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ABSTRACT

The main objective of this study was to conductaasessment of Lipia Umeme
Kadiri Unavyotumia (LUKU) service quality and custer satisfaction in
Tanzania. The general objective of the study wamntadyze LUKU service quality
and customer satisfaction in Tanzania. Specifiedbjes included: to identify
factors that influence LUKU service customer satiibn, to identify factors that
influence LUKU service customers’ satisfaction,ni@asure satisfaction levels of
among LUKU service customers and finally to idgntbmmon problems facing
LUKU service customers. The main findings of theearch revealed that there is a
positive relationship between service quality andtemer satisfaction and thus
high quality services lead to high customer satigfa. The study also revealed
that majority of the customers is not satisfiedwtite quality of LUKU services.
The study recommends that TANESCO should set a amein for collection of
views and concerns from customers and relevaneltd#ters and work to solve
them, enhance application of modern technologysioperations, build capacity of
its staff on aspects of customer care and servieesyaluate pricing strategy in
line with customer satisfaction goal, enhance dperal controls to enhance

management of resources.
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CHAPTER ONE

INTRODUCTION

1.0 Introduction
This chapter presents the general context of theystThe chapter covers the

background to the study, statement of the reseprohlem, research objectives,

research questions, significance of the study,aaed of the study.

1.1 Background to the Study.

Customer satisfaction is a measure of how a proaluservice supplied by a company
meet or surpass a customer’s satisfaction. It &dlows that in order to meet
customer expectations and achieve customer sdisfa@ company must offer a
quality product or service. Service quality andtoaer satisfaction therefore are very
important aspects in management of a product eicgerin current global business
environment, providing a superior service qualitg @roviding customer satisfaction
through adequate focus on customer is one of thddators enabling firms to gain a
lasting competitive advantages in the Market (Ak&@l2). According to Zeithamil,
et al (2009) customer satisfaction helps compameasany ways such as, assisting
companies to evaluate their ability in meeting ocosdrs’ needs and expectations and
helps companies to analyze the performance of famimg to customers in order to
identify areas for improvements as well as whaasrmeustomer consider to be very
important. For this reason, companies have beamsiog on continuous monitoring
and evaluation of service quality with innovativiéedngs and service developments
with direct influence on customer experience arithalte satisfaction (Ladha2011)

Although companies worldwide appreciates the inmgue of maintainingervice



guality and customer satisfaction for their businssrvival and growth, at the same
time, several organizations have been experienamegeasing level of retail

customers’ dissatisfaction (Mistry, 2013). The aaél point of view suggest that the
probable causes may include but not limited to fmeduct quality, poor customer

service, low responsiveness from staff and unrigiabrvice. However, whether any
of these causes for dissatisfaction are true aadegtent to which they impact on
customer satisfaction is not known. Moreover, thaay be other causes which are

out of the above list of possible causes but n@sehdeen established.

Power supply companies being among the playetsisérvice offering business are
also subjected to the realities of service qualitfluence on experience and
satisfaction of the final consumer. TANESCO beinga@or producer of electricity
for private sectors, public sectors and domesteraubave been striving to achieve
increased efficiency, quality services, availabilif affordable power and customer
satisfaction. It is worth noting however that désphe importance of service quality
and customer satisfaction as well as TANESCO's reffim meet customer
expectations, there has been genuine calls amomdJLsérvice customers implying
poor services and customer dissatisfaction. On dtieer hand despite of the
significance of customer satisfaction and serviemlity, there is still limited
literature available addressing issues of servigdity and customer satisfaction on
electrical services specifically LUKU servicesidltfrom this backdrop that the study

aimed at analyzing LUKU service quality and custossisfaction in Tanzania.



1.0.1 Statement of the Research Problem

In order to evolve, survive and prosper in businesdd a company has to strive to
create quality of service and products sufficienat¢hieve satisfaction experiences to
the customers and consumers. The study of serviaktyjand customer satisfaction
cut across all types of business including supplglectrical services and products.
Even though customer satisfaction has been stuaktshsively (Ibook and Udofot,
2012), only few studies have been dedicated tosasbe impact of service quality
and customer satisfaction on electricity servicesl @roducts. Among the few
studies conducted in this field include the studnducted by Abdullateef (2013),
which focused on the determinants of electricitgtomers’ satisfaction in selected
electricity distribution zone in Nigeria to detemaitheir level of satisfaction. On the
other hand, Akele (2012) conducted a study on custeservice quality in Ethiopian
Electrical Power Corporation. Both of those studiks few others focused on
aspects of service quality and customers satisfagti electrical power services in
geographical areas other than Tanzania. At firahgg it may seem that service
quality and customer satisfaction aspects of re¢eal other regions may similarly
apply in all similar organizations in other regiofitiis perception however fails to
take into account that service quality and custosaéisfaction may be influenced by
country specific social, political, cultural, econal, technological and perhaps
legal variables. It is for this reason that althoubere is abundant of literature on
service quality and customer satisfaction some nagsi companies are still
experiencing customer dissatisfaction toward tresrvices and products. This
situation also explains why customer dissatisfactias persisted in some electric

power companies especially in developing countikesTanzania. By rethinking our



approach to specifically address service quality @amstomer satisfaction, companies
can be in a better position to adopt appropriateasmees for enhancement of
technical and functional qualities of products ins@ing customer satisfaction.
Unless we understand that in order to avoid congsasuffer the consequences’ of
poor quality and customer dissatisfaction, orgarmna need to understand specific
influences of quality and customer satisfactioraiow for application of relevant

enhancement strategies, then organizations wilirmoa to suffer.

Considering the potential impact of aspects of iservquality and customer
satisfaction has on organizational survival, groatid prosperity, there was a great
need to conduct an assessment of prevailing LUKig® quality and customer
satisfaction in Tanzania in order to find out tiuences of service quality and

satisfaction and determine measures for improvement

1.0.2 Research Objectives
1.0.2.1General Objective
The research aimed to analyze LUKU service quality customer satisfaction in

Tanzania.

1.0.2.2Specific Objectives
i) To identify factors that influence LUKU service taisiers’ satisfaction.
i) To measure satisfaction levels among LUKU servicgamers.

iii) To identify common problems facing LUKU service mwmmers



1.0.2.3General Question
This study sought to answer the following reseapadstions;

i) What are the levels of LUKU service quality andtouser satisfactions?

1.0.2.4Specific Questions
i) What are the factors that influence LUKU service stomers’
satisfaction?
i) What are the satisfaction levels of LUKU servicstomers?

i) What are the common problems facing LUKU servicgt@mers?

1.0.3 Significance of the Study

It is envisioned that the findings of this studyllwio a long way in helping, widen
the general understanding and contribute to liieeabn LUKU service quality and
customer satisfaction. The study will also to aSEBENESCO to assess the quality of
LUKU service system and applies the finding of stiedy to enhance the quality of
the services offered and customers’ satisfactiomddition, the findings of the study
may provide relevant to other utility companiegithancement of the service quality
and the level of customer satisfaction. Since titene of the study is unique and still
unexplored it is expected that the findings ofshely will advance knowledge in the

field and provide a platform to conduct furthereash in the area

1.0.4 Organization of the Study
The study focused on understanding LUKU service ligusand customer

satisfaction, Kinondoni municipal was chosen assecstudy. Specifically the study



analyzed the understanding of the current levelsarice quality and customer
satisfaction and recommends measures for improverkey informant interviews,

guestionnaires and documentary review were deplogedmethods for data
collection. Through the application of the aboventrmned methods, the study
objectives have been achieved and key findings baesm documented with regard
to the objectives. The study shows that there sositive relationship between
service quality and customer satisfaction and évellof customer satisfaction has

been revealed to be substandard.

