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ABSTRACT

Customer satisfaction has been and remains the major concern of profit driven service providing
organizations. Organizations in this sector strive to offer quality services and products than their
competitors in order to survive in the market and get better profit through satisfying and attracting
customers. Telecom service is one among those services where customer satisfaction is of paramount
importance. Ethio telecom is aware of this fact and reflected its importance in its organizational structure
and its values and mission statements. The major objective of the study was to examine the critical
internal factors influencing the satisfaction of mobile telecom service customers in Debre Berhan city. To
achieve the stated objective and address the research questions a survey type explanatory research design
and SERVPERF model were employed. Data was collected from both primary and secondary sources.
Primary data was collected through questionnaire; document analysis was used for secondary data. The
study used convenience sampling technique to select study participants; accordingly, a total of 385
respondents were selected and participated in the study. Complete data was obtained from all the 385
respondents. Data was analyzed using SPSS (version 23). The statistical analysis indicates that customer
satisfaction in mobile telecom service is significantly explained by tariff and corporate image. All service
quality dimensions have no statistically significant contribution to customer satisfaction. The overall
customer’s satisfaction level was moderate. The relationship between all the independent variables and
customer satisfaction is positive and direct. The findings suggest that ethio telecom in general and its
Debre Berhan Branch in particular should work primarily on price fairness and corporate image
building; and exert efforts on enhancing service quality in order to achieve better customer satisfaction

and retain existing customers and attract new ones.

KEY WORDS: customer satisfaction, service quality, service performanc
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CHAPTER ONE

1. INTRODUCTION

1.1. Background of the Study

In a competitive marketplace where businesses compete for customers, customer satisfaction is
seen as a key differentiator and increasingly has become a key element of business strategy
(Gitman& McDaniel, 2005). According to Kotler and Armstrong (2009) customer satisfaction is
the extent to which a product’s perceived performance matches a buyer’s expectations.
Hansemark and Albinsson (2004) also define satisfaction as an overall customer attitude towards
a service provider, or an emotional reaction to the difference between what customers anticipate
and what they receive, regarding the fulfillment of some need, goal or desire. According to the
World Trade Organization (1985) customer satisfaction is a psychological concept that involves
the feeling of well-being and pleasure that result from obtaining what one hopes for and expects

from an appealing product and/or service.

Factors that affect customer satisfaction are categorized as situational, customer background,
market and company factors. Situational factors are those factors that are related with the
surrounding situation to the customer, including political, economic and social factors.
Customer’s background factors are factors like gender, values, income level, personality, etc.
Market factors are mainly related with the competing situation, such as how many competitors
are present in the market and how attractive are the alternatives options. Finally, company factors
are all the factors on which the company has a direct influence, such as the marketing, price,

image etc (Kotler, 2009).

Put differently, Customer satisfaction can be affected by both internal and external factors.
Companies have little or no control over the external factors: situational, customer background,
market. What they strive for is to make internal factors (company factors), factors over which
they have control, attractive and competitive. These internal factors are service quality

(tangibles, responsiveness, reliability, assurance and empathy), price and image.



Improving Service quality and customer satisfaction has been the major concern of organizations
in any industry for many years. According to Shemwell, Yavas and Bilgin (1998) in today’s
world of intense competition, the key to sustainable competitive advantage lies in delivering high
quality service that will in turn result in satisfied customers. When considering the service sector,
service quality has been proven to be the best determinant of customer satisfaction. There is also
much evidence in the literature to the fact that customer satisfaction is principally driven by
service quality of a firm from the perspective of its customers. Bitner, Boom and Mohr (1994)
and Anderson, Fornell and Lehmann (1994) also point out the relationship between customer
satisfaction and service quality by stating that improved service quality will result in a satisfied

customer.

According to Kotler and Armstrong (2010) price is an amount of money charged for a product or
service. Chakraborty and Sengupta (2014) found pricing structure as one of the major
determinants of customer satisfaction for any organization to build a sustainable competitive
differentiation. Customer satisfaction are normally measured based on the desired services and
price level they are willing to pay for. Additionally, customer satisfaction is closely related with
fair pricing on product or a service that leads to customer loyalty towards organization (Martin-

Consuegra et al., 2007).

The other crucial equally important factor that influences customer satisfaction is image of the
company. Image has been described as subjective knowledge (Boulding, 1956), as an attitude
(Hirschman, Greenber& Robertson, 1978), and as a combination of product characteristics that
are different from the physical product but nevertheless identified with the product (Erickson,
Johansson, and Chao, 1984). Gronroos (1984) argued that image was critical to service firms,
and to a greater extent, determined by customers' assessment of the services they receive.
According to Chen et al. (2005), service quality was found to be positively affected by brand
image. Bloemer, Ruyter, and Peeters (1998) also found image of an organization (name and

credibility) had a clear positive influence on service quality perceptions.

One of the difficulties in analyzing the effect of service quality on customer satisfaction is the
fact that services have their own distinguishing characteristics which make them difficult to
measure. Services include all economic activities which are intangible, not physically apparent

like products, which provide value to the customer. Services are characterized by intangibility
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which made them difficult to be recognized by touching, they are not inventorial. Service quality
is recognized as a multi-dimensional construct. Many researchers try to identify different

dimensions that construct quality of service.

Among those the SERVQUAL (expectation-perception gap) model constructed by Parasuraman
(1988) is most popular. It features five dimensions: tangibles, reliability, responsiveness,
empathy and assurance. The tangibles dimension is related to the physical environment aspect of
the service provider; the reliability dimension relates to the service outcome aspect and the
remaining responsiveness; empathy and assurance represents aspects of interaction quality

between the service provider and the customer.

Cronin and Taylor (1994) build up on SERVQUAL model and come up with a more objective
model called SERVPERF (Service Performance) model. The developers of SERVPERF believe
that it is difficult to objectively examine customer expectations, because the expectations belong
to the ambiguous and variable category. Expectations can change very easily. Hence, the
SERVPERF method, unlike SERVQUAL, examines only the level of quality perception that the

customer practically experienced; this makes it more objective.

Services have unique characteristics and unlike products they are vulnerable for perishability and
variability on their quality. For example, in the telecommunication sector, even though, there are
tangible physical products associated to provide service such as customer premise equipment and
cable, the major product is intangible in nature and the production and consumption of the final
product take place simultaneously (Rajasekhara & Poultry, 2010). This makes studies on service

quality and customer satisfaction paramount importance.

For ethio telecom achieving and maintaining customer satisfaction is more important than ever
before. Ethiopia decided to open the telecom sector for international competition; and the
company will no more have a monopoly over the services. It is therefore high time for ethio
telecom to work for customer satisfaction in order to maintain its revenue and customer base in a

competitive market.

Strategies that organizations employ in market competition are categorized as offensive and
defensive. Offensive strategy is a strategy that new entrants deploy to attract customers of

existing operators. The behavioral objective of this strategy is customers switch providers.
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Existing operators, like ethio telecom, use defensive strategy to retain customers. The behavioral

objective is customer satisfaction and customer loyalty.

In this study the overall level of customer satisfaction in mobile services in Debre Berhan city
was assessed; factors that affect customer satisfaction were identified; from the identified factors

those that are more impactful were pointed out.

1.2 Background of the Organization

Ethio telecom, previously known as the Ethiopian Telecommunications Corporation (ETC), is an
integrated telecommunications services provider in Ethiopia, providing internet, mobile
communications and telephony services. Ethio telecom is fully owned by the Government of
Ethiopia and maintains a monopoly over all telecommunication services including open-wire,
microwave radio relay; radio communication in the HF, VHF, and UHF frequencies. Ethio
telecom has some 7,100 cellular towers, connected largely by microwave rather than fiber, and
provides around 85 percent of Ethiopians at least with 2G mobile coverage, 66 percent with 3G

but just 4 percent with 4G (World Bank, 2019).

Historically, telephone was invented by Alexander Graham Bell March 10, 1876, in Boston,
Massachusetts (Farley, 2005). In Ethiopia, telecommunications service was introduced by
Emperor Menelik II in 1894 when the construction of the telephone line from Harar to the capital
city, Addis Ababa was commenced. This makes Ethiopian Telecommunications the oldest public
telecommunications operator in Africa. In those years, the technological scheme contributed to
the integration of the Ethiopian society when the extensive open wire line system was laid out

linking the capital with all the important administrative cities of the country.

After the end of the war against Italy, during which telecommunication network was destroyed,
Ethiopia re-organized the Telephone, Telegraph and Postal services in 1941. In 1952 the
Imperial Board of Telecommunications (IBTE) was established by proclamation No. 131/52 in
1952. The Board had full financial and administrative autonomy and oversaw the provision and

expansion of telecommunications services in Ethiopia.

The Imperial Board of Telecommunications of Ethiopia, which became the Ethiopian
Telecommunications Authority in 1981, was placed in charge of both the operation and

regulation of telecommunication services. In 1996, the Government established a separate
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regulatory body, the Ethiopian Telecommunication Agency (ETA) by Proclamation 49/1996, and
during the same year, by regulation 10/1996, the Council of Ministers set up the Ethiopian

Telecommunications Corporation (ETC).

In 2010 ETC was transformed to ethio telecom when the government outsourced its management
for three years (2010-2013) to Orange Group (formerly France Telecom) to improve its
management system and overall performance. This arrangement initially improved the
company’s performance, though quality of service remained weak (World Bank, 2019). The
change led to a reduction in the work force from 13,360 employees of the ETC to 8,691 (Official
Records of Ethio Telecom, December 2013). Currently, ethio has 16 000 permanent and 19 000
contract employees. Its total customers reached 45.6 million. From these mobile customers are
44.03 million (96.6 %) and fixed line 1.01 million. That makes telecom density of Ethiopia 45.4
% (Ethiotelecom,2020).

Globally, commercial mobile telephony began in 1946, but only since 1995 mobiles have
become low in cost, rich in features, and used worldwide (Farley, 2005). In the past 35 years,
telecommunication in some countries and regions have developed from 1G(analog radio signals
telecommunication), got through 2G-GSM (global system for mobile), 3G-WCDMA (wide band
code division multiple access), and then to 4GLTE (long term evolution). In Ethiopia, the
provision of mobile telecom services has begun in 1999 with a capacity of 36,000 lines in Addis

Ababa (Ethiopian Telecommunications Corporation, 2005).

In terms of ownership Ethiopia is one of the last three countries in the world (along with Eritrea
and Djibouti) to retain a national telecom monopoly on all telecommunications services. As a
result, Ethiopia lags with a huge margin from the other countries in Africa such as Egypt, Kenya,
Nigeria and Sudan in the availability and reliability of digital infrastructure by 56% in mobile
phone service 2G/3G/4G densities (World Bank, 2019). In 2018 the government of Ethiopia
decided to liberalize the economy to spur competition in several critical sectors, including
telecommunications, which have the potential to boost the economy. Particularly it has decided
to accomplish a telecoms sector deregulation and market liberalization agenda including part
divestiture of ethio telecom and open the sector for competitor operators to attain, among
others, the following objectives: Economic growth through strong job creation (both direct and

indirect) and economic stimulation fostered by competition between and among incumbent and
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new entrant telecom operators. This change of policy seems to have created a huge concern of
customer satisfaction and retention on the part of the incumbent operator, ethio telecom. For
instance, in the same year, September 2018, ethio telecom made unprecedented (40%) tariff
reduction on mobile services (voice, SMS, and Internet) (Ethio telecom, 2018). Ethio telecom

has the following vision and missions:
Vision
To be a world-class telecom service provider

Mission

1. Connect Ethiopia through state-of-the-art telecom services.

2. Provide high quality, innovative and affordable telecom products and services that
enhance the development of Ethiopia and ensure high customer satisfaction.

3. Build reputable brand known for its customers’ consideration.

4. Build its managerial capability and manpower talent that enables ethio telecom to operate
at international level.

5. Support community and environmental development.

Values

Lead with vision
e Be committed to understand, meet and exceed the telecom needs and expectations of the

country at large and of customers.

Respect

e Respect customers and recognize that the revenue generated allows ethio telecom to
operate.
e Recognize employees of ethio telecom as most valuable assets and create conducive

working environment that allows them to develop and grow.



Excellence

e Be committed to high-level performance. Customer service quality, organizational

excellence and continuous improvement of quality of services.

Integrity

o Be ethical and honest in all assignments.

Accountability

e Be accountable to all stakeholders (https://www.ethiotelecom.et/about-us/).

Mobile service is the key service that contributes to more than 75% of the company's revenue
(Ethio telecom Performance Report, 2019). This study will focus on mobile service customers
because they are the largest in number and their contribution to the company’s profit is high, as
explained above. Their satisfaction, therefore, is crucial for the continuing growth and survival of

the company both in terms of profitability and customer base.

The study aims at identifying major factors that affect mobile telecom services customer
satisfaction in Debre Berhan City. The city is founded by Emperor Zara Yaqob in 1456. It is the
capital of North Shoa Zone of the Amhara Regional State. It has 9 kebeles (administration units).
According to the administration of the city its population is 168 862; 105 465 male and 63, 397
female. Debre Berhan is also the seat of one of the 17 Regions of ethio telecom offices-Central

Northern Region (www.ethiotelecom.et).

1.3 Statement of the problem

Modern businesses that operate in the current dynamic competitive business environment aspire
to be at the apex of the competition by creating more values to customers through their value
chain. A business will be at frontline so long as it creates more value to satisfy customers. In
contrast, businesses with growing number of unsatisfied customers will lag in the ever-increasing

competitive service industry.


http://www.ethiotelecom.et/

Value creation is as important for service providers as it is for manufacturers. Service companies
like internet and telecom service providers must perform their business activities to boost
customer satisfaction and avoid customer dissatisfaction. Several factors in the telecom industry
can bring about customer dissatisfaction. These include core service failure, mistakes, billing
errors, unfair pricing practices, inconvenient location, and hours of operation, and waiting time
for service or appointments (Hawkins et al., 2003). Few things are more irritating to customers
than unresponsive service. For many customers, even if it is good service, it is not good when it
is late (Oodan et al., 1997). At this age of globalization, telecom is very important like that of

energy and water for investment as well as everyday life.

