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ABSTRACT

Managers at Nokia Siemens Networks frequently noaesions on service delivery and
how to minimise the Service delivery costs. Strergftindustry rivalry, lower switching
costs by buyers of telecommunication equipmentserdices and their price sensitivity
influence the managers’ decisions on service dsliaad cost of service delivery. The
study sought to determine the factors affectingviser quality in the Kenyan
telecommunications vendors market and the reldtipndetween service quality

dimensions and customer satisfaction.

In order to satisfy the objectives of the studyswavey was conducted in the two
dominant mobile telecommunications companies inylemamely Safaricom and Airtel.
The findings revealed that even though the fiveviserquality dimensions can lead to
customer satisfaction, some of them were regardduktof higher priority. Reliability

dimension was considered to be having the highagiact on service quality while
tangibility dimension was considered to have thesiémpact on service quality in the
Kenyan telecommunication vendors market. Moreover s$tudy established that all
service quality dimensions apart from tangibilityménsion should be improved and
allocated more resources since they positivelycaféestomer satisfaction. Tangibility

dimension was found to have a negative relationsiitip customer satisfaction.

The study therefore recommends that Kenyan teleaonuations vendors should put
more effort on those Service quality dimensiong tirere found to be higher importance
on Customer satisfaction. They include reliabifagtors, empathy factors and responsive
factors. Moreover service quality dimensions wernenfl to have a positive relationship
with customer satisfaction hence should be improvedachieve more customer

satisfaction.
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CHAPTER ONE: INTRODUCTION

1.1 Background of the Study

Managers in the service industry are under incnggpressure to demonstrate that their
services are customer-focused and that there ncauos service improvement (Shahin,
2006). Understanding the concept of service quaity customer satisfaction adds
Shahin (2006), helps service firms to identify ssgvquality gaps, prioritise which
service gaps to allocate resources and identiftist-effective way of closing the gaps.
AlBassam and AlShawi (20103uggest that the survival of any firm in a highly
competitive industry depends on its ability to pdevthe best service quality to its

customers.

Service quality and customer satisfaction are vergortant concepts that companies
must understand in order to remain competitiveusifess (Chingang & Lukong 2010).
According to Chingang and Lukong (2010) it is impat for firms to know how to

measure service quality in consumers’ perspectiverder to better understand their
needs and satisfy them. They add that service tguisli considered very important
because it leads to higher customer satisfactioofjtability, reduced cost, customer

loyalty and retention

1.1.1 Service Quality

Service quality is described as a function of thfekences between the expected service
quality, managers’ beliefs of customer needs, serguality specifications and the actual
delivered service (Parasuraman, Zeithaml & BerB94). Gronroos (1988) explains in
the perceived service quality model that servicaliguexperienced by a customer has
two dimensions: technical quality and functionahlify. Technical quality also known as
service product, describes what the customer rededuring service delivery while
functional quality also called product service, adres how the service is delivered. He
further suggests that the organisation’s image saska filter and hence it can negatively

or positively modify the customer’s perception ef\gce quality.
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Service quality can be evaluated by different medalich as SERVQUAL model
(Parasuraman et al.,, 1994), SERVPERF model (Crénifiaylor, 1992), Johnston,
Silvestro, Fitzgerald and Voss Model (1990) andrBoos service quality model (1984).
The SERVQUAL model (Parasuraman et al., 1991) aeded the Gap model has five
service quality dimensions namely responsivenedmgbility, empathy, tangibility and
assurance. SERVPERF model (Cronin &Taylor, 1992 developed from SERVQUAL
model. Cronin and Taylor argue that performancehes best measure that explains
customers perceived service quality.

Johnston, Silvestro, Fitzgerald and Voss (1990) ehazhtegorises service quality in
terms of satisfiers and dissatisfiers. This mo@a b8 dimensions where each dimension
is either a dissatisfier or a satisfier dependimgtioe individual characteristic of the
customer and the circumstances. Gronroos (1984)emddscribes service quality
expectations as a function of market communicationgge, word of mouth, and
consumer needs and learning, while experiencei®a@uct of a technical and functional

quality, which is filtered through the image.

SERVQUAL model was adopted for this study becaiiss a comprehensive and
empirically grounded tool (Wong & Sohal, 2002)idlta statistically tried and tested tool
because of extensive field research and refinefiBrgsland & Curry, 2001). The model
has been used for measuring service quality in msaryice organisations and in
different contexts.

1.1.2 Customer Satisfaction

Hansemark and Albinson (2004) argue that satisfads an overall customer attitude
towards a service provider, or an emotional reactm the difference between what
customers anticipate and what they receive, reggritiie fulfilment of some needs, goals
or desire. Oliver (1997) defines customer satigfachs a customer’s fulfilment response;
thus the judgement that a product or a servicaufeabr the product or service itself

provides a pleasurable level of consumption-relfaéfdment, including levels of under-
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fulfilment or over-fulfilment. While Kotler (1994dlescribes customer satisfaction as the
level of one's feelings after comparing the perfamoe or results that he or she felt
compared with expectations. Some studies haveiigehtwo aspects of satisfaction as

transaction specific satisfaction and cumulativwestaction (Andreassen, 2000).

According to Sureshchandar, Rajendra and Ananthang{2002), customer satisfaction
concerns the results of the customer’'s comparisoexpected service quality and
perceived service quality. Strong relationshipseletween service quality and customer
satisfaction but the two constructs are conceptudifitinct from the customers’ point of
view. Sureshchandar et al., (2002) further add thettomer satisfaction should be
viewed as a multi-dimensional concept and measurecencepts should be generated

with the same dimensions of service quality.

1.1.3 Relative Importance of Service Quality Dimensns on Customer Satisfaction
Chowdhary and Saraswat (2003) suggest that theveeleight that customers seem to
give to each service quality dimension can be detexd. They also observe that
SERVQUAL instrument can be used to determine tHative importance of service
quality dimensions. Chowdhary and Saraswat (20QR) #hat customers are quite
consistent in ranking of the importance service liguaattributes. According to
Chowdhary (2000) generalisations are difficult take because of variations in the basic

nature of services and that the type of industigcathe design of service.

