 2 4
Leased




Annexure II (A): Questionnaire for ETC Internet Customers

ADDIS ABABA UNIVERSTIY
School of Graduate Studies
Department of Business Education
MA-Marketing Management Education

Questionnaire to score ETC Internet Service subscribers’ responses on service delivery
and quality

Dear Respondent:

My name is Azeb Assefa, the prospective graduating student from Addis Ababa University —
MA in Marketing Management. For this reason, I am undertaking a research with the aim of
assessing customers’ satisfaction on the Lthiopian Telecommunications Corporation (ETC)
internet service delivery. Thus, I kindly ask you to fill the questionnaire with sense of
responsibility. This information will be used for academic purpose and the responses will be
treated in strict confidentiality. Thank you in advance, for your time and active cooperation.

» No need of writing your name or your organization’s name.

PART I



The following set of statements relate to your feelings/experience, as a
subscriber/user, of ETC’s Internet Service. For each statement, please
show the extent to which you believe ETC provides the service as per the
characteristic described below. Kindly circle the number which reflects
your level of agreement.

Your level of Agreement

Strongly Agree

1 ETC’s web page (Www. .cthionet.et) has attractive de31gn for prov1d1ng up-
dated information about its Internet Service.

2 Bemg p10v1de1 of Internet Service, ETC’s corporai facilities are v1sually
attractive
3ETC employees dealmg in Internet Services wear professwnally

4 At ETC, the appearance of the office furniture and arrangements glve
comfort for Internet Service customers.

5 ETC provides Internet Services connection as per the pr omise made
through promotion

6 ETC shows genuine interest for handling Internet service subscribers’
problems

7ETC provides correct and accurate information about its service for
Internet subscribers

8 ETC delivers Internet related ser vices on the promised time.

9 ETC keeps Internet customers’ records upddted and free frorn errors

10 When the Internet service is blocked ETC mforms the leason for
subscribers

11 ETC employees serve internet Servwe subscrlbels qu1ckly

12 Internet service subscribers can always get full assistance from ETC by
calling its payment free phone (997).

13 ETC Employees are wiliing to respond to Internet customers reqliests,
even when they are busy.

14 ETC employees instill confidence in Internet subscribers in their
transactions

I5IETC employees keep Internet service subscribers securlty (e.g. password)

16 ETC employees dealing in the Internet service are polite to service
subscribers

17 ETC employees are knowledgeable to answer queries of the Internet
service subscribers

18 ETC g,ives-artention to individual requirelhents of Internet service
subscribers’.

19 ETC emp]oyees deal with internet service subscribers in a car ing fashion.
20 ETC employees can understand Internet service subscribers’ needs.

-~

|

-

<

| Agree

(=)}

Slightly Agree

wn

=

| | don’t know

W

. Slightly Disagree

Disagree

L8]
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21 ETC Elesigris its operations based on Internet service subscribers’ best
advantage.

22 ETC has convement workmg hours for mtemet related services

23 Internet service prowded by ETC i improves my firm’s active perfelmance

24 ETC’s Internet service improves my firm’s productivity

25 Internet service plOVIded by ETC is useful to handle my work effecti{;ely

26 Internet service of ETC allows me to be more innovative by providing the
opportunities to access more information

27 ETC’s Internet service helps me to make better decisions through
accessing and analyzing worldwide information

28 Without fast Internet connection, running my firm’s business will be
difficult

29 I can attach documents qulckly on internet serv_lce supphed by ETC

30 ETC’s internet connection speed facilitates easy download of
documents/programs

31 I am satisfied with the connection speed prov1ded by ETC that is always
available

32 I have the potential to operate internet based services easily
3 It is simple to find what I need from the internet through search engines

34 [ know where to click in order to obtain 1equ1red information from
different web pages

5 ETC’s Internet service saves the time of handling the firm’s
communication task

36 My firm has received extreme communication benefits by usmg the
Internet service pr0v1ded by ETC

37 When any technical failure occurs with re respect to Internet servme, ETC
solves it swiftly

38 The price that ETC char ges for Internet services is aff01dable

39 ETC maintains a billing procedure that is well-known by internet service
subscribers

40 Compared to the pri'ce my ﬁrm”pay for Internet sefvices, ETC delivers
reasonable service quahty

41 Compared to the Internet service quahty bemg delivered by ETC charges

are reasonable/fair

42 Overall, I find ETC’s Internet service as qualli'ty
43 Overall, I am satisfied with the Internet service of ETC

PART II
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1. Please put a tick (¥') mark on the application types that your firm maintains through
internet service:

U 1. E-mail
U 2. Searching for information

U 3. Selling goods or services;

U 4. Ordering goods and/or services;

U 5. Paying for purchases via the Internet;
U 6. Research data gathering

U 7. Own Web site for marketing activities.
U 8. Reselling internet service for users
Other (if any)

2. Your firm’s category based on the nature of business
U Manufacturer QO Service Provider

3. Type of subscription your firm is using

QDial Up (Leased line/Broadband

4. Monthly internet costs (amount paid) in ETB
OLess than 500 Q501-1000 Q1001-2000
U2001-3000 L3001- 4000 HdMore than 4000

5. How long your firm has been using ETC’s internet service?
U1 year- 3years UMore than 6 years
U4 years- 6 years

6. On average, how many hours does your firm use internet service each day?
ULess than 4 hours 4 - 8 hours
Q 8- 12 hours Qmore than 12 hours

7. Your occupation in the firm

Thank you!