As indicated above, the telecom sector is one of the service sectors where customer satisfaction
determines the growth and survival of a telecom company. Ethio telecom however has enjoyed
unchallenged monopoly over this crucial service for over 125 years. Ethiopia is one of the three
countries, the others being Eritrea and Djibouti, that monopolize telecom service. This
monopolistic control stifled innovation, restricted network expansion and limited the scope of
services on offer (World Bank, 2019). Indications are there that this monopoly is nearing an end.
The Ethiopian Government has decided to open the telecom sector for international operators.
According to the Communications Service Proclamation (Proclamation no.1148/2019), the
Ethiopian government has decided to restructure the telecommunications market and introduce
competition in the provision of telecommunications service in order to enhance the economic

and social development of the country (Federal Negarit Gazette of FDRE, 25™ year no. 82).

The decision to open the market for international competition will have far reaching
consequences for ethio telecom. The obvious one will be customer retention. Customers would
opt for new operators basically for two reasons- dissatisfaction by ethio telecom and/or attraction
by the new operator’s service offers and tariff. Mobile service customers of Debre Berhan city
would not be an exception. Hence, measuring their level of satisfaction and taking corrective

actions to meet and exceed their expectations is important.

One of the recommendations of a customer satisfaction survey on mobile services conducted by
ethio telecom in 2012 was Ethio telecom needs to be more customer focused. This view is

supported by Tesfaye (2013) that mobile customers in Addis Ababa were so dissatisfied that



unless a service improvement is made by considering customers’ interest they would easily shift

to new operators if the government policy is changed and opens the sector for competition.

For the company to keep the leader position in the telecom sector research on customer
satisfaction is therefore necessary to retain and attract more new customers. Mobile service is
one of the major telecom services that contributes the lion’s share to customer base and revenue
of ethio telecom. Mobile customers constitute 96.6% of its total customers and close to 80 % of

its total revenue (Ethio telecom, 2019).

Previous researches reveal that mobile telecom customer’s satisfaction can be affected by service
quality dimensions (tangibles, responsiveness, reliability, assurance and empathy). Many
researchers have investigated the importance of service quality to customer satisfaction in mobile
telecom services in Ethiopia. Tesfaye (2013), Cherent (2014), Meron (2017) and Mamo (2018)
all established that the five service quality dimensions have positive and significant relationship
with customer satisfaction. The level of satisfaction and the significance of each service quality

dimensions, however, are different for each research.

These studies, however, did not investigate the role of price and corporate image on customer
satisfaction. However, according to Ethio (2012) high cost of products and services was one of
the major sources of customer dissatisfaction. Furthermore, the authors failed to notice a
weakness in their model SERVQUAL. They employed SERVAQUAL model, which is criticized
for its subjectivity (lack of validity and reliability) because the customer does not specify in

advance its often-unreasonable expectations about the service (Manuela, 2016).

Hence, this research addresses the gaps in previous studies in terms of variable inclusion and
methodological flaws. Customer satisfaction in telecom service differs across regions and
between Addis Ababa and the regions (Ethio 2012). Hence, the study would also have an added

contribution as it covers a different region (Central North) that has not been separately studied.

1.4 Objective of the Study
1.4.1General Objective

The major objective of the study was to examine the critical internal factors influencing the

satisfaction of mobile telecom service customers in Debre Berhan city.
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1.4.2 Specific objectives

«» To assess the overall satisfaction of mobile telecom service customers in Debre Berhan
city;

% To determine to what extent service quality affect the satisfaction of mobile telecom
service customers in the city;

«» To determine to what extent corporate image, affect the satisfaction of mobile telecom
service customers in the city; and

% To determine to what extent price affect the ethio telecom mobile customer satisfaction in

Debre Berhan city.

1.5 Research Questions
Considering the problems discussed above the research specifically aims to answer the following

research questions:

X/
°e

What is the overall satisfaction of mobile telecom service customer in Debre Berhan city?

X4

What is the level of effect of service quality on mobile telecom customer satisfaction in

L)

Debre Berhan city?

7
L X4

What is the level of effect of corporate image on mobile telecom customer satisfaction?

X/
°e

What is the level of effect of price on mobile telecom customer satisfaction in the city?

1.6 Significance of the Study

The study aims to identify the major factors that impact mobile telecom service customers’
satisfaction in Debre Berhan City. Thus, the subject matter of this research and the resulting
lessons drawn from the analysis are likely to benefit the company and other stakeholders. In

general, the study will be significant for its contribution to:

i. Knowledge
The study sheds light on the important factors that impact mobile telecom service

quality and customer satisfaction in the city.
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ii.  Managerial Decision Making
The study’s findings and recommendations could help the management of the company
because it draws their attention to the most critical factors of customer satisfaction and
service quality aspects where possible corrective actions are necessary and enable them

to make such corrections.

iii.  Literature and Reference
The research could be used to establish a framework for subsequent studies that can
work with more comprehensive data sets. Furthermore, it could stimulate further

research.

1.7 Delimitation of the Study

This study focuses on the identification of factors that affect customer satisfaction in mobile
telecom service in Debre Berhan city that are internal to the organization. Hence, factors other
than service quality, price and corporate image are not the subject of the study. Geographically, it
covers only Debre Berhan city. Similarly, the findings and conclusions of the research may not

fully apply to other regions and cities or ethio telecom in general.

1.8 Limitations of the Study

This study focuses on the identification of factors that affect customer satisfaction in mobile
telecom service in Debre Berhan city. Due to the nature of the service, mobile it is, it was not
possible to get the list of customers from the organization, ethio telecom. As a result, employing
random sampling technique to select study participants was not possible. Hence, the major
limitation of the study is that it uses convenient sampling technique, due to the absence of

sampling frame.

1.9 Organization of the Study

Structurally, the paper is be composed of five chapters. The first chapter covers: background of

the study, problem statement, research objective, research questions, significances of the study
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and the scope and limitations of the study. The second chapter presents the related literature
review. Research Methodology takes the third chapter. In chapter four data is presented and

analyzed. Summary, Conclusion and Recommendation is presented in chapter five.

1.10 Definition of key terms

Customer: in this research it refers to individual persons or enterprise entities that registered for

and receive mobile telecom services from ethio telecom in exchange for payment.

Customer satisfaction: is a measurement that determines how happy customers are with a
company's products and services. In this study company refers to ethio telecom and products and
services refers to mobile telecom services such as voice call, SMS, Mobile Internet/data, and

Value added /VAS/ services.

Factors: is circumstance, fact, influence that contributes to an outcome. In this research factors

refers to service quality, tariff and company image.

Service quality: is the output of the service delivery system. In this research it refers to mobile
telecom service quality. It is represented in terms of tangibility, reliability, responsiveness,

assurance and empathy.
Service Performance: is a measure how well a service is delivered, compared to customer

expectation. In this research it refers to mobile telecom service performance in Debre Berhan

city.
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CHAPTER TWO
2. REVIEW OF RELATED LITERATURE

2.1 Theoretical Review

The idea of consumer satisfaction has gained huge interest in recent times in the services sector.
For every firm, consumer satisfaction is the vital aspect that needs careful attention. This is
mainly due to the increased significance of the fact that superior consumer contentment can lead
to a strong position in the rivalry marketplace by means of declining price elasticity, falling
business costs, lessening failure costs along with reducing all the expenses of acquiring new

consumers.

Generally, customer satisfaction is conceptualized as an attitude-like judgment or a pleasurable
level of consumption-related fulfillment resulting from purchases or consumers’ interactions.
Consumers make the judgment based on the experiences attached to suppliers’ products or
services, the sales processes, and the after-sale services (Ho, 2009). On the other hand, customer
satisfaction is viewed as personal experience and mentality linked to personal expectation and
service delivered. It is described as the customers’ experiences associated with the purchase and

usage of a product or service (Ho, 2009).

Satisfaction is also understood as a judgment that a product or service feature, or the product or
service itself, provided (or is providing) a pleasurable level of consumption-related fulfillment,
including levels of under-or-over-fulfillment (Oliver, 1981). According to Tse and Wilton (1988)
satisfaction is the consumer’s response to the evaluation of the perceived discrepancy between
prior expectations and the actual performance of the product as perceived after its consumption?
Every company would be wise to measure customer satisfaction regularly because one key factor
to customer retention is customer satisfaction. Understanding what customers expect from a
service organization is necessary for service managers, because expectations provide a standard
of comparison against which consumers judge an organization's performance. Customers of

services have expectations about what they will receive from the delivery system.

As Wicks and Roethle in (2009) stated, customer satisfaction can be formed through an affective

evaluation process; and this affective evaluation is done following the purchase experience by
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the consumer. Undoubtedly, customer satisfaction is the key to survival and thriving; to win
customers and to keep them in our service or product range. Customer satisfaction will occur
only through conscious efforts to alter the way we approach our service delivery process.
Service companies must not only change their attitudes towards market but also change their way
in providing services with market expected parameters like quality, reliability, tangible

evidences, responsiveness, assurance, empathy, price, availability, accessibility etc.

2.1.1 Factors that Affect Customer Satisfaction

a) Service Quality Dimensions

Customer satisfaction is an ambiguous and abstract concept. Actual manifestation of the state of
satisfaction will vary from person to person, product to product and service to service. The state
of satisfaction depends on several factors which consolidate as psychological, economic and
physical factors. Quality of service is one of the major determinants of customer satisfaction.
Previous studies suggest that service quality is an important indicator of customer satisfaction
(Spreng&Machoy, 1996). Oliver (1993) suggests that service quality is the antecedent to

customer satisfaction.

This makes service quality the most dominant topic of research in marketing and more generally
in the service sector. It is necessary for service providers to understand how customers evaluate
the quality of service. Services can be defined as actions, procedures and performance. Services
are products that are rendered but it is not correspondent to something which is physical. The
main difference between product and services is that customers get value with no undying
ownership of any tangible components. Moreover, service quality unlike product quality is
determined by its unique characteristics which are intangible, perishable, inseparable, and

heterogeneous (Zeithaml et al., 2006).

Moreover, service quality has been increasingly recognized as the vital factor in distinguishing
services and creating competitive environment and maintaining a satisfying relationship with
customers (Zeithaml et al., 2006). Therefore, like the identification of the key quality-related
drivers of customer value, we can also propose that quality related factors are the key drivers of

customer satisfaction. For example, a customer who obtain a reliable product/service in the
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proper time and place supported by quick responses of a product/service provider when he/she

have any inquiry or problem tends to exhibit higher satisfaction.

Kotler (2002) enumerated the benefits of service quality as: customer loyalty, positive word of
mouth, avoidance of price competition: reduction of costs. If a customer is happy with an
existing firm, it is difficult to convince him/her to move to another. According to Parasuraman et
al. (1988) service quality has five specific dimensions i.e. tangibles, empathy, reliability,
assurance, and responsiveness. As Dabholkar et al. (2000) have suggested and tested, factors
associated with service quality (e.g. reliability, responsiveness, tangibles, assurance and

empathy) are antecedents to customer perceived service quality.
The five dimensions of service quality are described as follows:

Reliability: the ability to carry out the promised service dependably and accurately. In telecom

services it covers issues of network and call quality and availability.

Responsiveness: the willingness to support and/help the customer and provide prompt service. It
emphasizes special treatment and promptness in dealing with customer query, complaints and
problems. It is communicated to customers according to the length of time they must stay in

order to get support, answer their questions, or special attention to their problems.

Tangibility: refers to the appearance of physical facilities, equipment and appearance of
personnel or staffs. It represents the physical image of the service that the customer will use to

evaluate service quality.

Assurance: refers to the knowledge and courteousness of the staff and their ability to create trust
and confidence. Assurance is significant for services that customers perceive as high risk or

where they feel doubtful about their ability to measure outcomes.

Empathy: refers to providing individualized attention to customers. The essence of empathy is
conveying, through personalized or customized or individualized services that customers are

unique and special, and their needs are specified.

According to Gronroos (1994) there are three dimensions of service quality. These are: the

technical quality, the function quality and the corporate image.
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1. The technical quality, which involves what the customer, is receiving from the service
delivery. This can be measured by the consumer in a rather objective manner.

2. Functional quality, which involves the way the service, is delivered. This concerns the
psychological interaction between the buyer and the seller that is perceived in a very
subjective way, and would include elements such as:

e Attitudes and behavior of employees;

e Approachability of service personnel;

e Accessibility of service;

e Appearance and personality of personnel;

e Relationship between employees, and;

e Interrelationships between employees and customers.

3. Corporate image dimension of quality is the result how consumers perceive the organization
in general and it is expected to be built up mainly by the technical and functional quality of

its services and will eventually affect service perceptions.

b) Corporate Image

A favorable image is considered as a critical aspect of an organization’s ability to maintain its
market position as image has been related to core aspects of organizational success such as
customer patronage. The corporate image is based on what people associate with the company
or all the information (perceptions, inferences, and beliefs) about it that people hold (Rita,

2007).

There are two principal components of corporate image according to Kennedy (1997):
functional and emotional. The functional component is related to those tangible characteristics
that can easily be measured, such as the physical environment; the emotional component is
associated with those psychological dimensions that are manifested by feelings and attitudes
towards an organization. These feelings are derived from the numerous experiences with an
organization and from the processing of information on the attributes that constitute functional

indicators of image (Kennedy, 1977).