Identifying and prioritising service quality dimeoss enables service providers to
develop operational strategies (Sachdev & Verm#&4R0For instance banking and
insurance services industry require least physicablvement of the customer thus
tangibility dimension is relatively less importacdmpared to assurance. Sachdev and
Verma (2004) argue that allocating resources inag that is consistent with customer

priorities can enhance the effectiveness in theeeoperations.



1.2 Telecommunications Service Industry in Kenya

There are many telecommunication companies in Ketoday offering different
telecommunication services (www.cck.go.ke). Thedecbommunication companies can
be categorised into two groups based on the mablest are operating in. The Mobile
telecommunication operators make the first categanite telecommunication vendors

the second category (www.cck.go.ke).

1.2.1 Mobile Telecommunications Operators

The mobile telecommunication Operators market casaprof Safaricom, Essar
telecommunication, Telkom Orange and Airtel (ww.go.ke). These companies offer
mainly mobile telephony services, fixed telephomgrvices and data services to
subscribers. Industry statistics from Communicati@ommission of Kenya (2012)
showed that Kenya mobile subscriptions stood attB6 million subscribers and this

represented about 68 per cent market penetration.

The mobile telecommunication operators market gged approximately $1.5billion in
the year 2011 and was expected to continue thigiyes$rend with a projected market
value of $1.7billion by 2016 (Pyramid Research,20The highest revenue came from
voice traffic while the mobile data services wehe fastest growing (Communication
Commission of Kenya, 2011). Adoption of money tfanservices and introduction of
3G-based services in the industry has contributed the growth of the

telecommunications industry (Communication Commissf Kenya, 2012).

Safaricom limited is the leading mobile telecomnwatipn operator in Kenya with
market share of 67 per cent of the total mobilesstiption (Communication Commission
of Kenya, 2012). It was formed in 1997 as a fullyned subsidiary of Telkom Kenya
(http://www.safaricom.co.ke). Safaricom has sinceered as one of the fastest growing
companies in Kenya and directly employs more tha®b001 employees

(http://en.wikipedia.org/wiki/Safaricom).



Safaricom network coverage is one of the widesKémya with all major towns and

trading centres covered (http://www.safaricom.cp.l&@afaricom offers voice services,
value added services, internet and money transferces (Communication Commission
of Kenya, 2012). Money transfer services known agpdda is one of the recent
innovative services from Safaricom and has emeaged@stest growing (Communication
Commission of Kenya, 2011). Competitive rivalry rfrothe other 3 mobile

telecommunication operators contributed to dectih&afaricom market share from 80
per cent in 2008 to 67 per centin 2011 (CommumpnaCommission of Kenya, 2011).

Airtel Kenya started its operations in Kenya as é&hin the year 2000. It rebranded to
Celtel then to Zain in 2008 and from the year 2010became Airtel Kenya
(http://www.africa.airtel.com/). With a subscriptiof about 4 million mobile users it was
the second market leader in Kenya’s mobile telecamoation operators market. This
represented 16 per cent of the market share (Comeation Commission of Kenya,
2011).

Airtel's network coverage is relatively wide andntioues to grow to cover major towns
and market centres in Kenya (http://www.africagicom/). It mainly offers to its

subscribers voice services, value added serviogstnet and money transfer services
(http://www.africa.airtel.com/). It is the main cepetitor to Safaricom for the last 12

years (www.cck.go.ke).

1.2.2 Telecommunications Vendors

Telecommunication equipment manufacturers prodwrenaunication equipment and services
that facilitate communications (Downing, 2012). $&ecompanies supply telecommunication
equipment, offer software solutions and provide fgssional services to mobile
telecommunication operators (Downing, 2012). Safthese services include Network design
and planning, network optimisation, Network equimiedeployment, Operation and

maintenance, Consulting and network outsourcing vices

(https://inside.nokiasiemensnetworks.com).



Nokia Siemens Networks is a multinational data weking and telecommunications equipment
company (https://inside.nokiasiemensnetworks.colin)was formed through a joint venture
between Nokia networks business group and Siemen®mmanications
(www.guardian.co.uk/business/2008). is the world's fourth-largest telecoms equipmen
manufacturer measured by 2011 revenues after Brics$luawei and Alcatel-Lucent
(http://uk.reuters.com/article/2012/04/p5Nokia Siemens Networks has operations in ardls@l
countries including Kenya. The African region heaalters are in Kenya and oversees sales and

service operations across African countrie$f(s://inside.nokiasiemensnetworks.com).

Nokia Siemens Networks is thus a telecommunicatggrsice provider and provides
services to Safaricom and Airtel as its key custsnme the Kenyan telecommunications
industry (https://inside.nokiasiemensnetworks.comfhe offered services include
network planning and optimisation, project implerta¢ion, maintenance and managed
services. Its industry competitors are Ericsson,awti, Alcatel-Lucent and ZTE
(Communication Commission of Kenya, 2012). Its otbempetitors include CISCO,

Sun Microsystems, Nortel, IBM and HP.

1.2.3 Determinants of Service Quality in the Telecomunications Industry

Key issues in this industry include quality of seey cost of service, changing customer
needs, and changing technological environmentifinstof Economic Affairs, 2002).
Mobile telecommunication operators increasinglysnen timeliness and responsiveness
in service delivery (https://inside.nokiasiemengrmeks.com). They demand faster
resolution of network problems, shorter lead tinreslelivery of telecommunications

equipment and implementation of projects (httpssiie.nokiasiemensnetworks.com).

Issues that delight the mobile telecommunicatiopsrators include the willingness by
telecommunication vendors to offer extra servicetesser costs and being flexible to
adjust to the changing service needs (https:/fnsakiasiemensnetworks.com). To meet
these needs, telecommunications vendors increaserces by hiring extra employees,

training and developing of existing employees, stvgy in new technology and re-
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designing of service delivery processes (httpsidienokiasiemensnetworks.com).
Acquiring extra resources implies that the telecamitation vendor has increased cost

of service delivery (https://inside.nokiasiemensmgks.com).

1.3 Statement of the Problem

There are many telecommunication vendors in theyerielecommunications industry
than there are mobile telecommunication operat@smmunication Commission of

Kenya, 2012).The telecommunications industry madteicture can be described by
using Porter’s five forces namely industry compeitrivalry, buyer bargaining power,

threat of new entrants, threat of substitutes awvdep of suppliers (Gupta, 2008).