In view of the above achievement and contributibrcuestomer’s satisfaction, this
thesis has been organized in five chapters. Thedirapter provides an introduction
into service quality and customers’ satisfactiordiffierent contexts, clarification of
the problem and study objectives. The second chaymeers definitions of key
concepts, the theoretical reviews, empirical regieamd conceptual framework to
customer satisfaction in different contexts. Thedtichapter set out the methodology
for assessing the evidence and covers study logaampling and methods for data
collection. Chapter four presents study findingscuassion and analysis. Chapter
five concludes the findings and draw recommendatiéor present and future

organizational, staff and research agenda.



CHAPTER TWO
LITERATURE REVIEW

2.0 Introduction

This chapter intends to discuss literatures which ralevant to the study. It will
discuss the current theories and practices thatedegant to the study. The chapter
intends to reveal the conceptual, theoretical amgircal backgrounds done by
different scholars and authors on issues of cust@agsfaction. Areas covered in
this chapter include overview of concepts, theoattframework and empirical

studies.

2.1 Theoretical literature Review

2.1.1 Overview of Concepts

2.1.1.1 Service Quality

Service quality is a focused evaluation that réflethe customer’s perception of
specific dimensions of service: reliability, respmeness, assurance, empathy,
tangibles, satisfaction, on other hand, is morelusice: it is influenced by
perceptions of service quality, product qualityd gmice as well as situational factors
and personal factors (Zeithaml & Bitner, 2003). tnBr (1990) defined service
quality as overall impression of consumers towdhas superiority or inferiority of
an organization and its services. Patrick et ab§)3defined service quality as the
difference between customer’s expectation for seryserformance prior to the
service encounter and their perceptions for semeceived. Service quality theory
predicts that clients will judge that quality isMaf performance does not meet their

expectations and quality increases as performaxoeeds expectations, expectation



therefore lay the foundation for which service gyakill be evaluated by customer.
It also follows that as service quality increasesstomer satisfaction and intention to

reuse the service increases.

2.1.1.2 LUKU

LUKU which stands for Lipia Umeme Kadiri Unavyotumis a prepaid meter
system introduced on 1994 the idea of which oritgiddrom South Africa where the
prepaid meter system was used. Since its estabishLUKU system has been the
best solution for TANESCO with regard to solvingg throblem of collecting bills
from customers since most of the customers fadeply their bills regularly while
continuing to enjoy the service under previous emtwnal post paid metering
system. LUKU services have been integrated inlmerpayment system whereby
customers can make their purchases through onlaynent service providers,

online banking and through mobile phones.

2.1.1.3Customer Satisfaction

Murphy (2000) defines customer satisfaction asrtii@mum acceptable levels of
service that provide customer satisfaction in teg &reas that are critical and where
service quality thresholds need to be set. Taollbw the minimum threshold in any
key area puts one into the danger zone and ona®mer will not be satisfied.
Customer satisfaction is a compelling issue becausgervice industry retaining
customers is more important than attracting newsoRetaining customers has a
more impact on profit than attracting new ones #mg in order for a company to

maximize profit should strive for zero defectiomahgh customer satisfaction.



2.1.1.4Customer Loyalty

Oliver (1999) cited in Akgam (2013) defined custonteyalty as a deeply held
commitment to rebuy a preferred product/servicesstantly in the future, thereby
causing repetitive same — brand or same — set asiray despite situational

influences and marketing efforts having the posdriti cause switching behavior.

Not only do loyal customers ensure sales, but dreyalso more likely to purchase
ancillary, high-margin supplemental products anwises. Loyal customers reduce
costs associated with consumer education and nmagket¢specially when they

become net promoters for your organization.

2.2.1 Theories of Customer Satisfaction

A theory is a system of ideas intended to explamething such as single or
collection of facts, events, or phenomenon. A thgcal framework of a research
project relates to the philosophical basis on witiehresearch takes place and form
the link between the theoretical aspects and maatomponent of the investigation
undertaken. The theoretical literature review wdler the Disconfirmation theory
and Contrast theory that contributes to the conoédtUKU service quality and

customer satisfaction.

2.2.1.1 Disconfirmation Theory
According to Ekinci et al (2004) disconfirmationetiry argues that ‘Satisfaction is
related to the size direction of the disconfirmatexperience that occurs as a result

of comparing service performance against expectdopnance. Petrick (2004)



10

commented that the disconfirmation paradigm is Iest predictor of customer
satisfaction. Oliver's (1980) updated definition thre disconfirmation theory, which
states that “satisfaction is the guest’s fulfillmeasponse. It is a judgment that a
product or service feature, or the product or serviself, provided (or is providing)
a pleasurable level of consumption-related fulfdim including levels of under- or

over-fulfillment.

Expected Performan Perceived Performan
Compariso
| | |
P>E P-E P<E
| | |
Positive Confirmation Negative

Disconfirmatior Disconfirmatiot
Satisfaction Neutral Dissatisfaction

Figure: 2.1: Disconfirmation Theory Model

Source:http://shodhganga.inflibnet.ac.in:8080//13 custonsatisfactiontheories

Mattila et al (2003) discuss that amongst the most popularfaetiign theories is the
disconfirmation theory, which argues that satistactis related to the size and
direction of the disconfirmation experience thatwcas a result of comparing
against expectations. Basically, satisfaction & tbsult of direct experiences with

products or services, and it occurs by comparirrggmions against a standard (e.g.
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expectations). It also indicates that how the serwas delivered is more important
than the outcome of the service process, and diszton towards the service often
simply occurs when the customer’s perceptions donmeet their expectations. In
terms of its application on LUKU services, the thets relevant in the sense that
LUKU service customers tend to have their own $edxpectations in terms of the
sorts of services expected out of their purchabes@& expectations range from the
technical, functional and even customer serviciogpof views. Their ability to
compare their expectation with what they percewerdceive together with the
results of that comparison defines their level afistaction towards the service.
Therefore, the Disconfirmation theory and relatiéerature are applicable in trying

to analyze service quality and customer satisfadtiom LUKU services.

2.2.1.2Contrast Theory

Contrast theory suggests that when actual prodectoqmance falls short of
customer’s expectation about the product, the eshtbetween the expectation and
outcome will cause the consumer to exaggerate igpamty (Yuksel and Yuksel,
2008). The contrast theory maintains that a costumbiBo receives a product less
valuable than expected, will magnify the differemdetween the product received
and the product expected. According to this thewytcomes deviating from
expectation will cause the subject to favorably wafavorably react to the
disconfirmation experiences in that, a negativeahfirmation is believed to result
in a poor product evaluation, whereas positive aiiemation should cause the

product to be highly appraised” (Oliver, 1997)
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Moreover it is argued that, any discrepancy of egpee from expectations will be
exaggerated in the direction of discrepancy. Irarédgo LUKU services quality and
perceived satisfaction the theory is relevant ia sense that if TANESCO raises
expectations in its advertising on the quality &fHU service, and then customer’s
experience is slightly less than the one advettisee product service might be
rejected as totally un-satisfactory. Converselydarrpromising in advertising and
over-delivering might cause positive disconfirmati@lso to be exaggerated.
However since TANESCO is a near monopoly in terisupply of power utility in

Tanzania, total rejection of its services may netpipactical since customers would
not have any alternative supplier for electricavses. However this will lead to an

intense level of complaints and dissatisfactionaxls the offering.

The two theories are both relevant for the studesithey incorporate aspects of
comparison between expectations and actual perfarenawhich underlines

relationship between service quality and custoragsfaction.