Perceived brand reputation or corporate image has significant effects on customer satisfaction

and beliefs about brand originating from personal use, experience, word of mouth endorsements
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or criticisms, and marketing efforts of organizations (Kumbhar, 2011). A brand perception is
also one of the most crucial aspects in the telecom sector. It is assumed that corporate reputation
has a positive effect on various commercially relevant economic and pre-economic dimensions,
Cognizant of this fact ethio telecom makes brand reputation part of its mission and values. Build
reputable brand known for its customers’ consideration and support community and

environmental development (www.ethioteleocm.et).

¢) Price/Tariff

Tariff or price is also one of the critical factors that affect customer satisfaction. According to
Kotler and Armstrong (2010) price is an amount of money charged for a product or service.
Found pricing structure is found as one of the major determinants of customer satisfaction for
any organization to build a sustainable competitive differentiation. Customer satisfaction are
normally measured based on the desired services and price level they are willing to pay for.
Additionally, customer satisfaction is closely related with fair pricing on product or a service that
leads to customer loyalty towards organization (Kotler, 2009).According to Lommeruda and
Sorgard (2003) telecommunications services are undifferentiated products and therefore, mobile
phone subscribers will be willing to pay for services only when they are satisfied, otherwise, they
will switch to another operator. As a result, the customers will look for their value for the money

they are willing to pay for their desired services from the mobile phone operators.

Thus, price satisfaction increases the value of customer perception and there is a direct
relationship between price and value (Ralston, 2003). Price has significant effect on customers’
buying behavior, value perception and customer satisfaction. Ethio telecom is aware of this fact
and incorporated affordability of its products and services as one of its missions to ensure high
customer satisfaction. Provide high quality, innovative and affordable telecom products and
services that enhance the development of Ethiopia and ensure high customer satisfaction and

build reputable brand known for its customers’ consideration (www.ethiotelecom.et).

2.2 Empirical Review

There are numerous empirical studies on factors that affect customer satisfaction in mobile

telecom services. Abdullah and Ahmed (2017) employed SERVPERF model and hierarchical
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regression analysis to identify the impact of service quality dimensions on customer satisfaction
in mobile telecom companies in Yemen. The study included network quality as an additional
dimension of service quality. The study result shows that, the four dimensions of service quality
(network quality, empathy, reliability and assurance) have a significant positive impact on
customer satisfaction while tangibles and responsiveness have no impact on customer

satisfaction.

Debasish and Dimpi (2015) conducted a similar research on the impact of service quality
dimensions on customer satisfaction in the telecom sector. The researches employed a modified
SERVQUAL model and regression analysis. The result shows all dimensions of service quality
were positively and significantly impacted customer satisfaction. In Pakistan, determinants of
customer satisfaction in cellular industry, was studied by Gill (2014). The researchers employed
mixed method approach (methodological triangulation). Obtained results established that mobile
services customer satisfaction in Pakistan is mainly affected by tariff, service quality including
call quality. These findings by and large confirm a previous study in Pakistan. According to,
Shahzad and Saima (2012) there is positive and significant relationship between customer

satisfaction and customer service, price fairness, sales promotion, coverage and network quality.

In Nigeria mobile customer satisfaction and the major factors that influence customer satisfaction
was researched by Ode (2013). The researcher studied customers of four major mobile service
operators’ customers. They used close ended questionnaire on 5 point Likert scale. They
analyzed data using Statistical Package for Social Sciences (SPSS), version 20. The research was
able to determine that a relationship exist between service quality/delivery and customer
satisfaction, SERVQUAL reliability dimension and customer satisfaction and between customer
satisfaction and switching intention among mobile phone users in Nigeria. The study further
affirmed that customers would likely stay with their telecom service providers if the companies

are able to satisfy their changing needs and meet customer requirements beyond expectations.

Simo (2018) analyzed the major factors of mobile customer satisfaction in Cameroon. The result
shows that four dimensions of service quality (Network quality, Reliability, Responsiveness and
Empathy) have significant positive impact on customer satisfaction while tangibles have no

impact on customer satisfaction.
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According to Netai, Rashidul and Asif (2018) the Bangladesh telecom market is characterized by
stiff competition and companies are trying to capture the maximum market share by introducing
different new packages, promotional offers and value added services to satisfy the customer’s
needs, wants and demands. The researchers established that customer satisfaction is affected by
price, network quality, product diversity and facilities for customers. The researchers recommend
that mobile operators should develop appropriate strategies by taking into consideration of their

strengths in satisfying their subscribers as well as by overcoming of their weaknesses.

Anwar and Ali (2016) empirically examined the effect of service quality dimensions on customer
satisfaction in telecommunication companies in Yemen. They used five-point likert scale and
linear regression analysis to examine the association between the service quality dimensions and
customer satisfaction. The results reveal that all the service quality dimensions (tangibles,
responsiveness, reliability, assurance and empathy) are positively and significantly associated

with customers’ satisfaction.

According to Shahzad and Saima (2012) price fairness, customer services and coverage are
major factors which can highly affect the mobile telecom customer satisfaction in Pakistan. The
study proved that there is positive and significant relationship between dependent variable
(customer satisfaction) and independent variables (customer service, price fairness, sales

promotion, coverage, signal strength & promotion).

In Ethiopia, Cherinet (2014), Meron (2017), Tesfaye (2013), and Mamo (2018) examined factors
affecting telecom customer satisfaction by using SERVQUAL model. Cherinet (2014) assessed
the role of service quality on fixed telephone customers satisfaction of South Region, Hawassa
city. The study concluded that ethio telecom’s service quality is rated poor in all dimensions of
service quality. All dimensions show negative gap score. Meron (2017) examined ethio
telecom’s Call Center performance using SERVQUAL and regression analysis. The findings of
the study show that all the service quality dimensions (reliability, responsiveness, empathy and
assurance) have positive and significant effect on customer satisfaction. Customers were mostly

satisfied with the assurance dimensions of service quality followed by responsiveness.

Tesfaye (2013) stated that there is customer dissatisfaction in mobile service usage of ethio

telecom in Addis Ababa. The study enumerated the following as the major causes of the
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dissatisfaction: reliability of the service is very low, absence of quick response, apology and
compensation for service failure, lack of communication, failure of front desk employee to
provide clear and adequate information on the availability of particular services, service delivery
not consistent and standardized, company’s failure to react quickly for customers request,
employees lack of courtesy and poor customer handling. The researcher strongly recommended
that there needs to be a balance between expanding the service and acquiring reliable network,
good customer handling and having clear and accurate billing system. Mamo (2018) studied
factors affecting mobile customer satisfaction by taking Dawro Zone as a case study. Like
others, the study employed SERVQUAL model. The study concluded that service quality has an
impact on customer satisfaction or there is a positive relationship between customer satisfaction

and service quality. The company is rated well in most service quality dimensions.

More importantly, in 2012, a more rigorous national mobile customer’s satisfaction survey
research sponsored by ethio telecom was conducted by Addis Ababa University Research team.
The survey found that on a scale of 1 to 10 the overall national satisfaction/perception was 7.4;
national urban was 7.3 and national rural was 8.0 (Addis Ababa University Research team,
2012). The study has taken into consideration factors such as: corporate image, value for money
(price), and service quality including network quality. In 2016 the research team conducted a
similar research; the overall satisfaction was found increased to 7.64. This shows customer

satisfaction is dynamic; it could differ from place to place, and changes from time to time.

2.3 Gap

The theoretical review establishes the fact that service quality dimensions (tangibles, reliability,
responsiveness, assurance and empathy) price and corporate image affect customer satisfaction.
The empirical review reveals that only few researches consider price as one of the factors that
affect customer satisfaction. More importantly corporate image was taken into consideration only
in one of all the empirical studies (AAU research team). Methodologically, most of the studies
employed SERVQUAL model. According to Buttle (1996) this model is criticized on numerous

theoretical and operational grounds. The most important ones are highlighted below.
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Theoretical criticisms:

Paradigmatic objections: meaning SERVQUAL is based on a disconfirmation paradigm
(perspective) rather than an attitudinal perspective as a result it fails to draw on established

economic, statistical and psychological theory.

Gaps model: there is little evidence that customers access service quality in terms of the

difference between performance and expectation.

Process orientation: SERVQUAL focuses on the process of service delivery, not the outcomes of

the service.

Dimensionality: SERVQUAL's five dimensions are not universal; the number of dimensions

comprising service quality is contextualized.
Operational criticisms:

Expectations: the term expectation has different meanings, consumers use standards other than
expectations to evaluate service quality; SERVQUAL, hence, fails to measure absolute service

quality expectations.
Scale points: the seven-point Likert scale is flawed.

Two administrations: two administrations of the questionnaire (one for expectations and another

for perceptions) cause boredom and confusion.

As a result of the weaknesses mentioned above, SERVQUAL model is replaced in general by the
more advanced and objective model called SERVPERF. In summary, the major gaps of the
available literature are variable exclusion namely price and image and methodological (the use of
SERVQUAL). This study, therefore, attempts to fill this gap since it takes into consideration the
role of price and image as additional variables of customer satisfaction, studies a different region
that has not been studied so far at this scale, and employs the more refined and objective model

called SERVPERF.
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2.4 Justification of method

The researcher has chosen SERVPERF method on the grounds of objectivity, ease of use and
time. As explained above the SERVPERF method measures only what can be objectively
measured- service performance/ received service; this is also the objective of the study.
Furthermore, SERVPERF unlike SERVQUAL is not confusing to respondents and less prone to
respondent error. SERVPERF is also less time consuming and easy to handle both for
respondents and the researcher. Hence, it is justified on the bases of objective of the study, ease

of use and time (Manuela, 2016).

2.5 Conceptual framework

The conceptual framework of factors affecting customer satisfaction is established based on the
literature review. The conceptual framework is developed by the researcher after thoroughly
reviewing the literature related to the subject under study. The arrows indicate the proximity of
the independent variables to the dependent variable. The dependent variable is customer
satisfaction and the independent wvariables are service quality dimensions (tangibles,

responsiveness, reliability, assurance, and empathy), corporate image and price.

Service Quality

Price / Customer Satisfaction

Image

Figure 2.1 Conceptual frame work developed by the student researcher based on literature
review
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Measurement Item

Literature-base

Tangible
1. Ethio telecom customer service and sales offices are located at

suitable places.

2. Ethio telecom physical facilities are visually appealing.

3. Ethio telecom employees are well dressed and neat in

appearance.
4. Ethio uses modern technology to provide its services.
Reliability

5. Ethio telecom provides its services at the time it promises to do

SO.

6. Ethio telecom mobile network (voice and internet) quality is

excellent and it performs well.

7.  Ethio telecom has sincere interest to solve your problem.

8.  Ethio telecom provides services right at first time.

9. Ethio telecom insists on error free records.
Responsiveness

10. Ethio telecom employees give quick service.

11. Ethio telecom employees have willingness to help.

12. Ethio telecom employees respond quickly to customer requests

even if they are busy.

13. Ethio telecom provides timely and accurate information to its

customers about value added and new services.

Assurance

14. The behavior of ethio telecom employees instills trust and

(Parasuraman et al., 1985);

Debasish and Dimpi
(2015);

Anwar and Ali (2016);

Netai, Rashidul& Asif
(2018);

Mamo (2018);

Tesfaye (2013);
Anwar & Ali (2016)

AAU Research team and
Ethio telecom (2012) and
(2016).
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confidence in customers.

15. Ethio-telecom’s employees have enough knowledge to provide

advice to customers.
16.Ethio telecom protects the confidentiality of customer information.

17. Ethio telecom creates the environment that makes customers to feel

safe and satisfied.

Empathy
18. Ethio telecom employees give customers individual attention.
19. Ethio telecom employees understand customer’s specific needs.

20. Ethio telecom has convenient operating hours to all customers.
21. Ethio telecom quickly apologizes whenever service-related problem
occurs.

22. Ethio has its customers’ best interests at heart.

(Parasuraman et al., 1988);

Shahzad and Saima (2012)

Corporate Image

23. Ethio telecom focuses on its customers.

24. I trust ethio telecom.

25. Ethio telecom respects me and feels me valued.
26. Ethio telecom works to benefit the community.

27. Ethio telecom provides products and services that are easy to use and

effective.

28. Ethio telecom is a customer focused company.

Kennedy (1977);

Addis Ababa University
Research team (2012) and
(2016).
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Price/Tariff

29. The cost of mobile voice is fair.
30. The cost of Mobile internet is fair.
31.The cost of SMS is fair

32. Package services price is fair.

33. Value-added services price is fair.

34. Subscription fee and SIM replacement price is fair.

35. Service tariff information is clear, complete and easy to understand.

Overall Satisfaction
36. I am delighted with Ethio telecom mobile services.
37. Ethio telecom completely meets my expectations.

38. Ethio telecom is exactly a company that I want for my mobile

telecom service’s needs.

Addis Ababa University
Research team (2012) and
(2016); Gill (2014);
Shahzad and Saima (2012)

Table: 2.1 Measurement items compiled by the researcher from the literature review.
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CHAPTER THREE
3.RESEARCH METHODOLOGY

3.1 Research Design

The type of study design chosen depends, among others, on the type of problem, the knowledge
already available about the problem and the resources available for the study (Addis Ababa
University, 2009). Generally, there are two categories of research design: observational and
experimental. Based on its objectives an observational research could be exploratory, descriptive
or explanatory. As it fits to the research objective, the research design of this study is
explanatory. An explanatory study (correlation in some studies) is an observational study that
describes associations and analyses them for possible cause and effect or dependent and

independent variables (Kumar, 1999:81).

3.2 Description of the Study Area

Debre Berhan is a city and woreda in central Ethiopia, Located in the Semien Shewa Zone of the
Amhara Regional state about 120 kilometers north east of Addis Ababa on Ethiopian highway 2.
It has an elevation of 2,840 meters, which makes it the highest city of this size in Africa. Debre
Berhan is founded by Emperor Zara Yaqob in 1456. It was an early capital of Ethiopia and
afterwards, with Ankober and Angolalla, was one of the capitals of the kingdom of Shewa.
Today, it is the administrative center of the Semien Shewa Zone of the Amhara Region

(https://en.wikipedia.org/wiki/Debre Berhan).