Industry rivalry and buyer bargaining power are theost significant forces
(http://en.wikipedia.org/wiki/Network _Equipment_Rider). Strength of industry
rivalry, lower switching costs by buyers and buymice sensitivity influence the
telecommunication vendor managers’ decisions owiceelivery and cost of service
(Gupta, 2008). The dilemma that emerges to thesagrimakers is whether to focus on
lowering cost of service or focus on improving seevdelivery and hence better service

quality.

Managers at Nokia Siemens Networks frequently noaesions on service delivery and
how to minimise the Service delivery costs (wwwside.nokiasiemensnetworks.com).
Service delivery decisions include setting up ofvi®e improvement programmes,
hiring, training and developing employees, and wnprg Customer relationship
management systems (www. inside.nokiasiemensneswank). Timeliness in project
implementation and maintenance services, consigtandault handling, flexibility in

providing resources to unexpected service demamitisygness to help and collaborate
with customers are some of the key factors of S$ervidelivery (www.

inside.nokiasiemensnetworks.com).



Sachdev and Verma (2004 argued that service finnfigur industries namely restaurant,
banking, insurance and salon were able to devedopce operational strategies by first
identifying and then prioritising service qualityneensions in order of importance.
Dehghani (2006) confirmed the causal relationsl@twben service quality dimensions
with customer satisfaction and confirmed the dinmmity of service quality in the

study of electrical services firm. In the studytloé factors affecting Service quality in the
Public health sector in Kenya Wanjau, Muiruri angodo (2012)found that low

employees capacity, low technology adoption, ireife communication channels and

insufficient funds affected delivery of service fato patients in public health sector thus

affecting health service quality perceptions, pdtgatisfaction and loyalty.

The studies by Sachdev and Verma (2004), Dehgl28@6) and Wanjau et al., (2012)
were done in different technological and sociowalk contexts. The studies also gave
different results as regards importance of eactsavVice quality dimensions. In the
context of telecommunications services industryis thtudy sought to answer the
following questions: are service quality dimensions equal importance in the
telecommunications industry in Kenya? What is #latronship between specific service

quality dimensions with customer satisfaction?

1.4 Specific Research Objectives
To answer these research questions the study stwugtthieve the following specific

research objectives.

1. To determine the critical dimensions affecting pleeceived service quality in the

Kenyan telecommunications vendors market.

2. To establish the relationship between service guadimensions and customer

satisfaction.



1.5 Value of the Study

The findings of this research sought to help Nol@mens Networks and other
telecommunication vendors to understand what factoad significant impact on
satisfaction for their customers. Understandirgdis that lead to customer satisfaction
helps service providers to plan their resourcesaptonise service processes. Although
there are other factors such as price, productityuztic other than service quality that
determine customer satisfaction, service quality Heeen proven to be the best
determinant of customer satisfaction in the sernckistries, (Wilson, Zeithaml, Bitner
& Gremler, 2008). The study was also to contribotere knowledge to the already
existing Service Quality and Customer Satisfactitarature and thus help students and
other researchers in their related studies.



CHAPTER TWO: LITERATURE REVIEW

2.1 Introduction

This study concerns two important concepts: Custddatisfaction and Service Quality.
First the literature on the dimensionality of seeviquality is discussed then a critical
review of relationship between Service Quality &wkstomer Satisfaction is done. The
literature on the concepts of Customer Satisfactamul Service Quality are also

discussed. Finally a conceptual framework is dgyedio

2.2 Multidimensionality of Service Quality

In a conceptual study on service quality, Suur@@08) explores the main theoretical
viewpoints of different researchers on the concasation of service quality and its
measurement. Suuroja (2003) observes that, traditiservice quality models consider
perceptions of service quality as based on multipteensions. Thus as service comprises
of a complex bundle of explicit and implicit dimémiss, it is logical to assume that the
customers overall evaluation of service qualityudtidoe along these dimensions. Suuroja
(2003) further argues that service quality showtibe viewed as a separate construct but

rather as an aggregate of several dimensions.

Suuroja (2003) concludes that there is need farstomised approach to service quality
dimensions in different service sectors since therthinants of service quality may be
unique in different service sectors depending ensipecific features of the services. This
conclusion is consistent with the widely held view other studies. However the study
has not evaluated the relative importance of ehehservice quality dimensions. To
determine the value of aggregation one has to dudif the strengths in the different

dimensions that lead to the same aggregate wit lkegual customer satisfaction.
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2.3 Empirical Studies on Service Quality and Custoer Satisfaction

A critical review of the literature on the relatgimp between the two concepts is covered
in three different contexts. Firstly, in the coriteof electrical services industry in
Sweden, Dehghani (2006) investigates the relatipnSetween service quality and
customer satisfaction. Secondly, Zekiri (2011) Btigates the same issue but in the
context of mobile telecommunication industry in Mdonia and finally Ahmed, Nawaz,
Usman, Shaukat, Ahmad and Igbal (2010) investigfa@eimpact of service quality on

customer satisfaction in the context of mobiledefemunication industry in Pakistan.

A case study by Deghani (2006) investigates thatiogiship between customer
satisfaction and service quality and its measunethé context of electrical services
industry in Sweden. The study identifies 6 impartdimensions that can be used to
measure quality of service and achieve competitisieantage. These dimensions are
reliability, assurance, tangibility, empathy, respoeness and price. Dehghani (2006)
also concludes that it is not possible for a fiorperform at a superior level in all the 6
dimensions. Dehghani (2006) further finds that @helimensions are not of equal
importance and that in terms of importance to austosatisfaction these dimensions
vary in importance starting from pricing to empatiich is the least important

dimension.

The findings of this study are consistent with dasions made by Suuroja (2003) to the
extent of its multidimensionality of service quglliut as a case study it comes with the
weakness of generalisation that is associated thghresearch approach. However its
findings are consistent with those carried outtimeo studies in different technological or

socio-cultural contexts.