2.3 Empirical Literature Review

A study by Evangelos and Yannis (2009) provide mmp@hensive discussion on the
problem of evaluating customer satisfaction evatmaproblem by presenting an
overview of the existing methodologies as well d® tdevelopment and
implementation of an original multicriteria methaldibbed MUSA (Multicriteria
Satisfaction Analysis). According to the studyijsitargued that although extensive
research has defined several approaches for enaluait customer satisfaction, all

the models and techniques adopt three main pregifdlhese include the fact that all
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relevant data of the problem are based on custquagement and thus the same
should be directly collected from them, that custorsatisfaction problem is a
multivariate evaluation since global satisfactioapends on a set of variables
representing service characteristics dimensionstlatdin order to obtain a global
satisfaction level an additive formulae should bgeds to aggregate partial

evaluations.

According to lbok and Udofot (2012) customers’ Saittion has traditionally
recognized as a major determinant of continuedltpyend long term responsive
behaviour. They pointed out that, customers’ satighn is a measure of how firm’s
product or service is able to meet or surpass m&t® expectation. Thus, in a
competitive market like the service and utility ustry, it consists of the firm
crafting holistic strategies in order to keep thistomers happy. In relation to the
service sector, Oduro (2013) investigated factioas determine customer satisfaction
level in banking services from Ghanaian bankingustdy. According to his study
using factor analysis, it was found that threedesctvhich include customer relation
and services, staff competency as well as respemsss and convenience to be
among factors influencing consumers’ satisfacterel. Mukhtar et al (2014) came
up with documentation on customer satisfactionughousage of correlation analysis
to check the intensity of relation of customer &atition with dimensions of service
quality. These dimensions of service quality inelddreliability, assurance,
responsiveness, empathy and tangibility. The stiodyd that service quality is
positively correlated with customers’ satisfacti@ignificantly the most important

variable that affects customer satisfaction wagyitality, which is followed by
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assurance. Regression equation derived from regressalysis showed that only
assurance and tangibility has significant corretativith customer satisfaction, but
reliability, empathy and responsiveness have lesportant relationship with
customer satisfaction. Utility companies includiakgctric power suppliers utilize
their assets in right direction, providing beti@ndibility and assurance to customers

about their services.

In a study by Kristin (2004) to measure customedisfgtion among business
customers of 100 U.S. Electric utilities, each dfieln serves more than 25,000
business customers it was highlighted that theadvsatisfaction is examined across
six factors. Listed in order of importance, thetdas include power quality and
reliability, billing and payment, corporate citizdmp, price, communications, and
customer service. The study findings also revedlet power and reliability

satisfaction among customers who receive outagenrdtion is higher than those
who do not recall any information. Abdullatif (201f8cused on the determinants of
electricity consumers’ satisfaction in selectecttieity distribution zone in Nigeria.

The study designed a scheme for evaluating custreatisfaction with a view to

determine their level of satisfaction and in thegass compute satisfaction index
using multi stage sampling techniques. The studsented that there are six major
indicators appeared to be more significant in ttleeme for customer satisfaction.
These include product measurement, quality of eservinetwork reliability,

willingness to pay, responsiveness and professgmal
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Seyoum (2012) on the other hand conducted a stndyustomer service quality in
Addis Ababa - Ethiopian Electricity Power CorpooatiEEPCO) with emphasis on
prepayment service quality by comparing customees’ception of the received
service against their expectation using SERVQUAlaasethodological approach.
The study found that there were a substantial gdywd®en customers’ expectations
and that of the service received which adversdbctdd the overall customer service
experience with the corporation. Significantly thefavourably held view of the
customers on the corporations’ quality of servidelvery was also shared among

employees who actually are involved in the procéstelivering services.

On top of that Luhemeja et al (2010) assesseselaganship between the service
quality and the customer’s purchase decisions atdfaction. These have been
important factors in the open market economy compet Rise and fall of any
business to date depends largely on customer deggecdecision. In this study
service quality was found to have significant rielahips with customer’s purchase
decision and satisfaction, length of time spenwaiting for the service, language of
employees to customers purchase intension andialeciBhe study revealed that
quality of services in terms of speed of servickvdeance and service reliability had
some impact on the customer’s satisfaction androbjase decisions in the water and
electricity utilities. The study recommended thalities should invest in good hiring
and training procedures of its human resource dubé fact that these companies
are service oriented more direct contact betwegriarmaes and customers and thus a
positive attitude of customer about the companyiccbe created by the company’s

staff himself. The study also recommended presearice standardized service



16

performance process throughout the organizatistreamline services to customers
offered from various service centres The literatteviewed showed that service
quality and customer satisfaction are aspects wialgies and influence each other.
Furthermore, the literature suggest that the determis of customers’ satisfaction
though in general may be similar in specific indigst specifically varies according
to the nature of the product and services on offed in the case of customer
satisfaction with respect to LUKU service quality Tanzania context, the same is

yet to be addressed in the literature.

2.4 Conceptual Framework

A conceptual framework is the researcher’'s owntpmrsion the problem and gives
direction of the study. It may be an adaptatioa ofiodel used in previous study with
modification to suit the inquiry. Aside from showirthe direction of the study,

through the conceptual framework, the researcheusa the framework to show the

relationships of the different constructs aimete¢dnvestigated.
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CHAPTER THREE
RESEARCH METHODOLOGY
3.0 Introduction
This section describes the research approach, stuely, target population, the
sample and sampling procedures, methods to be fosathta collection and their
administration. The chapter describes the wayshichvdifferent types of data was

used and analyzed.

3.1 Research Design

According to Kothari, (2002) research design is plen showing the approach and
strategy of investigation aimed at obtaining retévdata which fulfills the research
objectives and answer questions. This study wassarigtive research conducted
through a case study design since such designrbasrpto be useful in describing
and explaining answers to questions such as howvéayd It was expected that the
data from the sample and case study would be mdllemad accurate enough to

provide findings capable of covering the reseaigh g

3.2 Area of the Study

The study was conducted in Kinondoni Municipal whis among the areas with
LUKU service study because of envisioned customeonsidering the wider
coverage of LUKU services across the country amditdition of resources,
Kinondoni Municipal was deemed to be suitable foe tstudy because of the
envisioned availability relevant information reldtéo the perceived quality of

LUKU services and how customers are satisfied withservice offered. Kinondoni
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Municipal Council is the northernmost of three nuipalities in Dar es Salaam,
Tanzania, the others being Temeke (to the far ®asth and llala (downtown Dar es
Salaam). To the east is the Indian Ocean, to tin mmd west the Pwani region of
Tanzania, is located in the northern part of DaSakam City Since some of the
information was expected to be obtained from engxsgyof the LUKU services
supplying company, TANESCO Magomeni branch was alsed as a case
organization. TANESCO was selected because the aoyg core business is
generation, transmission, distribution and salele€tricity to the Tanzania mainland

and bulk power supply to the Island of Zanzibar.

3.3 Research Approach

The study used both qualitative and quantitatiyer@gch in interpreting the findings
from the data collected. Qualitative research iesearch using methods such as
participants’ observation or case study which itesul a narrative, descriptive
account of a setting or practice (Parkinson & @ng, 2009). Qualitative approach
was used because it gave the researcher an opppttustudy in depth a particular
aspect of interest related to the problem to enabliection of facts relevant in
establishing causes relationships and solutionghé problem. The qualitative
research enabled the researcher to get an ingiglatssessing customer service
satisfaction on LUKU users. The approach allowedusage of methods such as

interviews, observations and surveys in achieuviggimntended objectives.
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3.4 Study Population
Sample frame is a complete list of all the casethé population from which the
sample is drawn (Saunders et al, 2009). In thigecttrthe sample frame was the

customers of TANESCO.