Debre Berhan is among the first towns of Ethiopia that have received electricity, become
academic centers and industrial economic activities. It has got electricity in 1955; on 26 April
1957, Emperor Haile Selassie opened the Community Teacher Training School in the town; The
Debre Berhan Wool Factory, the first wool factory in Ethiopia, started operation in January
1965. By 1958 Debre Berhan was one of 27 places in Ethiopia ranked as First-Class Township.
Today Debre Berhan is home for several government and private academic institutions such as

Debre Berhan University. It hosts several factories engaged in different operations: beverage,
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tannery, spring water etc. Moreover, one of the few industry parks of country is found in Debre

Berhan.

Most of the inhabitants of Debre Berhan are adherents of Ethiopian Orthodox Christianity, with
94.12%; Muslims come second with 3.32%; Protestants in third place with 2.15%. The five
largest ethnic groups in the town are the Amhara (91.45%), the Oromo (3.94%), the Tigrayans
(1.81%), the Gurage (1.6%), and the Argobba (1.2%); all other ethnic groups made up 1.33% of
the population. Ambharic is spoken as a first language by 93.81% of the inhabitants.
(https://en.wikipedia.org/wiki/Debre_Berhan). It is the capital of North Shewa Zone of the

Amhara Regional State. It has 9 kebeles (administration units). According to the administration
of the city its population is 168 862 (105 465 male and 63, 397 female). Debre Berhan is also
the seat of one of the 17 Regions of ethio telecom offices-Central Northern Region

(www.ethiotelecom.et).

3.3 Source and Type of Data

3.3.1 Data Sources

Primary Data Sources

This study used both primary and secondary data. Primary data was collected using questionnaire
from mobile telecom service customers in Debre Berhan city. Standard SERVPERF survey

questionnaire supplemented with questions derived from literature review were used to gather

data from ethio telecom mobile service customers in Debre Berhan city.

Secondary Data Sources

To strengthen the reliability of the primary data and supplement the information missing in the
questionnaire survey, information was collected from secondary sources such as related
researches, journals, Ethiopian government reports, ethio telecom reports and publications and

official web sites.
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3.3.2 Data Type

The study used both quantitative and qualitative data.

3.4 Data Collection Instruments

Quantitative data was collected using self-administered structured questionnaire. The standard
SERVPERF questionnaire with minor modifications to accommodate the specific objectives of
the study was used to address all variables of interest in the study. The questionnaire contains
items on background socio-demographic characteristics, service quality dimensions (tangibles,
reliability, responsiveness, assurance, and empathy), corporate image and Price. The
questionnaire was designed in four likert scale measurement with four response categories
(strongly agree, agree, disagree and strongly disagree). The researcher excluded neutral/no
opinion and used four-point Likert scale rather than five-point Likert scale for two reasons. The
first is to avoid social desirability bias. This is a bias arising from respondents' desires to please
the interviewer or appear helpful or not be seen to give what they perceive to be a socially
unacceptable answer. This bias results to respondents’ tendency to choose the midpoint in a
Likert Scale. This can be minimized by eliminating the mid-point/ neutral option (Garland,
1991). The second reason is midpoint/neutral option has different meanings true neutral and
non-response kind. There is no clear understanding/interpretation of the neutral response
(Pornel& Saldana, 2013). A 38-item measure was used to indicate the mobile telecom
customers’ degree of agreement about the performance statements, based on their assessments of
the service provided by Ethio telecom Debre Berhan Branch. Qualitative data was gathered

using literature review.

3.5 Sampling Methodology

3.5.1 Sampling design

Sampling is the process or technique of selecting a suitable sample for the purpose of

determining parameters or characteristics of the whole study population. In this study
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convenience sampling is employed. This technique is appropriate in a situation when a sampling

frame is absent (Adams et al, 2007)".

3.5.2 Target Population

The target population of this study is all mobile telecom service customers of ethio telecom in

Debre Berhan City.

3.5.3 Sample size determination

In principle, accurate information about given population could be obtained only from census
study. But, census of a population may be impossible, impractical or too costly. Hence, Sampling
is one of the methods, which allow the researcher to study relatively small number of units
representing the whole population (Kumar, 2008). As indicated above, getting the exact number
of mobile telecom service customers of the city was not possible. So, the researcher opted to use
the widely applicable method of determining sample size for infinite population developed by

Cochran (1977).

Cochran’s formula for calculating sample size when the population is infinite:

n0=z’pg/e’

Where, n0 is the sample size, z is the selected critical value of desired confidence level, p is the
estimated proportion of an attribute that is present in the population, q=1-p and e is the desired

level of precision.

The three commonly used confidence intervals are 90 %, 95 % and 99 %. From these three, the
most widely employed, particularly in Theses, is the 95% confidence interval. Similarly, in this

study the 95 % confidence interval is taken.

Assuming the maximum variability, which is equal to 50% (p =0.5) and taking 95% confidence
level with £5% precision, the calculation for required sample size will be as follows:

p =0.5 and hence q=1-0.5=0.5; e=0.05; z=1.96

The researcher approached the organization, ethio telecom Debre Berhan branch, with a cooperation request letter from his University. However,
regardless of his effort the organization stated that it has no technical capacity to clearly know the number and list of customers in the City; hence
no sampling frame is available.
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n0=z"pq/e’

n0= (1.96)* (0.5) (0.5)/ (0.05)* = 384.16; rounded up to the nearest whole number it becomes
385.

So, the sample size is 385 customers.

3.6 Methods of Data Analysis

As data means row material, it must pass through a process of analysis and interpreted
accordingly before their meaning and implications are understood. Quantitative data analysis

technique was employed to analyze the data gathered through questionnaire.

3.6.1 Descriptive analysis

The data collected through questionnaire was analyzed by Statistical Package for Social Sciences
(SPSS) version 23. Mean, frequency distribution, and standard deviation was applied to show the
level of customer satisfaction and to summarize the basic findings. The descriptive statistical

results are presented by tables, frequency distributions and percentages.

3.6.2 Pearson correlation analysis

Pearson’s correlation coefficient was used to determine the relationships between the dependent
variable (customer satisfaction) and factors that affect customer satisfaction namely: service
quality dimensions (tangibility, reliability, responsiveness, assurance and empathy), price and

image (independent variables).

3.6.3 Regression analysis

Multiple linear regression analysis was used to examine the effect of service quality dimensions
(tangibility, reliability, responsiveness, assurance, and empathy), price and image on customer
satisfaction. This method is chosen since the study has more than two independent variables to
investigate how independent variables were related to the dependent variable; how each

independent variable influences the dependent variable and how much each variable influence it.
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3.7 Variable Description

3.7.1 Dependent variable

In this study the dependent variable is “Customer satisfaction”.

3.7.2. Independent Variables

The independent variables of this research were service quality dimensions (reliability,

tangibility, responsiveness, assurance, and empathy), price and corporate image.

3.8 Model Specification

For this research the dependent variable is customer satisfaction which is affected by factors
internal and external to the service providing organization, in this case, ethio telecom. The major
independent variables/factors that are internal to the organization and believed mainly affect
customer satisfaction are service quality dimensions (tangibles, responsiveness, reliability,

assurance and empathy), price and corporate image.

The analytical model is as follows:
CS =00 + BITAN+B2REL+ B3RES+ B4ASS+ BSEMP + B6PRI + B7COI+ ¢
Where:

CS: is the dependent variable (Customer Satisfaction)
a0= is the regression constant

B1, B2, B3, P4, BS, p6 and B7 are the coefficients of the independent variables TAN, REL,
RES, ASS, EMP, PRI and COI, respectively.

TAN= Tangibles
REL=Reliability
RES=Responsiveness

ASS=Assurance
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EMP=Empathy
PRI=Price
COI=Corporate Image

€ = Error Term (residual).

3.9 Validity and Reliability

3.9.1 Validity

Validity tests are conducted to select and assess the final items of the construct that are finally
used for statistical testing. The content validity of the instrument for the present study was
ensured as measurement items are derived from extensive review of related literature. The
measurement items and the literature source from which they are adapted from is as described in
table 2.1 above. The questions were translated to Amharic and checked by a language expert.
Furthermore, the draft version of the questionnaire was sent to experts and colleagues in the field
of sales and marketing for further comments of improvement. After that the questionnaire was

revised accordingly.
3.9.2 Reliability

In statistics, reliability is the consistency of a set of measurements or measuring instrument,
often used to describe a test. Reliability is inversely related to a random error. There are several
different reliability coefficients. One of the most used is called Cronbach’s Alpha. Cronbach’s
Alpha is based on the average correlation of items within a test if the items are standardized. It
has an important use as a measure of the reliability of a psychometric instrument. It was first
named as alpha by Cronbach (1951). For attitudinal researches like customer satisfaction a
Cronbach alpha reliability measure score of 0.7 and above is acceptable. All the variables,
service quality dimensions, corporate image, price and Customer satisfaction are tested for their

reliability. The reliability test value is as shown in the tables below.
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Reliability Statistics

Cronbach's Alpha N of Items

.848 8

Table 3.1 cumulative reliability statistic

Source: Own survey, 2020

Variables Cronbach's Alpha

Tangibility .850
Reliability 819
Responsiveness .825
Assurance .829
Empathy .824
Image .822
Tariff .833
Customer satisfaction 831

Table 3.2 Reliability statistic of each variable

Source: Own survey, 2020

The reliability of the survey questionnaire was tested for Cronbach's alpha reliability test for
internal consistency of the respondents on the items. According to (Hair, 2010 and Field, 2009),
Cronbach's alpha of .70 and above is acceptable. As shown in tables 3.1 and 3.2 the values for
both the cumulative and separate values of each variable are well above this value. This means
the items in each domain were well understood by most of the respondents and the items have
measured what they were designed to measure. Hence, reliability test result of this survey is

found to be reliable and qualifies for further analysis.

3.10 Ethical Standards and Procedures

Kumar and Kandasamy (2012), state that ethical standards include the following. The researcher

had respected all of them in the conduct of the study.

e Right to choose; everyone has the right to determine whether to participate in a marketing

research project.
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Right to be informed: Research participants have the right to be informed of all aspects of a
research task. Knowing what is involved, how long it will take, and what will be done with
the data, etc.

Right to Privacy: all research participants have the right to Privacy.
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CHAPTER FOUR

DATA PRESENTATION AND ANALYSIS

4. Introduction

In order to achieve the major objective of the study, examine the critical factors influencing the
satisfaction of mobile telecom service customers in Debre Berhan city, data was collected from a
total of 385 sample customers through a structured 4-point Likert-scale questionnaire. The
questionnaire instrument was self-administered in the month of April 2020. Data was analyzed

using Statistical Package for the Social Sciences (SPSS) version 23.

The contents of the chapter are divided in to 5 parts. In the first part the response rate is
presented. In the second part Demographic factors summary is described. In part three,
descriptive analysis of the data is presented in detail. The correlation and regression analysis

come next. Finally, the findings of the study will be discussed.

4.1 Response rate

Questionnaires were self-administered to a total of 385 sample customers; and all the
questionnaires were returned. In other words, the response rate of the study is 100 %. The
questionnaires were screened for any possible irregularities before the next phase- data encoding.

All the questionnaires were found properly filled. Hence all of them were valid for analysis.

4.2 Demographic data summary

Demographic Factors
Frequency %
Gender Male 213 55.3
Female 172 44.7
Total 385 100.0
14-19 43 11.2
20-29 61 15.8
Age in years 30-39 163 423
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40-49 77 20.0
>50 41 10.6
Total 385 100.0
Single 168 43.6
Married 181 47.0
Others 36 9.4
Marital Status Total 385 100.0
Below Gradel0 10 2.6
Certificate 100 26.0
Diploma 94 24.4
Bachelor’s degree 124 32.2
Masters® Degree and Above 57 14.8
Educational Background Total 385 100.0
1 to 3 years 8 2.1
3 to 5 years 67 17.4
5to 10 years 98 25.5
10 years and above 212 55.1
Subscription Period in Years Total 385 100.0
Type of Subscription Residential 365 94.8
Enterprise 20 5.2
Total 385 100.0
Prepaid 365 94.8
Postpaid 20 52
Type of Service Total 385 100.0

Table 4.1 Demographic and customer profile of respondents

Source: Own survey, 2020

Table 4.1 summarizes the demographic (gender, age, marital status, and educational background)

and customer profile (subscription period in years, type of subscription, and type of service) of

participants.
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Concerning gender, male respondents constitute 55.3%; while female respondents cover 44.7%
of the total 385 sample respondents. In terms of age most of the sample respondents are between
the ages of 30-39, they cover 42.3%; followed by those between 40-49 (20%), and between the
ages of 20-29 (15.8). Respondents of these three age groups together constitute 78.1 %.
Respondents within the age ranges of 14-19 and above 50 years cover 11.2 % and 10.6 %
respectively. The marital status of the respondents’ shows that most of them are married (47%);
those who are not married constitute 43.6%; others (divorced or widowed) cover 9.4%. The
educational background of the respondents shows 32.2% are bachelor’s degree holders; 26%
have certificate; 24.4 % are diploma holders; 14.8 % have Master's degree and above those

below Grade 10 cover the remaining 2.6%.

In addition to demographic factors the researcher had also an interest in knowing respondents’
customer profile (subscription period, type of subscription and type of service). In terms of
subscription period most of them (55.1%) are customers for 10 years and above; 25.5% are
between 5-10 years since they start to use the service; 17.4% are customers between 3-5 years of
service; customers with 1-3 years of service are 2.1%. The table shows 94.8 % of the
respondents are residential (private) customers while 5.2% are Enterprise customers. The type of
service (pre-paid, post-paid) percentage is like that of type of subscription, 94.8% use pre-paid
customers while 5.2% are customers of post-paid service. It might be the case that all respondent
private customers use pre-paid service and all respondent enterprise customers use post-paid

service in the city.