A case study by Zekiri (2011) in the mobile telecoamication industry context
investigates service quality and customer satisfacrelationship. Factor analysis
technigue was used to explain the relative impagaof service quality dimensions. The

study finds that reliability was the most importatinension for customer satisfaction
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while tangibility was the least important dimensidaekiri (2011) also confirms that

service quality had a significant impact on custosatisfaction.

The conclusion from this study confirmed the firgnof Dehghani (2003) on the
multidimensionality of service quality. However whas Dehghani (2003) found price to
be the most important dimension than other dimerssi@ekiri (2011) concluded that
reliability was most important dimension. The stumlgo had similar findings on the
impact of service quality has on customer satigfactfrom other studies. The

generalisation of this study however needs to sedein other socio-cultural contexts.

An empirical study on the impact of service qualdy customer satisfaction was
conducted by Ahmed, Nawaz, Usman, Shaukat, Ahmddcgoal (2010) in the context of

mobile telecommunications industry in Pakistan. $thely focused on the Short Message
Services provided by mobile telecommunications cammgs. The study confirmed that
overall service quality had a significant relatibipswith customer satisfaction. The study
findings also indicate that tangibility, responsiess, reliability and assurance
dimensions had a positive impact on customer satish but empathy had a negative

impact on customer satisfaction.

The study confirms the findings by Dehghani (20@&)uroja (2003) and Zekiri (2011)
on the dimensionality of service quality. It alssmte up with the same conclusions as the
study by Zekiri (2011) that service quality has iampact on customer satisfaction.
However the study has not differentiated betweenwis® quality delivered and the
perceived service quality. The link between theliuaf service delivered and perceived
service quality and customer satisfaction is nbieaxed. Moreover the study was done in
a mobile telecommunications industry in Pakistanctvhis a different socio-cultural
context and thus it was important to find out iethindings of this study could be
generalised in another context such as sub-SalAdiriaa.
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2.4 Customer Satisfaction

Zeithaml and Bitner (2003) define satisfaction he tustomer’'s evaluation of a product or
service in terms of whether that product or servieets the customer needs and expectations.
Failure to meet the needs and expectations is a&sbtmresult in dissatisfaction with the product
or service. It is also influenced by customers’ gamal responses, their attributions and their
perceptions of quality (Zeithaml & Bitner, 2003).

Andreassen (2000) suggest that two aspects offasditsn are transaction specific
satisfaction and cumulative satisfaction. Transaesipecific satisfaction is the

customer’s evaluation of his or her experience @adtion towards a particular service
encounter (Cronin and Taylor, 1992; Boshoff andyGG2®04). This reaction is expressed
by the customer who experiences a service for tre fime. While cumulative

satisfaction refers to the customer’s overall eatatin of the consumption experience to
date (Johnson, Anderson & Fornell, 1995). It igrfrthis accumulation that customers
establish personal standards which are used toegsergice quality. Wang et al., (2004)
state that cumulative satisfaction has been used than transaction specific satisfaction

in predicting customer behaviour and a firm’s perfance.

Satisfaction attributes may have different satiséacimplications for different customers
or different markets (Anderson & Mittal 2000). Therket environment can influence
satisfaction and product use (Anderson & Mittal @OOAccording to Mittal and
Kamakura (2001) consumers with similar satisfactioatings, yet different
characteristics, may show different levels of repase behaviour. Thus it is clear that
market and consumer segments should be importetadréato consider when measuring

customer satisfaction and its implications (Mig&aKamakura 2001).

2.5 Service Quality

According to Chingang and Lukong (201%grvice quality is considered an important tool
for a firm’s struggle to differentiate itself froits competitors. The relevance of service
guality to companies is emphasised because it sofeercompetitive advantage to

companies to achieve customer satisfaction. Chopgand Lukong (2011) further point
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out that by defining and understanding service igyatompanies will be able to deliver
services with higher quality levels presumably l@&sg in increased customer

satisfaction.

Parasuraman et al., (1988) propose a service gumatitlel with five dimensions namely
tangibility, reliability, responsiveness, assurgnaed empathy. Tangibility involves the
appearance of physical facilities including theipment, personnel, and communication
materials. Reliability involves the ability to perfn the promised service dependably and
accurately. Responsiveness entails the willingniesdielp customers and providing
prompt services. Assurance involves knowledge amuttesy of staff and ability to
inspire trust and confidence. Finally empathy iwesl the provision of caring,

individualised attention to customers’ needs.
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Table 2.5: The five service quality dimensions (Pasuraman et al., 1988)

\

Dimension Description Specific criteria that custorers use
Reliability Ability to perform service e Timeliness
dependably and accurately « Consistency
* accuracy
Assuranc Knowledge and courtesy » staff competence
staff; ability to inspire trust an » respect for customers
confidence « credibility
» safety and security
» confidentiality
Tangibility Physical representation or ima * physical facilities
of the service e equipment
» technology
» employee appearance
e communication materials
Empath Caring and individualise + individualised attention
attention to customers » appropriate service for custom
needs
» clear and timely communicatiol
* access to information, staff and
services
Responsivene Willingness to help custome » willingness to help

and provide prompt services

prompt attention to requests
problem resolution
flexibility

complaint handling

Source: Parasuraman et al. (1988)

Other studies also suggest that service qualitgnismportant indicator of customer

satisfaction (Spreng & Mackoy, 1996). Attention s$ervice quality can make an

organisation different from other organisations gath a lasting competitive advantage
(Boshoff & Gray, 2004). Brady and Robertson (20@Lggest that as an effective
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differentiating factor, service quality helps seevifirms to create the necessary

competitive advantage.

2.6 The Summary of Literature Review and the Concepal Framework

The critical reviews of the literature on the cqoiseof service quality and customer
satisfaction indicated that there was a significgatationship between the two concepts.
The literature reviews further showed that depegdin the industry and type of service,
ach of the 5 Service quality dimensions vary inam@nce (Suuroja, 2003; Zekiri, 2011,
Dehghani, 2006; Ahmed et al., 2010). This concédramework looked at the service
quality aspects within the telecommunications indusin Kenya between the
telecommunication vendor as the service providet #ie mobile telecommunication

operator as the customer.