The study was conducted in Kinondoni Municipahats an area of 531 sq. km with
a population of 2,497,940. The population growtte ria estimated to be 4.3% per
annum and the population density is 1,179 people sgeiare km. (Kinondoni

Municipal Council Report, 2015). The populationgetting more advanced and

demanding better services.

3.5 Sample Size, Distribution and procedures

A sample according to sample is a segment of ptipalan which researcher is
interested in gaining information and drawing cosaln (Barbie, 1992). Sampling
on the other hand involves process or techniqusetdcting representative part of
population for the purpose of determining paransetércharacteristics of the whole
population. Ideally, a sample size should be laggeugh to serve as adequate
representatives of the population and small endogbe selected economically in
terms of subject availability. For the purposelo$ tstudy the sample size constituted
respondents from LUKU service customers around Kaomi Municipal, Dar-es-
salaam and respondents from TANESCO Magomeni affidesample of 25 LUKU
service customers around Kinondoni Municipal andntployees from TANESCO
Magomeni branch was selected for the purpose of gshidy. In order to ensure

quality of data collection in the midst of the féleat not all employees could be in a
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position to provide relevant information on custereervice satisfaction on LUKU
users a purposely sampling was adopted.

Table 3.1: Respondents Selected irsthdy

Target group Number of respondents Percent (%)
Customers 25 83
Employees 5 17
Total 30 100

3.6 Data Collection

For the purpose of this research, and in ordeckeese the objectives of the study,
both primary and secondary data was used. The dappnlata contributed toward

the formation of background information needed hg tresearcher in order to
constructively build the study and help the readeeasily comprehend through the
outcome of the study. Three source of data catlectvas used for the purpose of
this study. These included questionnaires, intervielocumentary review and

observations.

3.6.1 Questionnaire

Cohenet al (2007) defines a questionnaire as a self repatrument used for
gathering information about variables of intere@staih investigation. Questionnaires
was adopted for the purpose because they are tbhesgpminister, and will provide
enough time to the researcher to reflect on thewatsy and meaning of responses.
Since questionnaires do collect written informatioom literate respondents and

those who are able to answer items adequately, weeg suitable for the ability of
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respondents from TANESCO. A pointed out by Chutq®i004). The questionnaires

containing both closed and open ended questions ugad to collect information.

3.6.2 Interview

According to Mugenda & Mugenda (1999) an intervieshedule is a set of
guestions that the interviewer asks when intervigwInterview technique was used
in order to reach the objectives since it is thestuseful and productive method of
communication and enables spontaneity. It is eonell that through interviews, the
researcher was able to guide the discussion battiettopic outlined in cases where
discussions were unfruitful. For the purpose o$ tiudy semi structure interviews

was conducted to sampled staff and LUKU servicéocasrs.

3.6.3 Documentary Review

According to Saunders et al (2007) documents arenskary form of data collected
and stored by organizations or governments so &® tosed by externals who are
interested with those data to use in any relevesd af interest. In relation to this
form of data collection, documents related to cor&o service satisfaction were

reviewed.

3.6.4 Observations

An observational research technique involves tisearcher making observations
which are flexible and not necessarily revolve ambthe formulated hypothesis. The
researcher conducted observation to the studyiareaer to gain an understanding

of the activities involved in customer service Saittion. This facilitated comparison
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between data collected on through observations theddata collected through

guestionnaires, interviews and documentary review.

3.7 Types of Data

Research data is data that is collected, obsemedreated for the purpose of
analysis to produce original research results. Regadistinct pieces of information,
usually formatted in a special way. Data involvests, figures and any other

relevant materials past and present serving as lfasstudy and analysis.

According to Kothari (2004) there are two typesdata namely primary data and
secondary data on which the researcher should ikend. For the purpose of this

study both primary and secondary data were employed

3.7.1 Primary Data

According to Kothari (2002) the primary data arest which are collected afresh
and for the first time. These include sources dbrimation on the dependent and
independent variables of the study. In collectibpramary, data questionnaires were
administered to customers as well as employeesAOFESCO. Observations were
made on customer service satisfaction in placeotialworate in providing relevant

and first-hand information to the researcher.

3.7.2 Secondary Data
Secondary data are data that are already avadaloleefer to data that have already

been collected and analyzed by someone (Kothaf520Secondary data were
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obtained through documentary review, which inclugedblished and unpublished
documents, journals, and reports. This type of dagfped the researcher to

understand the nature of current customer sereaittsfaction existing.

3.8 Sampling Procedures

The researcher intended to use purposive sampdidignique for the purpose of
obtaining information from the right people who cassist at large in coming up
with valuable data which are valid and reliable whiested under the same
conditions. The sample size is considered to bseoresble and attainable to use
purposive sampling since it is manageable involvirggspondents who are

knowledgeable with the matter at hand.

3.9Data Analysis Procedures

Lincoln, (1994) described data analysis as beingystematic process involving
working with data, organizing and dividing themantnanageable parts. The data
were analyzed in relation to the particular redeanigjectives and questions to find
out whether the findings give the results of theeesch study. The data were
analyzed using quantitative interpretation of dgdise statistics. The responses
received from the questionnaires and interview waganized, tabulated and
analyzed using simple frequencies and percentaDesa were presented in
descriptive form supported by means, tables, fregue distributions and
percentages. Care was taken by the researchertécthe number of times a view
was expressed and the number of respondents thedssed that view. This will

form the basis for drawing conclusions.
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CHAPTER FOUR
STUDY FINDINGS AND DISCUSSION

4.0 Introduction

This chapter describes the analysis and discusdibndings from the data collected
from the study guided by the researcher’'s objestimad questions mentioned in
chapter one. This chapter therefore provides aumgcof the findings related to
factors that influence LUKU service customers’ &atttion, the level of satisfaction
among LUKU service customers and identification coinmon problems facing

LUKU service customers.

4.1 Group of LUKU Service and Customers Served by ANESCO
4.2 General information of the respondents
This section presents data on the general infoomatn the respondents such as

gender, employment status, level of education ged a

4.1.1 Gender of Respondents
In order to get an insight of the general inforratof the participants to the study,
the respondents were requested to provide thedagemhe results are shown

presented in Table 4.1 below:
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Table 4.1: Gender of Respondent

Gender Frequency Percentage (%)
Male 12 40%
Female 18 60%
Total 30 100%

Source: Research findings, 2015

The results of Table 4.1 show that both genderscgzated effectively in providing
responses to the research questions. The findimpsssthat out of 30 respondents
who patrticipated in the study, 60% of the respotslemere female while the
remaining 40% of the respondents were male. Eqaiicjpation of genders in the
study helps to validate the results of the studyebsninating the possibility of
acquiring data which are sensitive to a particigander alone and thus being

subjective.

4.1.2 Age Patterns of the Respondents
Respondents were similarly asked to provide infagimnaconcerning their age as a
way of understanding general information of tho$® \participated in the study. The

results are shown presented in Table 4.2.
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Table 4.2: Age of Respondents

Age Patterns Frequency Percentage
Below 20 years 3 10%

21 — 40 years 14 47%
41 — 60 years 8 27%
Above 60 years 5 16%
Total 30 100%

Source: Research findings, 2015

The results of Table 4.2 show that most of the ardpnts were of age between 21
and 40. These results suggests customers who astynuging and are aware of
LUKU service are those with the age between 31 dAdyears which was
represented by 47% of the respondents. This agedsoseen to be the most active
in terms of involvement in business operations @ih@r activities which involve the
use of LUKU. On the other hand 20% of the respotslerere of the age below 20
years, 27% of the respondents were of the age batd& and 60, while 16 % of the
respondents were of the age above 60 years. They abicollect information from
relevant age group helped in collection of usehd eelevant information in relation

to the study at hand.