4.3 Descriptive Analysis

Descriptive statistic is used to describe the basic features of the data in a study. It provides
simple summaries about the samples and the measures. The researcher used descriptive statistics
to present quantitative descriptions in a manageable form. The mean and standard deviation
scores have been computed for all factors. Mean value provides the idea about the central
tendency of the values of a variable. On the other hand, Standard deviation gives the idea about

the dispersion of the values of a variable from its mean value.
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Respondents were asked to give their opinion on a four-point Likert scale; ranging from 1 being
strongly disagree to 4 strongly agree for each variable and the representative questions of each

variable. The result is as presented hereunder.

Descriptive Statistics

N Mean Std. Deviation
Tangibility 385 2.9143 51551
Reliability 385 2.5351 54145
Responsiveness 385 2.7156 53396
Assurance 385 2.7370 49820
Empathy 385 2.6649 54375
Image 385 2.6368 55242
Tariff 385 2.5180 .62262
Valid N (listwise) 385

Table: 4.2 Mean and Standard deviation of independent variables
Source: Own survey, 2020

Low:<1.6; moderate >1.6 or <3.3; high >3.4 (Al-Hashedi&Abkar, 2017)

Table 4.2 summarizes the evaluation of participants on the five service quality dimensions, and
price and tariff of mobile telecom service in Debre Berhan City. The responses were given in the
form of rating; the dimensions listed using a 1-4 Likert- scale where 1 represents strongly
disagree, 2 represents disagree, 3 represents agree and 4 represents strongly agree. Mean
represents average value of the ratings whereas standard deviation is a summary measure of the
differences of each observation from the mean. Larger mean value indicates better performance;
lower mean value shows lower performance. A low standard deviation means most of the scores
are close to the average value; a high standard deviation means they are more spread out a way

from the mean value.

As table shows, when the mean scores of the five service quality dimensions are compared

tangibility is rated better than the other four service quality dimensions with a mean value of
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2.91 and standard deviation of .51. Assurance is second with a mean score of 2.73 followed by
responsiveness with 2.71.Empathy ranks 4™ with 2.66. Reliability is last with a mean score of

2.5.

When the mean value of the other two variables (Image and Tariff) is compared Image is rated
better with a mean score of 2.63 than Price that has got a mean value of 2.51. This implies
tangibility has contributed better to customer satisfaction compared with other variables. Based

on the bench mark the level of satisfaction is moderate in all the indicators.

Descriptive Statistics

Customer satisfaction
Valid 385
Missing 0
Mean 2.5610
Mode 3.00
Std. Deviation .65293

Table: 4.3 Mean, mode and standard deviation of overall customer satisfaction

Source: Own survey, 2020

Low: <1.6; moderate: >1.6 or <3.3; high >3.4 (Al-Hashedi& Abkar, 2017)

Table 4.3 shows the overall satisfaction of customers in the city. The mean value is found to be
2.56 with a standard deviation of .65.The meaning of the summary is that, the level of
satisfaction of mobile service customers in the city is moderate. The standard deviation value is
less than one which shows there is no significant disparity between respondents’ opinion about

overall satisfaction.

So far, the mean and standard deviation of the seven independent variables and the overall
satisfaction in general is described. Next, the mean and standard deviation scores of the
questions under each variable are described. This allows having broader and detailed information

regarding each variable’s performance in the eyes of the respondents.
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Descriptive Statistics
N Mean Std.
Deviation
Ethio telecom customer service and sales offices are located 385 2.98 857
at suitable places.
Ethio telecom physical facilities are visually appealing 385 2.82 707
Ethio telecom employees are well dressed and neat in 385 291 .696
appearance
Ethio telecom uses modern technology to provide its services 385 2.95 17
Valid N (listwise) 385

Table: 4.4 Descriptive Statistics- Tangibles

Source: Own survey, 2020

Low: <1.6; moderate >1.6 or <3.3; high >3.4 (Al-Hashedi& Abkar, 2017)

As table 4.4 depicts Tangibles was represented with four statements. The highest mean (2.98)
and standard deviation (.857) is of the question Office location. Office facilities comes last
with a mean value of 2.82.The mean values for use of modern technology, and employees
dressing, and neatness fall in between the two in second and third places, respectively. This
implies, the branch offices visual attraction is less satisfactory than its location suitability.
Based on the benchmark customer satisfaction with tangibles is moderate. The values of
standard deviation are less than one and close to each other. This implies there is no wide
opinion difference among respondents concerning statements about tangibles. In other words, it

is close to the mean or the expected value.

N Mean Std.
Deviation

Ethio telecom provides its services at the time it promises 385 758 773
to do so.
Ethlg te}ecom mobile voice, SMS and internet network 385 230 882
quality is excellent, and it performs well.
Ethio telecom has sincere interest to solve your problem. 385 2.56 785
Ethio telecom insists on error free records. 385 2.55 717
Ethio telecom provides services right at first time. 385 2.68 729
Valid N (listwise) 385

Table: 4.5 Descriptive Statistics- Reliability
Source: Own survey, 2020

Low: <1.6; moderate >1.6 or <3.3; high >3.4 (Al-Hashedi& Abkar, 2017)
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Respondents were asked five questions concerning Reliability; the result of their rating is as
shown in table 4.5. The mean score of service provision right at first time (2.68) is the highest;
the lowest mean score is that of mobile and internet network quality (2.30) also with the highest
standard deviation .882. The result reveals that network quality is a major source of customer
dissatisfaction in the city that pulls down the reliability of mobile service. Based on the
benchmark the level of respondents’ satisfaction on the reliability dimension and on each
representative statements of reliability are moderate. The fact that all standard deviation values
are less than one and close to each other implies the data is precise and close to the

expected/mean value.

Descriptive Statistics

N Mean Std.
Deviation

Ethio telecom employees give quick service. 385 2.70 734
Ethio telecom employees have willingness to help. 385 2.76 672
Ethio telecom employees respond quickly to customer requests 385 2.62 788
even if they are busy.
Ethio telecom provides timely and accurate information to its 385 2.78 .700
customers about value added and new services.
Valid N (listwise) 385

Table: 4.6 Descriptive statistics- Responsiveness

Source: Own Survey, 2020
Low: <1.6; moderate >1.6 or <3.3; high >3.4 (Al-Hashedi& Abkar, 2017)

Table 4.6 portrays the mean and standard deviation of the five questions that represent service
quality in terms of responsiveness. The highest mean score (2.78) is registered under the
question timely and accurate information provision about new and VAS services; while
employees’ ability to respond quickly even if busy scored the lowest mean score (2.62) with
standard deviation .788, also the highest under this service quality parameter. This implies, the
branch performs better in-service related communication activities than other indicators of
responsiveness. Employees’ ability to respond needs prior attention for improvement. Based on

the benchmark, respondents’ level of satisfaction on all statements representing responsiveness is
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moderate. The standard deviation value is less than one and close to each other. This implies

respondents show close opinion on each statement. In other words, the data is precise and close

to the expected/mean value.

Descriptive Statistics

N Mean Std.

Deviation
Ethio telecom creates the environment that makes customers to 385 2.69 743
feel safe and satisfied
You are satisfied with Ethio-telecom’s employee’s knowledge 385 2.58 .684
to provide advice to customers.
Ethio telecom employees always serve customers politely. 385 2.89 705
Ethio telecom personnel behavior instills trust and confidence 385 2.78 .697
in customers.
Valid N (listwise) 385

Table: 4.7 Descriptive Statistics-Assurances

Source: Own survey, 2020

Low: <1.6; moderate >1.6 or <3.3; high >3.4 (Al-Hashedi& Abkar, 2017)

Table 4.7 summarizes respondents’ evaluation of one of the independent variables-Assurance.

This variable is represented with four statements. When the mean values are compared the order

from highest to lowest values is: employees’ politeness (2.89); ability to instill trust and

confidence (2.78); making customers feel safe and satisfied (2.69); and satisfaction with

employees knowledge ability to provide advice (2.58). The result tells us that customers are

better impressed by employees” politeness; however, they are less convinced by their service-

related knowledge. In general, based on the benchmark, respondents’ level of satisfaction in each

of the indicators of assurance is moderate. All standard deviation values are less than one and

close to each other indicating that respondent’s opinion on each components of assurance is close

to each other and the data are more precise and closer to the expected/mean value.
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Descriptive Statistics

N Mean Std.

Deviation
Ethio telecom employees provide individual attention to 385 2.54 735
customers.
Ethio telecom has working hours convenient to all customers. 385 2.95 780
Ethio-telecom employees understand customer’s specific needs. 385 2.68 729
Ethio telecom quickly apologizes whenever service-related 385 2.56 814
problem occurs.
Ethio telecom has its customers’ best interests at heart. 385 2.59 7182
Valid N (listwise) 385

Table: 4.8 Descriptive Statistics-Empathy

Source: Own survey, 2020

Low: <1.6; moderate >1.6 or <3.3; high >3.4 (Al-Hashedi& Abkar, 2017)

The summary of the respondents rating of the five statements that represent Empathy is

presented in table 4.8. The issue of having convenient working hours scored a significantly

higher mean (2.95). Understanding customer’s specific needs comes second with a mean score of

2.68. The third highest score (2.59) is for having customers best interest at heart. Readiness to

apologize and providing individual attention are rated 4™ and 5™ This result indicates that the

branch needs much more improvement in giving individual attention and quickly apologizing for

service-related mistakes and errors. Overall, based on the benchmark, respondents’ level of

satisfaction on each component of empathy were moderate. The fact that all values of standard

deviation are less than one and close to each other shows there is no wide difference between

respondents’ opinion on each statement. Meaning the data are more precise and closer to the

expected/mean value.
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Descriptive Statistics

N Mean Std.

Deviation
I trust ethio telecom. 385 2.61 713
Ethio telecom is a customer focused company. 385 2.62 .840
Ethio telecom consistently gives reliable and easy to use 385 2.64 765
services to its customers.
Ethio telecom respects me and makes me feel valued. 385 2.72 733
Ethio telecom supports the community. 385 2.69 779
Ethio telecom is a reputable organization. 385 2.55 793
Valid N (listwise) 385

Table: 4.9 Descriptive statistics- Image
Source: Own survey, 2020

Low: <1.6; moderate >1.6 or <3.3; high >3.4 (Al-Hashedi& Abkar, 2017)

Company image was one of the seven independent variables of the study. Respondents

evaluation of the company's image based on the six statements is what is presented in table 4.9.

The best mean score is for the company respects me (2.72); followed by support the community

(2.69) and reliable and easy to use services (2.64). The lowest mean score is registered under

organizational reputation (2.55). The fact that all standard values are less than one and close to

each other implies the data is precise and close to the expected/mean value. Based on the

benchmark, the level of satisfaction of respondents on image and its representative statements is

moderate.

Descriptive Statistics

N Mean Std.

Deviation
The cost of mobile voice is fair. 385 2.19 .870
The cost of Mobile internet is fair. 385 2.38 .873
The cost of Mobile SMS is fair 385 2.20 .884
Package service price is fair 385 2.76 .808
Value-added services price is fair 385 2.54 .825
Subscription fee and SIM replacement price is fair. 385 2.57 .839
Service tariff information is clear, complete and easy to 385 2.98 .849
understand.
Valid N (listwise) 385

Table: 4.10 Descriptive Statistics-Tariffs
Source: Own survey, 2020

Low: <1.6; moderate >1.6 or <3.3; high >3.4 (Al-Hashedi& Abkar, 2017)
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Table 4.10 shows respondents rating of the Tariff variable. This variable was represented with
six tariff fairness and on information clarity and completeness questions. The mean value of
information clarity and completeness is the highest of all (2.98). In terms of fairness the mean
scores of package service (2.76), subscription and replacement fee (2.54), and value-added
services (2.54) take first, second and third place, respectively. The least favorable mean value
scores are registered by mobile voice (2.19) and SMS (2.20) services tariff fairness, respectively.
Based on the benchmark, the level of satisfaction of respondents about tariff/price and its

component statements is moderate.

Standard deviation is a measure of dispersion and it tells us how spread out a data set is. In the
current study, in all the variables and their representative statements as well as in the overall
satisfaction presented in the above tables the value of the standard deviation is below one and
close to each other. In other words, the data are narrow spread. Put differently, respondents
reflect close opinion on each variable and the representative statements of the variables. This is
to mean that data are more precise and closer to the expected or mean values of each independent

variable as well as their constituting elements/statements.