Figure 1: Service quality and customer satisfactiomelationship framework

Service Quality Dimension

-Reliability
Service Quality -Responsiveness N Customer
Indicators -Tangibility Satisfaction
-Empathy
-Assurance

Type of Customer

Source: Ahmed et al. (2006)
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Mobile telecommunication operators’ service quaéigpectation in today’s competitive
environment is high. This means that the quality batween perceived service quality
and expected service quality is narrow. Telecomgations vendors’ are thus expected
to improve their service delivery so as to enhgrereeived service quality and therefore

widening the gap between perceived service quatityexpected service quality.

In this industry the main indicators of service idely include quick resolution of
network problems, timeliness in project implemeotaand shorter response times to the
requests made by customer engineers. Telecommiamsatendors are also required to
have knowledgeable and highly skilled employeedaidel and up to date technical
documents that are used for troubleshooting teehfaalts in the network, thoroughness
and consistency in troubleshooting faults, respgctervice level agreement (SLA) so as
to minimise downtime of critical network systemadaeasy access and use of customer

portals to log technical faults.

Other indicators include delivery of service sc@secontractually agreed by ensuring
that the product features and functionality of tiedivered telecommunications systems
meet customer expectations. For instance mobikcaeimunications operators expect
the telecommunications systems capacity to becserfii to carry peak traffic without

service degradation and with minimal occurrencesystem outages. Through partnership
and collaboration, telecommunications vendors cavige product roadmaps, advise
customers on new technological developments andlolement of customised products
that suit specific customer needs. Willingness wphcustomers and providing

personalised attention, ensures that there is cgerdelight and hence customer

satisfaction.

Finally mobile telecommunications operators exgemndling of network security and
information on their business plans with highestfo®entiality. Trust and honest are key

attributes expected from all employees accessirtgyank systems or are privy to any
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company information. For instance system accesswmads and access permissions to
controlled areas are considered confidential. Toetenunications vendors’ employees

with access to network systems need to be trustwairtd honest persons.

In this conceptual framework the type of custonsea imoderating variable. The type of
customer implied the size of the customer, typseav¥ice or the geographical location of
the customer. For instance customers in hospitatiustry are satisfied more by
tangibility aspects than empathy while customersngurance or banking industry are

satisfied more by assurance aspects of serviceténgibility.
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CHAPTER 3: RESEARCH METHODOLOGY

3.1 Introduction
This section briefly discusses the research desigta collection, and data analysis and
presentation techniques. It sets out the reseassigm in the first section, data collection

method in the second section and finally data amabnd presentation in the last section.

3.2 Research Design

A case study design was adopted for this reseanclassto effectively realise the
objectives of the study. The study was done ineglmganisations namely Safaricom and
Airtel as customers from which specific departmeditectly consume services from
Nokia Siemens Networks as the Service provider. tese two Mobile
telecommunication companies Safaricom with 67%hefsubscriber base is the largest
while Airtel has a subscriber base of 15% of tstadscribers in Kenya (www.cck.go.ke).
Broadly, these departments are Operations and Bfante department, Project
Implementation department and Network planning aptimisation department. These
departments were treated as independent serviceiicmng units.

A case study design is recommended when a lwlgstd in-depth investigation is
needed (Kothari, 2004). Data was collected in oamtpin time in a cross sectional
survey. The studies by Zekiri (2011), Dehghani @0&nd Wanjau et al (2012) also used
Case study designs and their findings confirmetttiespecific research objectives were

adequately met.

3.3 Sample

The collected data concerned the attitudes andnéeef respondents from the three
departments in the two mobile telecommunication gamnes. A group of 40 respondents
was chosen through judgemental sampling from e&¢heoMobile telecommunications
companies. This number comprised of employees whre weadily available for the

survey and directly received Maintenance, Projegilémentation or Network Planning
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and Optimisation services. These are the most itapbiservices provided by Nokia
Siemens Networks and also by other telecommunicatgmdors and were adequate to be

used for the research work.

3. 4 Data Collection

A 38-question questionnaire was used to colleca dedm the 80 respondents. The
section on the customer perceived service qualdg derived from the SERVQUAL
instrument. Items in the questionnaire are fromt pigsrature and the design of the
guestions follows the guidelines provided by Pa@asman et al., (1991) in adapting
SERVQUAL instrument.

Table 3.4: Derived from the Servqual Instrument (Paasuraman et al., 1991)

Variable Indicator

Reliability The extent to which service deliverydsne as promised

Reliability The extent to which technical tasks a@rectly executed on firgt
attempt

Reliability The extent to which technical reports &ee of errors and are accurate

Reliability The extent to which service is delivéreonsistently

Assurance The extent to which service provider eyg®s instil confidence in the
customer

Assurance The extent to which service providergleyees are courteous

Assurance The extent of employee training and kexdge to handle technical
issues

Assurance The extent of safety when the customeraissacting with servicg
provider

Assurance The extent to which the service proved@mployees respect the
customer

Tangibility The extent to which it's easy to instle equipment
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Tangibility The extent to which the communicatioaterials are easy to use

Tangibility The extent of innovation and technology the service provider's
products

Tangibility The extent to which service providera@oyees are presentable

Empathy The extent to which the service provideavailable and never tgo

busy to attend to customer needs

Empathy The extent to which the service providemewnicates clearly and
timely

Empathy The extent of individualised attention leyvece provider in handling
unique needs of the customer

Empathy The Extent to which service provider uni@derds most of the
customer’s needs

Empathy The extent to communication is clear amaely from the service

provider

ResponsivenessThe extent to which the service provider is intexésin resolving

network problems

ResponsivenessThe extent to which the service provider is promgervice delivery

ResponsivenessThe extent to which the service provider is willitaghelp when called

to do so by the customer

ResponsivenessThe extent of flexibility of the service provider

Source: Parasuraman et al. (1991)

The questionnaire was self-administered and wadshdised to 80 respondents via email.
Self administered questionnaire brought with italdgantage of lower costs, reduced bias
and the distribution was done faster and to a lamgenber of respondents. The
guestionnaire comprised of four sections namely t@uner information, Overall

Customer Satisfaction, Service Quality factors Batceived Service Quality Evaluation.

Customer Information in section A, sought to previgdformation on the type of the
customer. The type of customer was a moderatin@hlarin the conceptual framework.