4.1.3 Education Level of Respondents
Respondents educational level was another aspedttagyather general information

of those who patrticipated in the study. The resarésshown on the Table below:
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Table 4.3: Education level of Respondents

Education Level Frequency Percentage
Primary 3 10%
Secondary 11 37%
Tertiary 16 53%
Total 30 100%

Source: Research findings, 2015

4.1.4 Research findings, 2015

Table 4.3 above shows that data were collected frespondents with different
educational background, whereby 53% of the respusdead a tertiary educational
background, 37% had a secondary educational baskdravhile the remaining 10%
of the respondents had a primary educational backgt. Although the level of
education could enhance the quality of responsetenms of technical aspects,
assessment of the level of customer satisfactidnndt very much depend on the
education of the respondents but rather usage andrg understanding on the

services offered.

4.1.5 Occupation of Respondents
The respondents were also requested to providemafiton on their occupation as a
way of gathering their general information. Theults of the said inquiry are

tabulated in the Table 4.4 below:



29

Table 4.4: Occupation of Respondents

Occupation Frequency Percentage
Peasant 4 13%
Civil Servant 5 17%
Business man/woman 18 60%
Others 3 10%

Source: Research findings, 2015

4.2 Customer Satisfaction on Service Quality

4.2.1 The Level of Customer Satisfaction on LUKU Seice Quality

In order to get an insight into the level of satttfon on the quality of the LUKU

services offered, the respondents were asked toatedtheir perceived level of

satisfaction on LUKU services. The results are showthe table 4.5 below:

Table 4.5: Satisfaction Level on LUKU Service

Satisfaction Level Frequency Percentage
Very Satisfied 0 0%
Satisfied 7 23%
Dissatisfied 20 67%
Not sure 3 10%
Total 30 100%

Source: Research findings, 2015




30

The 4.5 above indicates that up to 67% of the medpots were dissatisfied with the
quality of LUKU service, while 23% of the respontiemndicated that they were
satisfied with the services. On the other hand 10Btthe respondents were
indifferent between being satisfied and being usBatl with the LUKU services.
The results of the findings implies that majorifytiee respondents were not satisfied
with the LUKU services which impliedly suggest thiagir level of satisfaction was

similarly low.

4.2.2 Consideration on the Indicators of LUKU Serwe satisfaction

In identifying important indicators of LUKU servicgatisfaction, the respondents
were asked to indicate what they consider to beeators of LUKU service quality
and customer satisfaction. Respondents were regliés indicate which among
five pre-determined factors of price, timelinessiwork reliability, responsiveness,

and empathy. The results are as shown below ifidb&e 4.6

Table 4.6: Indicators of LUKU service satisfaction

Indicators Frequency | Percentage
Price (the value of the service) 28 93%
Timeliness (ability to deliver service timely) 21 0%
Network Reliability (performance of the service) 25 83%
Responsiveness (reaction in terms of emergency) 26 87%
Empathy (staff capacity to understand customers 17 57%
perspective)

Source: Research Findings, 2015
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According to the results of table 4.6 price mergibroy 93% of the respondents,
network reliability (83%) responsiveness (83) amdetiness (70%) were highly
considered to be valid indicators of LUKU serviaglity and customer satisfaction.
Customer satisfaction indicators or attributes éna@m organization to understand
the extent to which satisfaction with a serviceinBuenced by factors inside its
control and work to apply appropriate measuresngsuee quality and satisfaction.
Most importantly, customer satisfaction measurerheiis an organization focus on
its customers, and should galvanize service owrarstomer-facing staff, policy,
strategy and research staff, as well as seniorageanent, around the aim of
improving the customer experience. Among all tiaseors price of the services was
highly considered to be an indicator of customeistaction since price changes
people’s experiences with a product, to the exteat if price charged is in medium
range and the company offers a premium level oficer(level above customer
expectations for the price paid) what follows ikigh customer satisfaction. In line
with other factors identified by the respondents tlesults of the International
Journal of Innovative Research and Developmentcatdd that among notable
factors for service quality and satisfaction induygromptly and timely delivery of
service (timeliness), credible treatment of cust@m@mpathy) and provision of

promised services dependently and accurately (sereiiability).
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4.2.3 Level of satisfaction with regard to the LUKU servte satisfaction
indicators.

In trying to assess the level of customer’s satigha with regard to the identified

indicators for LUKU service quality and custometigfaction, the respondents were

asked to indicate their level of satisfaction witlgard to each identified indicators.

4.2.3.1Price — the value of the service

The respondents were asked to indicate the lev&tegfaction by considering price
as an indicator towards LUKU service satisfactibme results are shown in the
Table 4.7 below.

Table 4.7: Price

Price Frequency Percentage
Very satisfied 0 0%
Satisfied 2 7%
Dissatisfied 28 93%
Not Sure 0 0%
Total 30 100%

Source: Research Findings, 2015

The results of Table 4.7 above indicates that 93Psthe respondents were
dissatisfied with the price offered on LUKU senscevhile only 7% of the
respondents indicated satisfaction with the prideese results are in line with Ross

(2014) who pointed out that setting a right price &eeping customers happy can be



33

hard to achieve, although such an ability to sefght price can lead to improved
customer satisfaction and consequential increasevienue. Hermann et al. (1992)
cited in Ross, B (2014) illustrated that the prigerceptions directly influence
satisfaction judgments empirically. In this conteitt price does affect customer
satisfaction, TANESCO should ask themselves if they charging right price to
enhance high customer satisfaction. Furthermoreniéam et al. (2007), concluded
that customer satisfaction is directly influenced |ice perceptions, although
indirectly, through the perception of price fairse$he price fairness itself and the

way it is fixed and offered have a great impacperceived quality and satisfaction.

4.2.3.2 Timeliness — ability to deliver service tiely

The respondents were asked to indicate their l@vehtisfaction with regard to

timeliness of LUKU services. The results are shawthe Table 4.8 below.

Table 4.8: Timeliness

Timeliness Frequency Percentage
Very satisfied 0 0%
Satisfied 9 30%
Dissatisfied 21 70%

Not Sure 0 0%
Total 30 100%

Source: Research findings, 2015
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The results of Table 4.8 indicate that 70% of thgpondents were dissatisfied with
timeliness while the remaining 30% of the respotslemere satisfied. Ability to
deliver services on timely basis creates good isgio® on customers about a
particular service in question. Among the resporfs@® various customer survey
indicates how customer’s value company’s abilityicily respond to customer
requests. In the current environment, customers hess time and would wish to get
what they want promptly without spending much timelong queue waiting for
services. Customers want service delivery to tdiee rhinimum amount of time
possible. As the complexities in the modern life aistomers increase, the
corresponding demand for precision from suppliegguires that products and
services be delivered on or before the agreed tipmyn Customers want suppliers

they can depend upon, who can deliver when andthewsay they would deliver.

If customer satisfaction is the supplier’s goalnttiee supplier must understand that
timeliness is one of the most important factorshe customer supplier relationship.
Suppliers must strive to improve every aspect metiness within their capability.
The first step for improving timeliness is the sleprocess of putting yourself in the
customer’s shoes. Actually walk through the predd® customer experiences and
identify where the timeliness issues show up ane@re/lthe customer’s time is

wasted and work to correct them
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4.2.3.3Service Reliability — Provision of promised service dependently and
accurately

The respondents were also asked to indicate thed tdvsatisfaction with service

reliability as an indicator of LUKU service qualignd customer satisfaction. The

results are shown in the below Table.