4.5 Correlation and Regression Analysis

4.5.1 Correlation Analysis

Correlations are useful measure of association between two or more variables. Expressed in a
single number called a correlation coefficient (r), correlations provide information about the
direction of the relationship (either positive or negative) and the intensity of the relationship (—
1.0 to +1.0) between the variables. Correlation analysis is a statistical method used to evaluate
the strength and direction of this relationship. A high correlation means that two or more
variables have a strong relationship with each other, while a weak correlation means that the
variables are not meaningfully related. The Correlation coefficient » varies between -1.0 and 1.0;
where a perfect correlation has a coefficient of +1.0 for positive correlation and -1.0 for negative
correlation. Correlation values that fall between 0 and 1.0 or 0 and -1.0 reflect a partial
correlation which can be statistically significant or not (Field, 2009). The correlation coefficient

values of the current study are as shown below.
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Correlations

Responsiven Customersati
Tangihility | Reliability 255 Assurance | Empathy Image Tariff sfaction

Tangihility Pearson Correlation 1 363 287 .289 265 272 275 2749

Sig. (2-tailed) .000 .000 .0o0 .0o0 .0o0 .0o0 .0o0

M 385 385 385 385 385 384 385 385

Reliahility Fearson Correlation 363 1 521 A52 507 548 447 A3T7

Sig. (2-tailed) .000 .000 .0o0 .0o0 .0o0 .0o0 .0o0

M 385 385 385 385 385 384 385 385

Fesponsiveness Fearson Correlation 287 521 1 604 551 AT 321 382

Sig. (2-tailed) .000 .000 .0o0 .0o0 .0o0 .0o0 .0o0

M 385 385 385 385 385 384 385 385

Assurance Pearson Correlation 249 452 604 1 482 465 291 353

Sig. (2-tailed) .0oo .0oo .0oo .0o0 .0o0 .0o0 .0o0

M 385 385 385 385 385 385 385 385

Empathy Pearson Correlation 265 A07 551 482 1 50a 396 347

Sig. (2-tailed) .0oo .0oo .0oo .0oo .0o0 .0o0 .0o0

M 385 385 385 385 385 385 385 385

Image Pearson Correlation 272 548 4T 65 50a 1 BT 446

Sig. (2-tailed) .0oo .0oo .0oo .0oo .0o0 .0o0 .0o0

M 385 385 385 385 385 385 385 385

Tariff Pearson Correlation 275 447 A1 291 396 AB7 1 A37

Sig. (2-tailed) .0oo .0oo .0oo .0oo .0oo .0o0 .0o0

M 385 385 385 385 385 385 385 385

Customersatisfaction  Pearson Correlation 279 437 382 2353 .3a7 446 A37 1
Sig. (2-tailed) .0oo .0oo .0oo .0oo .0oo .0o0 .0o0

M 385 385 385 385 385 385 385 385

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

Table: 4.11 Correlation matrix

Source: Own survey, 2020

The above table summarizes the results of correlation among the dependent variable (customer
satisfaction) and the predictor (independent) variables (the five service quality dimensions image
and tariff). The correlation coefficient (r) of the independent variables with the dependent
variable (customer satisfaction) of the study is: .279 for tangibility; .437 for reliability; .382 for
responsiveness; .353 for assurance; .397 for empathy; .446 for image; and .537 for tariff. Filed
(2009) states that correlation coefficient values between (0.1 to 0.29 show weak correlation;
correlations with correlation coefficient between 0.3 to 0.49 are considered moderate; values >

0.5 show strong relationship between variables.

Since all the values are above.29, we can say that all the variables are positively correlated with
the dependent variable in a statistically significant way. In terms of strength, however, there is a
difference. The wvalues for tangibility (.279), reliability (.437), responsiveness (.382),
assurance(.353), empathy (.397) and image (.446) all fall with the moderate correlation range.

The correlation coefficient of tariff is the only value that is within the range of strong correlation.
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If put hierarchically, the level of strength of correlation with customer satisfaction is: Tariff,

Image, Reliability, Empathy, Responsiveness, Assurance and Tangibility in a descending order.

4.5.2 Regression Analysis

Regression is a statistical tool used to predict the value of a dependent variable using one or
more independent variables (Albaum, 1997). Multiple linear regressions, the regression
employed in this study, is a statistical technique which analyses the linear relationships between
a dependent variable and multiple independent variables by estimating coefficients for the

equation for a straight line (Hair et al., 2004).

Before conducting a multiple regression, however, the relationship between the independent
variables must be tested for issues such as multicollinearity, linearity, normality and
homoscedasticity. Multicollinearity refers to a situation in which two or more independent
variables are highly correlated with each other (Pallant, 2005). In other words, it is the non-
independence of the independence variables; this makes their effects on the dependent variable

indistinguishable.

The existence of this confusion of independent variables can be checked using Variance Inflation
Factor (VIF) and Tolerance. According to (Field, 2009) the value of VIF should not exceed 10
and should ideally be close to one. If this value is very small (less than 0.10), it indicates that the
multiple correlation with other variables is high, suggesting the possibility of multicollinearity.
Tolerance is an indicator of how much of the variability of the specified independent variable is
not explained by the other independent variables in the model and is calculated using the formula
1— R2 for each variable. If this value is very small (less than 0.10), it indicates that the multiple
correlation with other variables is high, suggesting the possibility of multicollinearity (Pallant,

2005). The multicollinearity matrix of the current study is as shown below.
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Coefficients”

Model Collinearity Statistics
Tolerance VIF

Tangibility .831 1.203
Reliability .536 1.867
Responsiveness 513 1.949
Assurance 562 1.781
Empathy 566 1.767
Image .566 1.768
Tariff 707 1.414

a. Dependent Variable: Customer satisfaction

Table: 4.12 Multicollinearity test

Source: Own survey, 2020

As the table shows all the VIF values are between 1.20 and 1.94 (it is below 10 and greater than

0.10). The table also shows that all the values of Tolerance measure are greater than 0.10. The

results of both tests show that multicollinearity is not a problem in this study.

Normality test

The data was checked for several normality assumptions. The first was to run descriptive

statistics to get skewness and kurtosis. According to (Hair, et al., 1998) skewness and kurtosis

should be within the range of +2 to -2 when the data are normally distributed.

Descriptive Statistics

N Skewness Kurtosis
Statistic Statistic Std. Error Statistic Std. Error

Tangibility 385 =221 124 17 248
Reliability 385 -121 124 .194 248
Responsiveness 385 -.256 124 429 248
Assurance 385 -333 124 832 248
Empathy 385 -.198 124 214 248
Image 385 -214 124 251 248
Tariff 385 -228 124 216 248
Valid N 385

(listwise)

Table 4.13 Normality test, skewness and kurtosis

Source: Own Survey, 2020

As table 4.13 shows the values of skewness and kurtosis are within the acceptable range. This

indicates that the distribution of the values is normal.
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The second assumption is error terms must be normally distributed. This can be checked by
histogram. To attain this assumption the histogram should be approximately normal, or it must
be bell shaped distribution. The residuals are not skewed means the assumption is satisfied. The

figure indicated below depicts that this assumption of normality is observed in the current study.

Histogram

Dependent Variable: Customersatisfaction
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Figure 4.1 Histogram Normality Test

Source: own survey, 2020

A normal probability plot test was also conducted. A normal probability plot P-P plot test is a
graph technique for assessing whether a data set is approximately normally distributed. The data
are plotted against a theoretical normal distribution in such a way that the points should form an

approximate straight line. If it looks like straight line or there is no curve then it contains no
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outliers and the assumption is fulfilled (Das& Imon, 2016). The figure below depicts that this

assumption is observed in the study and the normal distribution is a good model for this data set.

Normal P-P Plot of Regression Standardized Residual

Dependent Variable: Customersatisfaction

1.0

0.3

Expected Cum Prob

0.2

0.0 T T T
0.0 0z 04 06 (W] 1.0

Observed Cum Prob

Figure 4.2 Normal P-P Plot Test

Source: Own survey, 2020

Linearity Test

The linearity of the relationship between the dependent and independent variables represents the
degree to which the change in the dependent variable is associated with the independent
variables. If the relationship is linear, values of the dependent variable for each increment of the
independent variables lie along a straight line (Hair et al., 1998). As the following figure shows
the linearity test values of the current study fulfill this criterion. This means customer satisfaction

is assumed to be linearly related with the independent variables.
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Scatterplot

Dependent Variable: Customersatisfaction
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Figure 4.3 Scatter Plot Linearity test

Source: Own survey, 2020

Constant variance (homoscedasticity): the other assumption in regression is error terms should
have a constant variance-homoscedasticity. Heteroscedasticity, the violation of
homoscedasticity, is present when the size of the error term differs across values of independent
variables. If Heteroscedasticity exists, it is a serious problem and data should be treated before
analysis. This can be checked by drawing the scatter plot of standardized residual versus
standardized predicted value. To attain this assumption the distribution or the scatteredness of the
point on the graph should be random (Knaub, 2007). As the figure indicated below shows the
distribution of points is random. Hence, the assumption of homoscedasticity is observed in the

current study.
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Scatterplot

Dependent Variable: Customersatisfaction
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Figure 4.4 Homoscedasticity test
Source: Own survey, 2020
Model Summarf
Change Statistics
Adjusted R Std. Error of R Square

Madel R R Square Square the Estimate Change F Change df af2 Sig. F Change
1 6147 377 366 51894 A77 32650 T oo

a. Predictors: (Constant), Tariff, Tangihility, Assurance, Empathy, Image, Reliability, Responsiveness
b. DependentVariable: Customersatisfaction

Table: 4.14 Model Summary
Source: Own survey, 2020

R — Indicates the value of the multiple correlation coefficients between the independent and the
dependent variables, with a range from 0 to 1. A larger value indicates a larger correlation and 1
representing an equation that perfectly predicts the observed value. As can be seen in the above

table, the summary of the model of the study, the value of R = .614. This indicates that the



linear combination of the seven independent variables (tangibility, reliability, responsiveness,

assurance, empathy, image and tariff) can predict the dependent variable (customer satisfaction).

R Square: represents the proportion of variance that can be explained in the dependent variable

by the linear combination of the independent variables. Meaning it is a measure of how much of

the variability in the dependent variable is accounted for by the predictors. Its values range from

0 to 1. In the current study the value of R square is .377; expressed in percentage it becomes

38%. In other words, the model adopted in this research, which employs service quality

dimensions, image and price as independent variables, explains 38% of the variance in customer

satisfaction. The remaining 62% variation in customer satisfaction is attributable to other

variables that are not included in the model. This, other, is represented in the model as E (error

term or residual).This provides evidence of model fit, indicating that the regression model fitted

the data reasonably well.

ANOVA=
Sum of
Maodel Squares af Mean Sguare F Sig.
1 Regression 61.786 7 8.827 32.650 .ooo®
Residual 101.918 3avT 270
Total 163.704 384

a. DependentVariable: Customersatisfaction

b. Predictors: (Constant), Tariff, Tanagibility, Assurance, Empathy, Imaage, Reliability,

Responsiveness

Table 4.15 ANOVA

Source: Own survey, 2020
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This table summarizes the results of an analysis of variance in the dependent variable. These are

Coefficients®

Standardized
Unstandardized Coefficients Coefficients

Maodel B Std. Error Eeta t Sig.

1 (Constant) 076 188 \383 Foz
Tangibility 074 056 054 1.313 e
Reliakility 07 067 .0&8 1.581 13
Responsiveness 108 OEg .oaa 1.857 120
Assurance .0vo 071 053 arg 328
Empathy .avo 065 058 1.082 280
Image 147 064 124 2,289 0zz
Tariff 374 051 356 7.376 .0oo

a. Dependentvariable: Customersatisfaction

regression and residual. The output for regression displays information about the variation in the
dependent variable accounted for by the model employed by the study. The output for residual
indicates information about the variation that is not accounted for by the model. The sum of
these two gives the total. The fact that the model reaches a statistical significance (Sig = .000,
this means p<.0005) which means the seven predictors collectively account for a statistically

significant proportion of the variance in the criterion variable.

Table 4.16 Regression coefficient (B) of the independent variables

Source: Own survey, 2020

The table shows that the independent variables that significantly contribute to customer
satisfaction were tariff and image. The values of other independent variables were not significant

since their significance values are greater than .05.

The largest beta coefficient is Tariff (.374); Image is second with beta value of .147. This is to
mean that for everyone unit increase in the independent variables tariff and image the dependent

variable will also increase by the indicated beta coefficient value.

If the Sig. value is less than .05, then the variable is making a significant unique contribution to
the prediction of the dependent variable. As indicated in the table the Sig. value of tariff is .000
and that of image is .022; both values are is less than .050. This shows that Tariff is the variable
that makes the highest unique contribution to explaining the dependent variable, followed by

image, when the variance explained by all other variables in the model is controlled for.
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Hence, in the current study, the contribution of the independent variables to the observed
variance in the dependent variable is tariff 37.4% and image 14.7%. Service quality dimensions
did not have a significant effect on the dependent variable. In future research it needs adding

other independent variables.

Hence, the fitted multiple linear regression equation of mobile telecom customer satisfaction can

be given as:

CS=.076 + .374PRI+.147 COI
CU= Customer Satisfaction
PRI=Price

COI=Corporate Image

&= Error Term

A related issue was testing for the existence of relationship between demographic factors and
customer satisfaction in mobile telecom service in the city. A one-way ANOVA test was

conducted; the result is as shown in table 4.17.
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ANOVA

Sum of
Squares df Mean Square F Sig.
Gender Between Groups 3.045 g 338 1.377 186
Within Groups 52113 37a 245
Total 95158 384
Ageinyears Between Groups 121490 g 1.354 1.101 361
Within Groups 461.436 37h 1.230
Total 473626 384
Marital Status Between Groups 41549 g9 462 1.121 347
Within Groups 154 584 375 412
Total 158.743 384
Educational Background Between Groups 21.244 g 2.360 2.037 034
Within Groups 434580 a7s 1.159
Total 455834 384
Subscription Period in Between Groups 17.717 ] 1.968 24852 ooz
Vears Within Groups 250.060 375 667
Total 267 7T 384
Type of Subscription Between Groups Ralals g 062 1.264 2545
Within Groups 18.403 37h 045
Total 18.961 384
Type of Service Between Groups Rilats ] 062 1.264 255
Within Groups 18.403 a7s 048
Total 18.961 384

Table 4:17 One-way ANOVA test (significant at .05)

Source: Own Survey, 2020

The significance level (p =.000), is below 0.05. The result shows that only subscription period
in years (0.002), and educational background (0.034) have a statistically significant relationship
with customer satisfaction. This means there a significant difference among the different
categories of subscription period in years and customer satisfaction, and the different categories
of educational level and customer satisfaction. All the rest demographic factors (gender, age,
marital status etc.) have no significant relationship with mobile telecom service customer

satisfaction. The findings of the study taken together addressed the research questions stated in

chapter one.
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4.6 Discussion of Findings

This research was mainly designed to determine the effect of service quality, image and tariff on
mobile telecom service customers’ satisfaction in Debre Berhan city. A related objective was to
measure the level of satisfaction of respondents on the service. A strong relationship between
service quality and customer satisfaction has been reported in theoretical as well as empirical

literature.