Annexure II (B): Questionnaire for ETC Internet Customers
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Annexure IT1: Questionnaire for ETC Managers

ADDIS ABABA UNIVERSTIY
School of Graduate Studies
Department of Business Education
MA-Marketing Management Education

Questionnaire to score ETC’s Management responses on Internet service
delivery

Dear Respondent:

My name is Azeb Assefa, the prospective graduating student from Addis Ababa University —
MA in Marketing Management. For this reason, [ am undertaking a research with the aim of
assessing customers’ satisfaction on the Ethiopian Teleccommunications Corporation (ETC)
internet service delivery. The items in this questionnaire are designed to know as to how the
management members at ETC consider Internet service and its delivery to ensure quality and
satisfaction with customers.

Thus, I kindly ask you to fill the questionnaire with sense of responsibility. This information
will be used for academic purpose and the responses will be treated in strict confidentiality.
Thank you in advance, for your time and active cooperation.

» No need of writing your name or your organization’s name.



Part1:

The following set of statements relates to your feelings
about performance that ETC has for internet services. For
each statement, please show the extent to which you
believe ETC’s management has the feature described by
the statement. Kindly circle the number which reflects
your level of agreement with the feature that ETC has.

Your level of Agreement

Strongly Agree

Slightly Agree

| don’t know
Slightly Disagree
Disagree

Agree

Strongly Disagree

In ETC, it is believed that quality internet service
is a worthwhile goal to strive for
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ETC managers are generally convinced that
providing quality internet service will improve
marketing effectiveness

ETC spends considerable sums of money to
ensure that the internet service can be performed
effectively

ETC employees appreciate fully the importance of
delivering the internet service correctly, at the
time when promised

Senior managers in ETC regularly communicate
to employees why it is important to deliver
internet service without quality errors

ETC communication medias (such as newsletters
and notice boards) stress the importance of
delivering quality internet service

The quest for providing quality internet services is
in the mission statement of ETC

In recruiting employees, ETC attempts to ensure
that they believe in the value of quality internet
service delivery

Training programs in ETC focus on how to
provide internet service to customers that is
quality

10

11

In ETC. there are teams from various functional
areas (e.g. finance, marketing, operations, etc.)
responsible to ensure quality delivery of internet
services

ETC managers attempt to provide a realistic
picture of what customers can expect in the
internet service delivery

12

ETC facilitates regular communication between




those who serve internet customers (e.g. service
and maintenance personnel), and those who make
promises to them (e.g. salespeople)

In ETC, delivering the internet service correctly
the first time is one of the main priorities

14

ETC employees are trained to show internet
customers as to how much the organization cares
for and values them

15

ETC employees constantly search for the ways to
delight internet customers by delivering higher
than their expectations

16

Customer expectations of internet services are a
measure against which ETC evaluates its
performance

17

ETC has a good idea about what internet
customers expect

2 1
2 1
2 1
2 1
2 1

Part Il: Personal Profile:

1. How long you stay in ETC at a managerial position (related with internet services)

2. Your Managerial level in ETC is

3. Since how long have you been using internet services?

ULess than one year
U1 year — 3 years

U4 years — 6 years
UMore than 6 years

years

Thank you.



Annexure I'V: Results of Regression Analysis — Overall Customer Perceived Service
Quality

Model Summary

Adjusted Std. Error of
Model R R Square | R Square | the Estimate
1 .5852 .342 .338 1.411

a. Predictors: (Constant), TRII, SK, IM, COIl, RS, DE

ANOVAP
Sum of
Model Squares df Mean Square F Sig.
1 Regression 1013.786 6 168.964 84.842 .0002
Residual 1947.712 978 1.992
Total 2961.498 984

a. Predictors: (Constant), TRII, SK, IM, COIll, RS, DE
b. Dependent Variable: Overall Service Quality

Coefficients®
Unstandardized Standardized
Coefficients Coefficients
Model B Std. Error Beta t Sig.

1 (Constant) -.575 .320 -1.797 .073
DE .049 .058 .032 .852 .394
RS 130 .042 102 3.102 .002
COll 270 .036 237 7.472 .000
IM .336 .035 .283 9.527 .000
SK -.036 .048 -.020 -.756 450
TRII .186 .056 125 3.349 .001

a. Dependent Variable: Overall Service Quality



Annexure V: Results of Regression Analysis of — Overall Customer Satisfaction

Model Summary

Adjusted Std. Error of
Model R R Square | R Square | the Estimate
1 .8802 774 73 .815
a. Predictors: (Constant), V, Overall Service Quality
ANOVAP
Sum of
Model Squares df Mean Square E Sig.
1 Regression 2228.317 2 1114.158 | 1678.041 .0002
Residual 652.012 982 .664
Total 2880.329 984
a. Predictors: (Constant), V, Overall Service Quality
b. Dependent Variable: Overall Customer Satisfaction
Coefficients?
Unstandardized Standardized
Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) .099 .083 1.192 233
Overall Service Quality .862 .015 .874 56.659 .000
\% .038 .021 .028 1.800 .072
a. Dependent Variable: Overall Customer Satisfaction
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