Table 4.9: Service Reliability

Service Reliability Frequency Percentage
Very satisfied 0 0%
Satisfied 5 17%
Dissatisfied 25 83%

Not Sure 0 0%
Total 30 100%

Source: Research findings, 2015

Table 4.9 above reveals that 83% of the respondedisated that were dissatisfied
with the LUKU service reliability while the remamg 17% of the respondents were
satisfied with the same. Operational factors suchsufficient supply of electricity,
breakdown of facilities, power interruptions andaliable network are some of the
issues contributing into unreliable services. Fesqu power interruptions
experienced by customers without prior notificatiobas been a major cause for
customer dissatisfaction among LUKU service custamé&ection 26(3) of the
Electricity Act No 10 of 2008 set an obligation TANESCO in non emergency

situations to provide advance notice of the sudpans electricity however this has
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not been thoroughly observed or done in manner ddesufficient to customers. In
this regard unannounced and frequent power inteong had been mentioned to
causing damages and malfunctioning of customeextetal appliances, disruption
of businesses and other daily operations. Withrdgsrd TANESCO should work to
ensure that power interruptions are given prioification, be as brief as possible
and affect fewest numbers of customers as possilsiethe other hand the positive
move of integrating information technology in praien of LUKU services has led
to network reliability problems. Provision of LUK&krvices has been integrated into
various information technology avenues to ensuat thuistomers get access to the
services easily. Purchase of LUKU services througKU machines, Max Malipo,
mobile phones operators such as Tigo Pesa, M-Rasal, Money and purchase of
LUKU services through online banking services sashCRDB, NMB mobile have
been used to improve access to services and thiabiliy of the network in
accessing the same had been of great importarsestomers. Usage of information
technology in providing up to date and relevanbinfation to customers including
notices of power interruptions is also an area wiwmould be adopted in an effort to
TANESCO’s compliance with the law, enhancement efvise quality and

ultimately improved customer satisfaction.

4.2.3.4 Responsiveness — reaction in terms of emergency
Respondents were asked to indicate their levehbt$faction on responsiveness of
LUKU services as one of the indicators of LUKU seevquality and customer

satisfaction. The results are shown in the Tallé #elow:
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Table 4.10: Responsiveness

Responsiveness Frequency Percentage
Very satisfied 0 0%
Satisfied 4 13%
Dissatisfied 26 87%

Not Sure 0 0%

Total 30 100%

Source: Research findings, 2015

The results of Table 4.10 above indicates thatauB7% of the respondents were
dissatisfied with the responsiveness of TANESCOindumreported emergency
situations while the remaining 13% of the respomsié@rdicated satisfaction in terms
of reaction to emergency situations. Lack of prdynmnd swift response to
emergency situations reported to TANESCO by LUKUWstomers is one of the
major causes for perceived low quality of serviaed customer dissatisfaction. Matt
(2010) noted that in the modern world where systares a necessary part of
customer service delivery on time of emergency oarme neglected. Many
customers have been complaining that emergencicesriiave not been responding
swiftly and some TANESCO employees use foul languagconcerned customers.
An incident reported in the Daily Newspaper 6’fl§3|ay 2015 were by the Minister
ordered TANESCO to take disciplinary measures agaihmree arrogant staff from
Tabata, Temeke and Tazara for alleged negligenak lack of response on

emergency reported to them is an example of lagkgdonsiveness which had been
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mentioned by the respondents to the study. Ladleggonse in cases of emergency
has tarnish the image of TANESCO and endanger propaed the life reporting

customers who remained to be at risk the longeethergency remain unattended. It
is imperative that TANESCO work to ensure thatemsergency response unit work
diligently to ensure customers LUKU related proldeane resolved on timely basis

and enhance service quality and customer satisfacti

4.2.3.5 Empathy — capacity of the staff understandg the customer’s condition
from their perspective

The respondents were also asked to indicate thed tdsatisfaction with regard to
empathy as an indicator of LUKU service quality anbstomer satisfaction. The

results indicated in the Table 4.11 below:

Table 4.11: Empathy

Empathy Satisfaction Frequency Percentage
Very satisfied 0 0%
Satisfied 6 20%
Dissatisfied 17 57%

Not Sure 7 23%
Total 30 100%

Source: Research findings, 2015
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The results of Table 4.11 indicates that 57% ofréspondents were dissatisfied with
the capacity of the staff to empathize with customeeds and requests, 20% of the
respondents indicated satisfaction with empathglleshile the remaining 23% were
indifferent between being satisfied and dissatisfiEmpathy is one of the very
important aspects in ensuring that services angatetl to customers in a friendly
manner to enhance the experience with the servicesrder to optimize empathy it
is crucial that customers define the service indhmme way as the service provider.
Jeff (2014) narrated the confounding aspect abouybaghy is how obvious the
problem seems to those who can relate to the mituaEmployees who have had
similar experiences are often naturally able to ampe with their customers in a
way that other employees can’t. Susan (2004) destrCustomer Service from the
Heart is service that is delivered with care, vathpathy and yes, even with love.
This kind of service has positive effects on thetdma line of the companies that
model, train and encourages their employees incgefrom the heart. Companies
that truly care for their customers are generalbrerprofitable than those which do
not. Incidences of poor customer handling and sesvielated to TANESCO entails
that the company should consider the importanceaémpin ensuring customer
service satisfaction. Empathy should come from fgviad similar experiences and
thus the easiest way to help customer service greptobecome more empathetic is
to put them in their customers’ shoes through satmmh training. That is one of the

best ways to satisfy customers.
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4.3 Factors Indicating Customers dissatisfaction

In order to gets an insight into factors contribgtinto customer dissatisfaction with
respect to LUKU services, the respondents weredasikdist some of the factors
which led them to be dissatisfied with LUKU senac&he results of the findings are

shown in the Table 4.12 below:

Table 4.12: Reasons for Customer Dissatisfaction

Dissatisfaction Reasons Frequency  Percentage
Expensive services 29 97%

Poor customer service / care 25 83%
Poor technology and connectivity 18 60%
Delays in case of emergency 21 70%
Unreliable service 15 50%

Poor information about the service 11 37%
Lack of service choice/variations 13 43%

Source: Research Findings, 2015

The results of the findings shows that among th@monly mentioned causes for
customer dissatisfaction include expensive sergmmpared to the daily electrical
use mentioned by (97%) of the respondents, poadiores service / care (83%),
Delays in case of emergency (70%), poor technolagg connectivity (60%),

unreliable service (50%), lack of service choicdriations (43%), and poor

information about the service (37%). In supporthaf above findings Anuwichanont,
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2011 argued that higher prices have negative sffext customer purchase
(Anuwichanont, 2011). Similarly various researchase stated that perceived fair
price is an influential factor on companies’ suscelang and Rosenbloom, 2005
pointed that customers always compare expected piith the price that they have
paid and if a price is perceived to be less tharnré¢tfierence price, then customers will
perceive price fairness and transaction value dlsgy feel loosing value.

Furthermore according to Tourism and More JourB@08), customer dissatisfaction
comes from a variety of causes which include ingbib deliver what is promised,

lack of accepting personal/corporate responsibititgdeness and inability to connect
with customers, and unconscious projected attitnfd¥ really hate my job and/or

the people whom | have to serve.