The current study shows that the respondents were moderately satisfied by the mobile telecom
service in the city. This result agrees with (AAU, 2012; AAU, 2016; and Mamo, 2018). The
service quality dimension that the respondents most satisfied with is Tangibility; the least is

Reliability.

The correlation between the independent variables and customer satisfaction was tested using
Pearson correlation coefficient. It was found that all service quality dimensions are positively
and significantly correlated with customer satisfaction. This finding is broadly in agreement with
(Mamo, 2012; AAU, 2012 & 2016; Ode, 2013;Cherinet, 2014; Gill, 2014; Debasish &Dimpi
2015; Anwar & Ali, 2016; and Meron, 2017). But it does not support (Sino, 2018) which claims
tangibility has no effect on customer satisfaction. When the strength of correlation between
service quality dimensions and customer satisfaction is compared: the highest is with Reliability;
the least is with Tangibility. This tells us that the branch has the lowest performance in the
service quality dimension that has the strongest correlation with customer satisfaction. This may

be one of the reasons for the moderate level of customer satisfaction registered in the city.

The other two independent variables of the study, Image and Tariff, were also found to be
positively and strongly correlated with customer satisfaction. This finding agrees with (AAU,
2012 & 2016; Netai& Asif 2018; and Shahzand&Samia, 2012). The correlation coefficients of
both Tariff and Image are much greater than the coefficients of all dimensions of service quality.
In fact, the value of Tariff is the highest of all the correlation coefficient values of the
independent variables. Here again, when the mean value of customer satisfaction of all the
independent variables is compared, the lowest is the mean value of Tariff. This could be another
possible explanation for the moderate level of mobile telecom service customer satisfaction in

the city.

57



The model summary (Table: 4.14), with the calculated value of R square 37.7 confirms that the

seven independent variables positively and directly influenced customer satisfaction.

The correlation between Tariff and customer satisfaction is so interesting that it is not just
positive and strong; but also, so high that it makes Tariff the variable that makes the highest
unique contribution to variation in the dependent variable. Results from the one-way ANOVA
test indicate that demographic factors other than educational background and service year period
have no statistically significant relationship with mobile telecom service customer satisfaction in

Debre Berhan city.
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CHAPTER FIVE

4. SUMMMARY, CONCLUSION AND RECOMMENDATIONS

This chapter covers the last three parts of the study: summary of findings, conclusion and

recommendations. They are presented in that order.
5.1 Summary

The main objective of this study was to investigate the factors that affect mobile telecom service
customer satisfaction in Debre Berhan City. To achieve this objective the researcher adopted a
deductive approach and formulated research questions and a conceptual framework based on
theoretical and empirical literature review about the research constructs. The study used
quantitative data collected from 385 sample respondents through a self-administered
questionnaire. Explanatory research design and SERVEPERF model were employed to identify
any causal relationship between the dependent variable (customer satisfaction) and the

independent variables (Service quality, Tariff and Image).

The data obtained from the sample population through convenience sampling technique was
analyzed using Statistical Package for the Social Science (SPSS) version 23. The reliability of
the instrument was checked using Cronbach’s alpha; and the alpha values for all constructs in the

study were greater than the acceptable limit 0.7.

Concerning demographic background of the 385 respondents, in terms of gender 55.3% are male
and 44.7% are female. Age wise 42.3% were between the ages of 30-39; 20 % of the respondents
were between ages 40-49; 15.8 % were between ages 20-29; 11.2 % were between ages 14-19;
and 10.6 % were 50 years of ages and above. Most respondents were married (47%); those who
were not married are 43.6%; others constitute 9.4 %. The educational background of the
respondents shows that 32.2% are bachelor’s degree holders; 26% have certificate; 24.4 % are
diploma holders; 14.8 % have Master's degree and above and those below Grade 10 cover the

remaining 2.6%.
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The subscription period of respondent customers ranges from one to more than ten years.
55.1%were customers for 10 years and above; 25.5% were customers for 5-10 years; 17.4% were
customers for 3-5 years of service; customers with 1-3 years of service were 2.1%. The type of
registration of service shows that 94.8 % of the respondents were residential (private) customers
while 5.2% were Enterprise customers. The type of service (pre-paid, post-paid) percentage is
like that of type of subscription, 94.8% use pre-paid customers while 5.2% are customers of post-

paid service.

Respondents were asked to rate the performance of ethio telecom in terms of service quality,
tariff and image on a four-point Likert scale. From the descriptive statistic the mean value of the
independent variables was for service quality dimensions (tangibility 2.91; Assurance 2.73;
responsiveness 2.71; empathy 2.66; reliability 2.5); image 2.63; tariff 2.51. All values of
standard deviation are less than 1 and close to each other. This shows there was no wide
variation in the respondents’ opinion concerning the company's performance as represented by
the independent variables. Concerning overall customer satisfaction, the mean value is 2.56, the
mode value is 3 and the standard deviation is .652. On a four-point liket scale (1 representing
strongly disagree, 2 disagree, 3 agree, and 4 strongly agree) and based on the bench mark the
above values indicate that the customers were moderately satisfied by the mobile telecom service

in the city.

The correlation analysis shows that all the independent variables have a positive and statistically
significant relationship with the dependent variable with Sig value less than 0.05 implying that
the relationship between the dependent and independent variables is not due to chance at 95%
level of confidence. The correlation values of the variables are .279 for tangibility; .437 for
reliability; .382 for responsiveness; .353 for assurance; .397 for empathy; .446 for image; and

.537 for tariff.

Correlation coefficient values between 0.1 to 0.29 show weak correlation; correlations with
correlation coefficient between 0.3 to 0.49 are considered moderate; values > 0.5 show strong
relationship between variables (Filed, 2009). Hence, tangibility, reliability, responsiveness,
assurance, empathy and image are moderately related with customer satisfaction, while tariff is

strongly related with mobile telecom service customer satisfaction.
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Before the regression analysis, assumptions of variables Multicollinearity, Linearity, Normality
and Homoscedasticity were tested, and acceptable results were obtained in all the tests to
proceed the regression. Multiple correlation coefficient between the predictors and the dependent
variable was checked and the result (R =61.4) attests that the linear combination of the seven
independent variables can predict the dependent variable. The R square value .38 implies that the
adopted model explained 38% of the variance in mobile telecom customer satisfaction in the
city. Since the current study was about service performance and considered only factors that are
internal to the company the remaining 62 % of variation in customer satisfaction can be
attributed to other variables mainly external to the company which are not taken into
consideration in the current study. For instance, to demographic factors like educational
background and personal factors such as longevity of service year and others as the one-way

ANOVA analysis of the current study suggests.

The acceptability of the model from a statistical perspective was checked from the ANOVA table
and the model reached a statistical significance (Sig = .000, this means p<.0005) which attests
the seven predictors collectively account for a statistically significant proportion of the variance

in the criterion variable.

To examine the significance of each independent variables beta value () and p-value of the
variables were checked. The statistically significant beta coefficients is for tariff .374 (sig .000)
and for image .147 (sig. 022). This is to mean that for everyone unit increase in the two predictor
variables; the outcome variable will also increase by the indicated beta coefficient value. The
beta values of service quality dimensions were .074 for tangibility, .107 for reliability, .108 for
responsiveness, .070 for both assurance and empathy. However, the sig. value of all of them was
greater than .05. Hence, in this study service quality dimensions contribution to customer
satisfaction was not statistically significant. The only demographic factors that have significant
relation with customer satisfaction were educational background and subscription period in

years.

5.2 Conclusion

Telecommunication facilitates the communication process much easier than ever before.
Globally, it is also one of the service sectors characterized by stiff competition. In Ethiopia this
service is provided by a single organization called ethio telecom. But this monopoly is likely to
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end soon as the government legislated the opening of the sector to global competition. Using
mobile services in Ethiopia has become a part of the country's culture across the society. As a
result, mobile service is one of the major telecom services that contributes the lion’s share to the
customer base and revenue of ethio telecom. Even if it is a monopoly, ethio telecom recognizes
the importance of service quality, customer satisfaction and building a reputable brand as can be
seen from its mission and value statements. Its current organizational structure also reflects its
intention to get closer to customers. A case in point is Central Northern Region which serves

customers of ethio telecom in and around Debre Berhan City.

Generally, customer satisfaction can be affected by situational, customer background, market and
company factors. The focus of this study was only on company factors. These are factors on

which the company has a direct influence; namely: service quality, price and corporate image.

The research presented empirical evidence regarding internal factors affecting customer
satisfaction in mobile telecom service. The study has also tried to measure the overall level of
customer satisfaction on mobile telecom service provided by ethio telecom in Debre Berhan city.
Thus, a more comprehensive conceptual framework for measuring mobile telecom customer
satisfaction regarding internal factors suggested by previous studies was built and tested. Hence,
the study has contributed to customer satisfaction literature. The study reaffirms the significance
of tariff and image to customer satisfaction. It also asserts the relationship between service

quality and customer satisfaction.

All objectives of the study have been successfully achieved. First, to assess the overall level of
customer satisfaction on mobile telecom service in city, as described above it is found that
mobile telecom service customers in Debre Berhan city are moderately satisfied by the mobile

telecom service provided by ethio telecom.

The second, objective was to evaluate the level of impact of service quality on mobile customer
satisfaction. The findings of the study showed that even if there is a direct and positive
relationship between service quality dimensions and mobile telecom service customer

satisfaction their level of impact according to the regression analysis result was not significant.
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The third objective was to measure the extent to which mobile telecom services price affect
customer satisfaction. As the findings of the study indicate tariff is the most significant variable

that affect mobile telecom service customer satisfaction in Debre Berhan city.

Concerning the last or fourth objective, measuring the extent to which company image affect
customer satisfaction, the results of the study showed this variable has a significant effect on

mobile telecom service customer satisfaction next to price.

Based on the empirical results, this study concludes that tariff and image are the two most
important determinants of customer satisfaction in mobile telecom service. This is to mean that
the fairer telecom product and service charges are the higher would be the level of customer
satisfaction. And the higher the reputation and image of a telecom company is the greater the
level of customer satisfaction would be also. Since there is also a direct and positive relationship
between service quality and customer satisfaction ethio telecom should work on improving these
factors if it wants to achieve higher customer satisfaction and overall image that enables better

maintain its market share and revenue in a competitive market.

5.3 Recommendations

5.3.1 Recommendations for practice/managerial

Based on the research findings obtained from the analysis in the previous chapter, the researcher

would like to suggest the following recommendations to the management of the company.

» It should consider tariff reduction, particularly the cost of voice and SMS, if it wants to
increase its customer satisfaction in a significant manner. As tariff reduction encourages
more usage the company could achieve better customer satisfaction without necessarily
affecting its revenue base. In doing so the company would also increase its corporate

image and attract new customers as service affordability has its own share in this regard.

» It should increase the number of own sales shops in the city equipped with modern
equipment like sofa, Television sets, and product and service displays. This makes the
company get closer to customers, and makes customers feel valued and respected. These

also help customers get better and up to date product and service-related information
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without the need to consult salespersons. Furthermore, it helps employees to give more
individualized attention to customers as the workload will be shared by the additional

shops.

It is strongly recommended that the company develops the customer handling and
communication skills of its employees. For this the company should identify skills
training needs of each front desk employees and conduct on the job and off the job
trainings depending on the need. This should be done both for new coming employees as

well and should also be conducted periodically as it deemed necessary.

It should make sure that its employee’s particularly front desk employees and supervisors
are well informed about all its products and services and can sufficiently explain to
customers about these products and services. The company can do this through internal
communication tools including e-mails and telegrams whenever new product and services
are launched. The company should also provide them with product and service catalogue,

flyers, brochures etc.

The company needs also to increase the motivation and enthusiasm of its sales staff. This
is to mean that in order to satisfy its external customers it must satisfy and motivate its
internal customers-its employees first. Employees can be motivated through financial and
non-financial rewards; challenging jobs, recognitions and thank you letters and
certificates. Posting best performing employees’ photos on visible places in the office and
share them through internal communication channels could also help to recognize the

best performer and to inspire others as well.

It should make periodic mission and values awareness creation communications to its
employees through internal communication channels. Put banners that bear the values
and missions of the company at visible places in the shops and offices to instill the sense
of responsibility and the importance of customers and good company image to the

company.
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The company should maintain network reliability through expanding network coverage,
minimize call drop rate and voice clarity. And make sure that additional sales won't

create network congestion. In other words, balancing new sales and network quality.

The company needs to invest in image building activities. This can be done through
sponsoring community projects, environmental development activities; sponsoring
sporting clubs; providing customers with gifts on special occasions; conducting
promotional media campaigns; properly branding its shops and cars; dressing its sales
and other employees that have direct contact with customers with standard uniform and

monitor employees and shops neat appearance.

It must establish customer complaint handling desk at the sales shops and give quick and

appropriate responses including enthusiastic apologies.

It must maintain customer relationship management system/CRM/ and use it to know the
customer experience and give customers individualized attention and propose unique

services; get service-related feedback etc.

Better the company set service quality standard, preferably global, in network reliability
and customer relationship practices and put in place the necessary monitoring and
controlling mechanisms so that it can provide predictable and consistence service. In
doing so it can achieve and maintain customer satisfaction both in its functional and
emotional aspects. This enables the company to benefit from customer loyalty, positive

word of mouth, and avoidance of price competition and reduction of costs.