Section B of the questionnaire was used to coldstia on the overall Customer
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Satisfaction. This section together with sectionsBught to collect data to enal
realisation of objective 2 of the study. Sectiomdnprised of 10 predetermined Serv
quality factors or attributes that affect Ser Quality. These factors constituted the f
SERVQUAL dimensions. Section C was thus importaniheet objective 1 of the stuc
Lastly section D of the questionnaire had 22 statémderived from the SERVQUA
instrument and provided scores on the Peed service quality. The statements sougl|
collect the perceived service quality scores from perspective of the customer. The
statements were framed so as to cover all theSERVQUAL dimensions. Section B,

and D used the peoint Likert scale to collect the Survey data.

3.5Data Analysis and Presentatior

The collected data was analysed and presented duyijieve statistics indicating leve
for each variable. The first objective was mettfiyg computing the mean of each of
service gality factors and their standard deviation andhtbg testing the difference
between meand.inear Regression model was used to realise ébhergl objective. Th

mathematical expressidor the regression model ggven as follows

Y = O B X +BoXo + BsXz + BaXy + BsXs+ &

Where,Y is the dependent variable in this case Customer Satish whilex; X, X3 X4
and xs are theindependent variables in this case the 5 servieditgudimension namel

Reliability, Responsiveness, Empg, Assurance and Tangibility respectivecc and

areregression coefficients whig is the error term
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CHAPTER 4: RESULTS, ANALYSIS AND DISCUSSIONS

4.1 Introduction

In this chapter the results of the findings aresprgéed, analysed and discussed. The
findings are summarised and presented in the fdrmraportions, means and tables.
Consequently, the findings are analysed and irgezdrin line with the objectives of the

study which were:

1) To determine the critical dimensions affecting pleeceived service quality in the

Kenyan telecommunications vendors market.

2) To establish the relationship between the percesadice quality dimensions

and customer satisfaction

4.2 Results

This section presents the results of the survedwcted in the two mobile telecommunication
operatorsOf the 80 questionnaires distributed for this resea60 useable questionnaires
were returned giving a response rate of 75 perednth was considered satisfactory for

subsequent analysis

4.2.1 Results relating to the Interviewed Customers

The respondents were asked to indicate the naroengpany they worked for. From the
research findings, 55 percent of the total respotsdeere from Airtel while 45 percent
were from Safaricom. This means each of the costoocuwer groups was adequately

represented.

4.2.2 Results relating to the level of Customer Safaction
The research sought to establish what level o$fsation the respondents derived from
consuming the services delivered by Nokia Siemestsvbrks. Using a scale of 1 to 5 (1-

very dissatisfied to 5-very Satisfied) the resedintings indicate that 31 respondents
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were satisfied, 12 respondents were very satisiietl8 respondents were neutral. It was

noted that only 5 respondents were dissatisfiexshasn in table 4.1.2 below.

Table 4.2.2 Level of Customer Satisfaction

Level of Satisfaction Frequency
very Dissatisfied 5

Dissatisfiet 4

Neutral 8

Satisfied 31

Very Satisfied 12

Total 6C

Source: from Research data

4.2.3 Results relating to how critical the Servic®uality Dimensions are

The research study sought to determine which sengoality dimensions were
considered critical on service quality in the Kemyalecommunications vendors market.
Using a scale of 1 to 5 (1- not important to 5-vienportant) the respondent was asked to
indicate how important he or she considered eacheofive service quality dimensions.
From the research findings, it was established tékability had the highest mean of
4.3167 followed by responsiveness dimension withean of 4.1833.1t was noted that

assurance dimension had the least mean of 3.483%0as intable 4.1.3below.
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Table 4.2.3 Evaluation of Serviceuality dimensions’ importance

Dimension N Mean Std. Deviation
Reliability dimension 60 4.3167 1.02910
Responsiveness dimension |60 4.1833 .70089
Empathy dimension 60 4.0583 1.07787
Tangibility dimension 60 3.6000 .91503
Assurance dimension 60 3.4333 .87074

Valid N (listwise) 60

Source: from Research data

4.2.4 Results relating to Perceived Service Qualifimensions

The study sought to determine the customer’s petisgeeon the service quality of Nokia
Siemens Networks service delivery. Using a scalé & 5 (1- strongly disagree to 5-
strongly agree) the respondents were asked toatelicow they felt about each of the
service quality dimensions: reliability, responsiges, empathy, assurance and
tangibility. From the research findings, it wasaddished that reliability dimension had
the highest mean of 4.1333 followed by responsisendimension with a mean of
3.8267.1t was noted that assurance dimension hade#ist mean of 3.7333 as shown in
table 4.1.4 below.

Table 4.2.4: Perceived Service Quality Dimensions

N Mear Std. Deviatiol
Reliability dimension 60 4.1333 .67565
Responsiveness dimension 60 3.8267 48077
Empathy dimension 60 3.7792 47410
Assurance dimension 60 3.7333 .73338
Tangibility dimension 60 3.6908 .67300
Valid N (listwise) 60
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4.3 Analysis

The results on the evaluation of service qualitynehision importance and the
relationship between customer satisfaction andgpeed service quality is analysed in
this section.

4.3.1 Analysis of how critical the five service quality dimensions are

The research study wanted to determine whetheseallice quality dimension means
were the same () or if the means were not the same)(HAn analysis of difference
between means of the five service quality dimersiwas done using ANOVA as shown
in table 4.2.1 below. Study used the following hyy@sis:

Ho: There is no difference of means in the servicdityudimensions means

Ha: There is a difference of means in the service gudimensions means

From the findings, it was evident that at 95% odefice level 4 Service quality
dimensions means were statistically significant.eSéh were reliability dimension,
empathy dimension, tangibility dimension and assteadimension (high t-values, p <
0.05.). However, responsiveness dimension meamafastatistically significant (low t-
value, p >0.05.) as shown in table 4.2.1 abovesTha means for reliability, empathy,
tangibility and assurance have no difference while mean for responsiveness was
different.
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Table 4.3.1 ANOVA-Comparing the Service Quality Dinension Means

Sum of Squares  |df Mean Square |F Sig.