It is argued that quality customer service posiyiadfects customer satisfaction. As
Looy et al (2003) points out that Service qualisy ane of those factors that
contribute to customer satisfaction. And providimgh quality customer service that
actually satisfies the needs of the customer asulteein customer satisfaction is one
of the biggest concerns of businesses today. Cestaatisfaction determines the
behavioral intentions of the customer hence thesamawhy companies are
continuously reaching out to the customer with then of building strong

relationships that will result in customer loyalffANESCO therefore should be
conscious of the role played by quality customewise in building these strong

relationships. By gaining such insights into custorperceptions and expectations
managers will be in a position to offer productsl aervices that meet customer

demands.
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In the long run the TANESCO will gain from the gtylservice by increasing its
customer retention and profitability. Customer gmrvfavorably affects customer
loyalty and retention which is the resultant bebeadi intention that any company
should strive to achieve. Thanks to service exuoedie“service quality, customer
satisfaction and customer value are becoming th& mgortant factors of business

success for either manufacturers or service prosidgvang and Lo, 2002).

4.3 Challenges and Solutions towards ensuring customesatisfaction in
TANESCO

4.3.1 Challenges towards Ensuring Customer Satisfagn

In order to gets an insight into the challengestad ANESCO in ensuring effective

and quality services, the respondents were askatketdify some of the challenges

facing TANESCO. The results of the findings arghtighted in the Table 4.13

below.

Table 4.13: Challenges

Challenges Frequency | Percentage
Ability to deliver high quality customer service 20 67%
Under qualified employees 8 27%
Handling the large number of customers 15 50%
Ability to employ advanced and reliable/relevant 22 73%
technology

Ability to avoid theft 13 43%
Ability to provide crucial information on timely & 19 63%

Source: Research Findings, 2015
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The Table 4.13 above reveals that 73% of resposdediicate that inability to
employ better advanced and more reliable/relevachriology is the biggest
challenge faced by TANESCO. Other challenges meatanclude ability to deliver
high quality customer service mentioned by 67 %th& respondents, ability to
provide crucial information on timely basis (63%)ndling the large number of
customers (50%), inability to control theft (43%)dapresence of under qualified
employees mentioned by 27% of the respondents. tUndanal circumstances
companies do faces various challenges in ensunagtheir customers are satisfied
and are happy with the products and services affbyethe company. This is in line
with Kotler (1997) who emphasized that, “the coktkeeping a new customer is
estimated to be five times the cost of keeping stauer happy”. In the case of
TANESCO, lack of advanced and reliable technology proven to be a hindrance
in ensuring quality of services offered and evelntusstomer satisfaction. In an
interview with some of the respondents, they haohtpd out that buying LUKU
units have been a challenge either through undikiyaor delays. Furthermore the
LUKU machines have been prone to being tempered and thus leading to theft
and loss of revenue as well as destruction of strfugture of the company. Presence
of competent staff is another important aspect msueng service quality and
customer satisfaction. Competent staff that possgaired skills, knowledge and
courtesy helps to convey trust and confidence sfarners to the services offered by
the company. Presence of incompetent staff hasgatime effect on perceived

quality and customer satisfaction and thus shoalduwnided by companies.
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4.3.2 Proposed Solutions to the Challenges to Enh@Customer Satisfaction
The respondents were also asked to propose sdutionounter challenges facing

TANESCO in ensuring quality service and customerisfction. The results are

shown in the Table 4.14 below.

Table 4.14: Proposed solutions to the challenges

Proposed Solutions Frequency Percentage
Employ reliable and relevant technologies 22 73%
Conductive customer satisfaction surveys and respon 17 57%

to the results

Recruit qualified personnel for quality service yasion 20 67%
Enhance operational capability 11 37%
Education provision to the customers 9 30%
Build staff capacity 12 40%
Improve and build strong security system to avbeftt 13 43%

Source: Research findings, 2015

The results of table 4.14 show that 73% of theardpnts suggested employment of
reliable and relevant technologies. Recruiting ifjeal personnel for quality service
provision was suggested by 67% of the respondaetsuitment of qualified
personnel mentioned by 67% of the respondents,umtimg) customer satisfaction
survey (57%), improving security systems to avdimeft (43%), building staff

capacity (40%) and enhancement of operational cltya37%).
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In order to enhance the quality of service offeawli be successful effective
customer care has proven to be a crucial aspecbusiness organizations and
because of increasing competition (both for proéit nonprofit) has forced
businesses to pay much more attention to satisfyingtomers, including by
providing strong customer service. Increasingly pames have become more aware
on the role of customer service in the overall egnhtof product or service
development and management. Improvement of secsyigfems is also crucial in
order to avoid theft, since there are customerdalootating with some of
untrustworthy and non staff (known as vishoka) nautlulent acts which include
vandalism, theft, and sabotage of systems andsinfrcture. Incidents involving
illegal usage of stolen LUKU machines whereby uaguatous customers have also
been rampant and contribute to the struggles ofutiidy company. TANESCO
therefore should find and build strong security fiying the right people, use
electronic physical security (EPS) and surveillasgstem to ensure safety of and

minimize losses.

Building staff capacity through provision of progeainings to new and current staff
to meet their key responsibilities is very crucial ensuring delivery of quality

services and ultimate customer satisfaction.

Furthermore, enhancing operational capability isyvmportant in the sense that it
assists organizations to better understanding dfettigely integrate the total
enterprise ability or capacity to achieve .Theigbib provide education and creating

awareness to the customers about the product issansnto achieve customer
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satisfaction since when people understand whaftptbduct is and how it works,

helps to influence the level of satisfaction.

4.3.3 Discussion of the findings

In this study the researcher tried to assess LUKW/ice quality and customer
satisfaction in Tanzania by trying to gauge theelesf satisfaction of customers in
relation to five indicators of LUKU service qualitgnd satisfaction. These five
indicators which were generally identified througke literature were price (entailing
the value of the service), timeliness (ability telider the service timely) Service
reliability (provision of promised services depenitle and accurately),
responsiveness (reaction in terms of emergency)eamgathy (capacity of the staff
understanding the customers condition from therspective). The findings of the
study found that there is positive relationshipwestn service quality and customer
satisfaction. These findings are in line with thedy conducted by Luhemeja et al
(2010) who assessed the relationship between theceequality and customer
purchase decisions and satisfaction in utilitied faund that service quality have the
significant relationship with customers purchaseciglen and satisfaction.
Furthermore Ibook and Udofot (2012) found out tbastomer satisfaction is a
measure of how firm’s product or service is ablemeet or exceed customer’s
expectation which entails a positive relationshgivieen quality and satisfaction of

respective customers.

The results of the study furthermore show that réspondents considered price

(93% of the respondents), timeliness (70%), rdiigh{(83% of the respondents),
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responsiveness (87%) and empathy (57%) to be arttengndicators of service
quality and related customer satisfaction. The opdpnts also identified poor
customer service to be among the major cause fsatisfaction which further
highlights the importance of customer service itisBang customers. These
findings are in line with the study conducted bydabatif (2013) who identified
network reliability, willingness to pay, responsmss to be among the factors
influencing customer satisfaction. J.D Power (2006)the other hand identified
reliability, price and customer service to be amdmng factors influencing overall
customer satisfaction in electricity utilities. Thesults are also in line with the
Mukhtar et al (2014) who identified the dimensiasfsservice quality to include
reliability, assurance, responsiveness, empathytamngibility. Muktar et al (2014)
on the other hand concluded that reliability, respeeness and empathy have less
important relationship with customer satisfactiosy @mpared to other indicators
such as willingness to pay (price) and tangibilifyhe study furthermore found that
among the factors leading to dissatisfaction on LUKervice were expensive
services, poor customer service/care, poor techyjgodmd connectivity, delays in
case of emergency, unreliable service, poor inftionabout the service and lack of
service choice/variations. These factors directiiechd the perceived quality of
services negatively and thus underlining the pasitielationship aspect between

service quality and customer satisfaction.
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CHAPTER FIVE
SUMMARY, CONCLUSSION AND RECOMMENDATIONS

5.0Introduction

This chapter aims at providing conclusion from tstedy. Chapter one defined the
problem under study while the second chapter restethe literature relevant to the
problem under the study. Chapter three highlighaadthe research methodology
whereas chapter four discussed data analysis antigdor the study. It is therefore
the aim of this chapter to discuss the conclusioespmmendations and suggest

areas for further study.