5.3.2 Limitations and Recommendations for further study

Customer satisfaction on mobile telecom service can be affected by several factors. The current

study, however, considered only internal factors such as service quality, tariff and image. As

indicated in R square of the model summary, the result of this research explains only 38 % the

variation of consumers’ satisfaction in mobile telecom service. The remaining variation was

attributed to other factors which were not covered in this research. Thus, additional research is

warranted to investigate the impact of other factors such as Situational factors: factors that are
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related with the surrounding situation to the customer, including political, economic and social
factors. Customer’s background factors: values, income level, personality, on mobile telecom

service consumer satisfaction.

Geographically this study was focused only on Debre Berhan city; it is recommended that other
researchers expand the range of the study area to check if similar result could be obtained in

other towns and cities of the country.

In terms of research instrument, the study was conducted by using only structured questionnaire
as a primary source of data, further studies are suggested to use other data collection instruments

such as interview, focus group discussion, semi-structured questionnaire etc.

In terms of sampling technique, the researcher used non-random convenience sampling. It is
known that this technique is susceptible to selection bias. The researcher recommends future

research using random sampling technique in order to increase the objectivity of findings.
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APPENDIX],

Questionnaire in English Language
Debre Berhan University
Faculty of Business and Economics,
Department of Management,

MBA Program

Dear respondent, this questionnaire is developed by Michael Shiferaw, a graduate student of
MBA program, at Debre Birhan University, College of Business and Economics. Its purpose is to
collect primary data for the study entitled “Factors affecting Mobile telecom customer’s
satisfaction in Debre Birhan city”. The objective of the study is to identify the major factors that
affect mobile telecom customer's satisfaction in Debre Birhan city. Your response will be used
only for the purpose of the study and any responses you provide will be kept confidential. Since
your response has a significant impact on the results of the study, | humbly request your

cooperation in responding to the questions below.

> If you need to find out more about filling out the questionnaire, please call me at 0910 639471
Thanks in advance for your cooperation!

General Information

Instruction
= Answer using tick (v') in the rectangle provided for those multiple choices question items,
= No need of writing your name

Part One;

Gender
1) Male ] 2) Female[]

Age in years
1) 14-19[] 2) 2029 [] 3)30-39 [] 4) 40-49 [ 5) 50 and above  []

Marital Status
1) Single[ ] 2) Marred [_] 3) others []

Educational Background
1) Below Grade10 [ _]2) Certificate [ }) Diploma { Pachelor Degree { Masters” Degree and Above ]

Subscription Period in Years
(1) 1to3years[ |[3to5years [ |5to 10 years [ ) 10 years and above [ |

Type of Subscription

1) Residential ] 2) Enterprise ]

Type of Service
1) Prepaid ] 2) postpaid ]
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Part two:
The following statements relate to your perceptions about the customer satisfaction you get from ethio
telecom Debre Birhan Branch. Please express your level of agreement or disagreement to the statements

below. Here, | am interested in a number that shows your perceptions about ethio telecom’s Debre Birhan

Branch.

e Pleass, respond by putting (V) under the choice that you believe best expresses your feeling.

Level of agreement/disagreement

No. Items Strongly Disagree | Agree Strongly
Disagree Agree
1 Tangibility
1.1 Ethio telecom customer service and sales offices are located at suitable places. 1 2 3 4
1.2 Ethio telecom physical facilities are visually appealing 1 2 3 4
1.3 Ethio telecom employees are well dressed and neat in appearance 1 2 3 4
1.4 Ethio uses modern technology to provide its services 1 2 3 4
2 Reliability 1 2 3 4
2.1 Ethio telecom provides its services at the time it promises to do so 1 2 3 4
22 Ethio telecom mobile voice,SMSandinternetnetwork quality is excellent, and it performs 1 2 3 4
well.
2.3 Ethio telecom has sincere interest to solve your problem. 1 2 3 4
2.4 Ethio insists on error free records. 1 2 3 4
2.5 Ethio telecom provides services right at first time. 1 2 3 4
3 Responsiveness 1 2 3 4
3.1 Ethio telecom employees give quick service. 1 2 3 4
3.2 Ethio telecom employees have willingness to help. 1 2 3 4
3.3 Ethio telecom employees respond quickly to customer requests even if they are busy. 1 2 3 4
34 Ethio telecom provides timely and accurate information to its customers about value 1 2 3 4
added and new services
4 Assurance 1 2 3 4
4.1 Ethio telecom creates the environment that makes customers to feel safe and satisfied. 1 2 3 4
4.2 You are satisfied with Ethio-telecom’s employee’s knowledge to provide advice to 1 2 3 4
customers.
4.3 Ethio telecom employees always serve customers politely. 1 2 3 4
4.4 Ethio telecom personnel behavior instills trust and confidence in customers. 1 2 3 4
5 Empathy 1 2 3 4
5.1 Ethio telecom employees provide individual attention to customers. 1 2 3 4
5.2 Ethio telecom has working hours convenient to all customers 1 2 3 4
5.3 Ethio-telecom employees understand customer’s specific needs. 1 2 3 4
5.4 Ethio telecom quickly apologizes whenever service-related problem occurs. 1 2 3 4
5.5 Ethiotelecomhas its customers’ best interests at heart. 1 2 3 4
6 Corporate Image 1 2 3 4
6.1 Ethio telecom is a customer focused company. 1 2 3 4
6.2 I trust ethio telecom 1 2 3 4
6.3 Ethio telecom consistently gives reliable and easy to use services to its customers. 1 2 3 4
6.4 Ethio telecom respects me and makes me feel valued 1 2 3 4
6.5 Ethio telecom supports the community. 1 2 3 4
6.6 Ethio telecom is a reputable organization. 1 2 3 4
7 Price/tariff 1 2 3 4
7.1 The cost of mobile voice is fair. 1 2 3 4
7.2 The cost of Mobile internet is fair. 1 2 3 4
7.3 The cost of Mobile SMS is fair 1 2 3 4
7.4 Package service price is fair 1 2 3 4
7.5 Value-added services price is fair 1 2 3 4
7.6 Subscription fee and SIM replacement price is fair. 1 2 3 4
7.7 Service tariff information is clear, complete and easy to understand. 1 2 3 4
8 Overall Satisfaction 1 2 3 4
8.1 I am delighted with Ethio telecom mobile services. 1 2 3 4
8.2 Ethio telecom completely meets my expectations. 1 2 3 4
8.3 Ethio telecom is exactly a company that I want for my mobile telecom services needs. 1 2 3 4

Thank you!
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APPENDIX II

Questionnaire in Amharic Language

2L NCY7 RuNCOA
UG ADLS L bAF:E
i havdC TIVCT AEAT
LU “TLEav Tt LVL I°LP TCEI°F

@.& PHY TST HAFELT gU oom@d CHIDED LML NCY7 RLACAA POHING AhSToLhn bAE IO
MpCavyl CLVL LS 1914 WP Tl Tidl-® A7 A%T0-9° “NLANL NCY T h1oT P02 AN
AN RTINETF AChT AR FROT POLLALS TICTH NTLA Con A%IRCID Pavavltf KU TS
PavBanl P QLB ovlB ao(NOAN Y@ PTSE PGS A7 PANL NCYT Whe? Caste-EAhI® PIP0RA AIATNT
LMNEFT CAChT UBF ao19°19° @i PULAM-T ooAn PULOA@ AHU- TS 90T NF APTIPCLOm-T
ME®I° ALTE AN TLNTE PEmMOP QUPSA: PACHL °ATE TGk A%LLNTIO @Mt h&F5 Al tPRA
ana@-::

aom@d7 havao At IC (HLEH +an1é avld S1TTF hhdA1P NP0eA +TC 0910 639471 ALTTHY LFAA-:
ML+ ovav-AtS N@F+ Navovpd ATLELCHT NG NPLTLE haow ISAU

AMPAL avlB

aoago/, @
= ooMmPd VAT NEACTFS UAT 12T ATSAD ATSLL0::

= Al gvl8 AL O9° oo PN ALNLATII:
= APLOT PIPC, TLEDT NLnF I ONT 4L (V) AR LOPIC M

nrA 1:

23
1) o7 [] 2) ot []

0Ly
1) h14-19[] 2) h20-29 [] 3) h30-39[] 4) h40-49 [] 5) 50 AS NAL []

eoNF v
1) ea/F [ 2) e/ [] 3) an [

CTIUCT LLE
1) h105 nGA T []2) ACT&NT [ 3) 4T []4) 874 []5) “IFCh 474 A5 hiLE 1AL []

PLITrH Hao
(1) h1-3 9o [] (2) h3-5 Gaod[] 3) h5-10 Gawi [] (4) h10 Gavi 0AL []

e 980T
1) e20 [ 2) 37 [ ]

PAIAINT 384T
1)# L oo ne:¢/Prepaid [ | 2) &4 ne:e/Postpaid [ |

73



e 2
NIMEET WA Novoo-At oo SOam HEE VFVTS AmSPAU-:

2V Poom@d NG AFeEAhI® NeANL NCYT 2T N7LAM@- PIPNBA AIATAT AL LALTT WChF A%loP ¢4HE -
AMNL DHHZHG CINET AChHT holAh TE8¢T AFIC ACNEY Cad¢-EADI® AL NCYT PCTME M1TLOM@D AN

PAPIY PAChH £LE A°Con (FHIED- ATT 0T (V) ART 01990baoT LaoAfr::

PaoNTI71 1 ANaon o190 L.LE

+.& HCHC nre-a AANTT1°7 | A0 nmg
1 0O6R.PP Up3PT a1 7 U AN10 V-
9‘0
1.1 Ca e EANI® CHLE AG WIATAT NCPT ALNGT havls N7 AL LIFA: 1 2 3 4
1.2 | Pa e EALI® CAININT 4OALLT A%87T T1en. ST 1 2 3 4
1.3 | CATeEADI® WL ATT 88 AG C-HhFahA ANND AAT@-:: 1 2 3 4
1.4 | A BADI°  WIADNT  AONT HooGP  aodlPG  EnSa-E emeoin: 1 2 3 4
2 anto17 vt
2.1 ACEANI® WIADNPET PAT MNP NOPE LOTA:: 1 2 3 4
2.2 | PAP-EANI® PIPNLA TéE AGeC POUS avpbit AS PI°NLA AFHCET v TOCh 1 2 3 4
Pot aHo19TF 2G LLE®7 PN -
2.3 | Ade-EAhI® PLINGET TIC AavedT hAN Pav'ich, FATT PALA: 1 2 3 4
2.4 | A EADI° NE-LTF LA LDIN hFLS NN LOG-A:: 1 2 3 4
2.5 | A EAhI® QU AAD PaolB hPPH AIBSLD Tlt PLCIN: 1 2 3 4
3 £ POATN
3.1 Ca LA WEAET ALINGET $AME. WA LWMA-::, 1 2 3 4
3.2 | PatPEAhI® WeET LNGTT AaoCST U-NILI® HYB GTFo-: 1 2 3 4
3.3 | PACEANI® WAET Ne- MG @0T ATNT P ALINGT LMT 9PAT LAMA-:: 1 2 3 4
3.4 | ae-tAh9® DA ASBN AS Fen1é WIATNPT  PHOlA  anlB NPk ALINET 1 2 3 4
PLCAA::
4 At 21080
4.1 CaCEANI® WoHET ANL LINTT NLCEE AL A1TF ATSLLCAT® 9910207 1 2 3 4
-
4.2 | AdeEAhI® LINGETF PACKIS CLYYIT 09T WTANYTT @ PoLeCT7 AhOT A TE-A: 1 2 3 4
4.3 | PAPEANI® WeFRT LNETT OA &CEE ANAINRT  ACINLST  PULENTA Od 1 2 3 4
O+ hWNT@-::
4.4 | ChACEANI® WOATT POVIRIT LNFTT 0.0 %+F UG - 1 2 3 4
5 LHNGET awl Lt
5.1 Ca P EANI® WeAET AALTSTS LNE PN Fhrdt LOMA-: 1 2 3 4
5.2 | ae-EAhI® AU-AI® LNTT hoo'E PP PO¢- AT hAD-:: 1 2 3 4
5.3 | PACEANI® WEATET CLINTTT AR SN £.L8A:: 1 2 3 4
54 | ae-tAh9®  halADa-  2C PHIST O TIC ALITI  LNTTT NSt LPCH 1 2 3 4
LMo Pi::
55 | ade -Eahge OTLRLIS CRINGET GATE POPLIIN:: 1 2 3 4
6 &CEFR 1R3>
6.1 ACEANIT ATIPAV-: 1 2 3 4
6.2 | aP-tAhI® ANTO19TEG AhmPPI° 95E A1ADINPFT7 OTrE MA@ aedn PPCAA:: 1 2 3 4
6.3 | AdEANI® CRNLEAT PO ATEAT ATLNTTII° PRCIA: 1 2 3 4
6.4 | AEAN® OARHN HIE aoAn9® O9° CA®- LCET - 1 2 3 4
6.5 | A Bahge L3NG HhC L CEF - 1 2 3 4
6.6 | At EADLI® TNLTANT L7494 1 2 3 4
7 PNIAINT PO
7.1 CeNLA T4 PO HaoMaVy j@-:: 1 2 3 4
7.2 | PhC PAU-S aop\bn PO e - 1 2 3 4
7.3 | PPNRA WFFCET PO ovMAYy - 1 2 3 4
7.4 | PAINTDAT NG aolB QAKX ICHTIA WG AgvlS PAN - 1 2 3 4
75 | eppA MIAWAT PO Aovmaly - 1 2 3 4
78 | el AIATINET PO Ao h@-: 1 2 3 4
7.7 1 2 3 4

CLINTIE IOHI0 AS P9>Hn A9° WCE ARE hdI°7 L1110 H-::
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m$AN ACh-
81 | haste EAhI PmNPU-TT AIATDAT v Aoo-pe ATIFAD-:
82 | hade £ADLI® AOTIU-T WA av-pe Aav-h AlZnFAv-:
8.3

A BADT® ATILIPLAID: LA LCET 1

T4.Rav::
Qoo GAV-
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