Reliability Between Groups]22.485 4 5.621 7.730 (.000
dimension

Within Groups  139.998 55 727

Total 62.483 59
Responsiveness Between Groups|2.380 4 595 1.230 [.309
dimension

Within Groups  |26.604 55 484

Total 28.983 59
Empathy Between Groups}30.214 4 7.554 10.838|.000
dimension

Within Groups  |38.332 55 .697

Total 68.546 59
Assurance Between Groups|28.807 4 7.202 24.870(.000
dimension

Within Groups  ]15.927 55 290

Total 44,733 59
Tangibility Between Groups]12.087 4 3.022 4.454 (.003
dimension

Within Groups  |37.313 55 .678

Total 49.400 59

Source: from Research data
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4.3.2 Service Quality Dimensions and Customer Satisfaction Relationship

Analysis.

The research study wanted to establish the reltiprbetween service quality dimensions and
customer satisfaction. Positive effect was repodadreliability dimension, responsiveness
dimension, empathy dimension and assurance dimer{§js0.491,3,=0.338,:=0.572 and
B4=1.310) respectively. However, negative effect wegmrted for tangibility dimensiorgg=--
1.440). The findings are as shown in table 4.2|&avibe

Table 4.3.2a Coefficients

Unstandardized Standardized
Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) -1.704 [1.413 -1.206|.251
Reliability dimension |.491 257 491 1.912|.080
Responsiveness
) ) 456 .538 .338 .848 (.413
dimension
Empathy dimension |.763 526 572 1.450 |.173
Assurance dimension|1.253 (.448 1.310 2.794 |.016
Tangibility dimension|-1.595 |.631 -1.440 -2.528|.027

Source: from Research data

It was established that for a 1- point increase¢him independent variables, customer
satisfaction was predicted to increase by 6.508rgthat all the other factors are held

constant. The findings are as shown in tables A@l@w.
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Table 4.3.2b ANOVA

Model Sum of Squares|df Mean SquarelF Sig.
1 Regression [3.953 5 791 3.726  |.029
Residual 2.547 12 212
Total 6.500 17

Source: from Research data

Moreover, there was a positive relationship (R=0)78etween the variables. The study also
revealed that 60.80 % of customer satisfactionbzexplained by the independent variables.

The findings are as shown in table 4.2.3 below.

Table 4.3.2c Regression Model Summary

Std. Error of th
Model |R R Square[Adjusted R SquargEstimate

1 .780 |.608 445 461

Source: from Research data

From the research findings above, the equatiothiregression model can be expressed

as given below:
Y =0 +B1X1+BoX5 + PsX3 +PaXs + PsXs+ €

Y =6.500+0.491X%+0.338%+0.572X%+1.310%, -1.440X%+¢
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4.4 Discussions

From the research findings, all customer groupsewamtequately represented in the
sample. There was general satisfaction on senheasg offered by Nokia Siemens
Networks. Only 5 respondents indicated that theyewdssatisfied with the quality of

service but based on the sample size of 60 resptsittes was insignificant.

The critical service quality dimensions that wewarfd to affect perceived service quality
in the Kenyan telecommunications vendors markeeweliability, responsiveness and
empathy which were considered to be important. ity and assurance dimensions
were found to have a neutral impact on perceivedce quality. Reliability dimension
was found to have the highest impact on perceieedice quality while assurance was
found to have the least impact on perceived semyiadity. Moreover, the results could
be statistically relied upon since it was estal@cstthat all means were the same apart

from responsive dimension variable.

There was a general positive relationship (R=0.T#&Mveen the level of satisfaction and
service quality dimensions as indicated in tab234.Moreover, 60.80 % of customer
satisfaction was explained by the service qualityeshsions. Reliability, responsiveness,
empathy and assurance dimensions were found to &gwesitive effect on customer

satisfaction while tangibility had a negative impa&ssurance was found to have the
highest positive effect of 131.0% on customer &att®on while responsiveness quality
dimension was found to have the least positivecefd 33.8% on customer satisfaction.
Tangibility dimension was the only variable thatsifaund to have a negative effect of -
144.0% on customer satisfaction. This means thgilidity dimension was considered

not to be influencing the level of customer satsita in the Kenyan telecommunications

industry.
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CHAPTER FIVE: SUMMARY, CONCLUSIONS AND
RECOMMENDATIONS

5.1 Summary

Objective of the study was to determine the critg=vice quality dimensions affecting
the perceived service quality in the Kenyan telemmmications vendors market and the
relationship between service quality dimensions eumstomer satisfaction. It was noted
that there was a general satisfaction on serviasgboffered by Nokia Siemens
Networks. This is supported by the results of tleious descriptive and inferential

statistics.

Reliability dimension was found to have the highegtact on perceived service quality
while assurance was found to have the least impactperceived service quality.
Moreover, the results were statistically significamce p<0.05 for all service quality

dimensions apart from responsiveness dimensionhwiad p>0.05.

It was also found that there was a general posit@lationship between the level of
satisfaction and service quality dimensions. Rdltgb responsiveness, empathy and
assurance dimensions were found to have a positiget on customer satisfaction while
tangibility had a negative impact. Assurance wasmtbto have the highest positive effect
of 131.0% on customer satisfaction while respomsgs quality dimension was found to
have the least positive effect of 33.8% on custosatisfaction. Tangibility dimension

was the only variable that was found to have a thegaffect of -144.0% on customer

satisfaction.
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5.2 Conclusions

From the study findings it can be concluded thagnethough all the service quality

dimensions are important for service quality, satimaensions were found to be more
important than others. Thus the service qualityaisions do not have the same priority

on the perceived service quality.

Even though there was a positive relationship betwevel of customer satisfaction and
the perceived service quality dimensions, tangibilimension was found to have a
negative effect. It can be concluded that all servgquality dimensions apart from
tangibility dimension should be improved since thpgsitively affect customer

satisfaction. Therefore it can be argued that shhakia Siemens Networks mostly offers
maintenance services which are considered to haveelaively low degree of

intangibility, respondents felt that the tangilyildimension does not have much effect on

customer satisfaction.

5.3 Recommendations

This study recommends that reliability, responsessnand empathy dimensions should
be enhanced further in order to increase perceseedce quality. Benchmarking should
be used to borrow best practices on these thréeatrdimensions that affect perceived
service quality. Moreover reliability, responsiveegempathy and assurance dimensions
should also be enhanced further in order to achieyle customer satisfaction since they
had a positive impact on level of satisfaction.d emergy should be directed towards

tangibility since it had a negative impact on segwjuality.

5.4 Limitations of the study

This study was successfully undertaken but not autha few limitations. One such
limitation was that some of the respondents dedlitterespond to the questionnaires.
The time period covered by the study and the ressuavailable to the researcher were

also limited.
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5.5 Suggestions for further research

Arising from this study, the following directionsrffuture research in Operations were
recommended: First, this study focused on theices\of one telecommunication vendor
in the Kenyan telecommunications vendors markeerdiore, generalisations cannot
adequately extend to other telecommunications wesnddased on this fact among others,
it is therefore recommended that a broad based; stodering all telecommunications

vendors in Kenya should be done to find out factiffecting service quality and the

relationship between service quality dimensions amstomer satisfaction in the entire
Kenyan telecommunications vendor sector. Similavesys to this can be replicated in a
few years to come to asses if the factors have gdthras more telecommunications

vendors are established in Kenya.
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APPENDICES

Appendix I: Introduction Letter

RE: SERVICE QUALITY DIMENSIONS AND CUSTOMER SATISFA CTION

| am a postgraduate student undertaking a MasteBusiness Administration, Operations
Management degree at the University of Nairobi. iYexperience in telecommunication industry
is quite important and would add more knowledgetlo@ concepts of Service quality and
Customer satisfaction. The study is on the two epte Your contribution by filling the

guestionnaire as objectively as you can will benlicappreciated. Please do not include your
name on the questionnaire. A copy of this Reseprofect will be made available to you on

request. Thanking you in advance.

Joseph Akaka Otemba
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Appendix II: Questionnaire

This research questionnaire was designed to cotlata on how you feel about the
Service delivery by Nokia Siemens Networks regagdMaintenance (Care), Project
Implementation and Network Planning and Optimisaservices.

Section A: Customer Information

1.1Please indicate the name of yOur COMPaNY: .......coviiiiiiiieiieiie e eiieee e

1.2 Tick M the most appropriate box corresponding to the tfp8ervice you receive

from Nokia Siemens Networks

Maintenance (Care) Services [ ]
Project Implementation Services [ ]

Network Planning and Optimisation Seesic [ ]

1.3How many persons are you in your department?

<40[ ] s0<60[ ] 60<so[ ] >80[ ]

1.4 Please indicate your gender and age bracket

Male[ ]  Female[ ]

21-30[ | 31-45] |  above4q ]
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1.5How long have you worked in your department
1- 2 year{ | 3-5years ] above 5 yearf ]
Section B: Overall Customer Satisfaction

How overall are you satisfied with the Services ymeceive from Nokia Siemens

Networks?
Very dissatisfied | Dissatisfied [ ] Neutral [ ]
Satisfied [ ] Very Satisfied ]

Section C: Service Quality Dimensions Importance

In receiving Services from Nokia Siemens Networkglicate to what extent each of the
following indicators is important to the Quality &ervice. Use the scale 1-5 where: 5-Very

important, 4-important, 3-Neutral, 2-not importabinot at all important

Description Choose one option only

Extend to which Services are delivered on time 1 23 4 5

Extend to which Service delivered is consisteht 2 3 4 5

with Service Level Agreement (SLA)

Extend to which Nokia Siemens Networks staff is 2 3 4 5
competent in delivery of Service

Extend to which Nokia Siemens Networks staff is 2 3 4 5

able to understand your company’s unique needs

Extend to which Nokia Siemens Networks | ik 2 3 4 5

responsive to your requests and needs

Extend of Nokia Siemens Networks technolody | 2 3 4 5

Innovativeness
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Extend to which product documentation arid | 2 3 4 5

Technical Reports are helpful in your work

Extend to which Nokia Siemens Network$ 2 3 4 5

employees are respectful and courteous

Extend to which Nokia Siemens Network$ 2 3 4 5

communicates clearly and timely

Extend to which you feel safe when working with 2 3 4 5

any Nokia Siemens Networks personnel

Section D: Perceived Service Quality Evaluation

This section requires your response on how youdbelt the service quality that Nokia
Siemens Networks provides. Please indicate thenextewhich you agree or disagree
with the following statements. Use the scale: braity agree, 4-agree, 3-Neutral, 2-

disagree and 1-strongly disagree.

Statement Choose only one option

Nokia Siemens Networks delivers service as promijsed | 2 3 4 5

e.g. by respecting Service level agreement (SLA)

Nokia Siemens Networks always has interest tolvesadl 2 3 4 5

problems reported to the respective departments

All technical tasks are executed correctly on tist f 1 2 3 4 5

attempt by Nokia Siemens Networks Engineers

All Technical Reports are always accurate and erfior | 2 3 4 5

free

Nokia Siemens Networks staff always give prompt | 2 3 4 5

services when called to do so
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Nokia Siemens Networks always informs you exa

when specific service delivery will be performed

clly

Nokia Siemens Networks employees are always wil
to assist you to resolve network problems wheneda

to do so

lihg
all

Nokia Siemens Networks employees are never too

to respond to any of your requests

plisy

Nokia Siemens Networks teams are always flexiblelto
work with you
Nokia Siemens Networks employees behaviour indtil

confidence in you

Nokia Siemens Networks employees are alw

courteous

alys

Nokia Siemens Networks employees are well trai

and knowledgeable to handle technical issues

ne&d

You always feel safe when transacting with Nokia

Siemens Networks staff

Nokia Siemens Networks employees are alw

respectful to you and your colleagues

alys

Nokia Siemens Networks always gives individ

attention to your company’s specific needs

SEL

Nokia Siemens Networks employees are always

and orderly when delivering services to you

neat

Nokia Siemens Networks teams understand clearly

company needs

Nokia Siemens Networks staff communicates cle

and timely
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Nokia Siemens Networks telecom equipments are gasy

to install and use

Nokia Siemens Networks operations and mainten{ 1

tools are easy to use

Nokia Siemens Networks provides innovative ard

advanced technology

Nokia Siemens Networks is always consistent with

service delivery contractual agreements
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