5.1 Summary

This dissertation report sought to assess LUKU isenguality and customer
satisfaction. The research report sought to estabihe extent to which LUKU

services customers have been satisfied with thaceeprovided by TANESCO. The
research design used is through guestionnaireyvietv, documentary review
and observations. The major finding of the repamt$icates that all the research

objectives were relevant and important as presenttte chapter four.

5.2Conclusion

As reported by various scholars, service qualitg enstomer satisfaction is a very
important aspect in business within the electri@gctor/industry among others.
Since offering a better quality to satisfy the reeed customers should be at the
forefront of business agenda for LUKU service pdevs, therefore the study aimed

at assessing the quality of LUKU service and relateistomer satisfaction in
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Tanzania. Qualitative approach was used with sdemaant of quantitative approach

in computation of frequency, percentage and usalnflation

On the basis of the findings of the study, mairtdecinfluencing LUKU customer
satisfaction and the service quality are price, etiness, network reliability,

responsiveness in case of emergency and empathy.

It has also been observed that, price and respemsts have a relatively higher
impact on customer satisfaction than the other imeed factors. However,

TANESCO should concentrate much on responsivehessyrice, as several studies
that examined the relationship between customesfaetion and price tolerance has
found a positive association between changes itoowes satisfaction and changes in
price tolerance. According to Anderson, 2014 reggbrtincreasing customer
satisfaction is likely to decrease price elasti@fydemand. This tells us that over
time, customer satisfaction does influence prickeramce. It means that as a
customer becomes more satisfied with the leveleofise delivered by a company,
price becomes less a factor. Moreover, networlabdity, timeliness and empathy
should be taken care for by TANESCO as a way oéeaimg LUKU service quality

and customer satisfaction. The study also fountdtb&U service quality has direct

positive relationship to customer satisfaction las lower the quality of service

offered lead to lower customer satisfaction andewersa. Thus TANESSCO's
ability to provide services that meets customeeeds is an important factor that

could influence customer satisfaction with regardlt/KU services in Tanzania.
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The study also contributes into existing knowledgethe issue of LUKU services
customer satisfaction in Tanzania, which has noeived much attention in the

literature.

5.3Recommendations
On the basis of the findings of this study, thédoiwing recommended measures are

envisioned to enhance LUKU service customer satisfiain Tanzania

I. To ensure proper understanding of customer’s coscand needs in
order to properly serve them. The relevant inforamatan be gathered
through customer forums and surveys, as well asitir the interactions
that occur during normal course of transactionsaddsof comments and
concerns to determine ways the business can achidwdter response
can also be adopted. Gathering of ideas from variodividuals within
the business to gain an insight on how the poteatigustments will

impact the customer and the company is also crucial

il Applications of modern technology can help impreeevice excellence,
by improving operating processes and helping tm gad collect more
information on customers’ needs as well as impr@dervice delivery to

customers in order to maintain customer satisfadewels.
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Employees of TANESCO should thoroughly trained los tUKU service, to
be able to respond to queries and converse orrtigeigt and services.
Implementing training and continuous education paots are very effective

methods for improving and maintaining customerssadiion.

Management of TANESCO should work on differenstomer’s complaints
and establish a system of collective through varimeans. Some of these
means are suggestion boxes, effective use of irdbom and communication
technology (ICT) such collection of suggestion gsermails, website and

others.

To re—evaluate the pricing strategy in orderbting it in-line with the

customer satisfaction goal. TANESCO should raigecttmpany’s prices and
proportionately allocate more resources to creataraazing experience that
surprised the customers. This will lead to strongatisfaction and happy

customers who consider the company’s prices taioe f

To increase operational controls to preventiisee of theft in the company.
It is important to review policy and procedure dentify any weaknesses and
enforce a zero tolerance approach to employee #naft dishonesty and
consider cross training employees and rotating tthaies so that no single
employee is responsible for operation of an entrea. Furthermore

conducting regular audits to prevent deter stealing
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5.4 Future Research Topics

Considering the usefulness of electricity and thewgh and application of
Information and Communication Technology (ICT) arduhe globe, it is obvious
that current and future supply of electrical seggicuch as LUKU services would
very much integrate the use of ICT in enhancingpBupr services and outreach to
customers and other stakeholder. Therefore, adutsearch can be performed to
assess the impact of ICT in provision, service ijuand customer satisfaction of

LUKU services.
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APPENDICES
Appendix: RESEARCH QUESTIONAIRE
Dear Respondent,
RE: Structured Questionnaire on the LUKU Service Qualiy and
Customer satisfaction: A case of Kinondoni Municip&
The objective of this study aims at collecting degkated to LUKU service
guality and customer satisfaction in order to ustéaerd the current levels of
service quality and customer satisfaction and rewemids measures for
improvement. You are requested to respond to thewmg questions freely
and to the best of your knowledge. Your responsiehvghly contribute to the
achievement of this research the results of whiehiatended to enhance
LUKU service quality and customer satisfaction. Tiesearcher wishes to
assure you anonymity and that the information ole@iwill be treated as
confidential and solely for the purpose of thissash and not otherwise.
The research is conducted as partial fulfillmemttfee requirement of Masters
of Project Management. Therefore all informatiothgeaed will be treated for

academic purposes only and not otherwise

SECTION A: Respondent’s General Information

1.1 Gender: Female{ } Male{ 1} tick where apmriate

1.2 Age:i. below 20{ }ii. 21-30 { }iii. 31-40f }iv.41-50{ }v.
51-60{ }vi.61+{ }

1.3 Education Level. i. Primary { }ii. Secondary {} iii. Tertiary { }
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1.4 Occupation i. Peasant { }ii. Civil Servant {} iii. Self-employed {
}iv. Others (SPEeCify) ....oveiiii i
1.5 Do you understand what LUKU Means?
a) Yes
b) No
c) Not aware
1.6 How satisfied are you with the LUKU service
a) Very satisfied
b) Satisfied
c) Dissatisfied

d) Not sure

SECTION B:
2.1 Do you consider the following to be the indicatofsLUKU service

satisfaction? (Tick all applicable)

No. INDICATORS TICK
1. Price

2. Timeliness

3. Service Reliability

4. Responsiveness

5. Empathy
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Indicate level of satisfaction with regard to thelldwing LUKU

service satisfaction indicators

(1) Price - the value of the service
a) Very satisfied

b) Satisfied

C) Dissatisfied

d) Not sure

(i) Timeliness — Ability to deliver service timely

a) Very satisfied
b) Satisfied

C) Dissatisfied
d) Not sure

(i)  Service reliability — Provision of promised sensaependantly

and accurately

a) Very satisfied
b) Satisfied

C) Dissatisfied
d) Not sure

(iv)  Responsiveness — Reaction in terms of emergency
a) Very satisfied

b) Satisfied
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C) Dissatisfied

d) Not sure

(v) Empathy — Capacity of staff understanding the custs
condition from their perspective
a) Very satisfied
b) Satisfied
C) Dissatisfied
d) Not sure
2.3If you are not satisfied with the LUKU service gtygl What are the

reasons for your dissatisfaction?

2.4What do you think are the challenges towards engudustomer

satisfaction?

2.5How can these challenges be dealt with by TANESG@Certhance

customer satisfaction for the performance of th&Ukervice?
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MASWALI YA UTAFITI
Ndugu Mhojiwa,
YAH: Maswali kuhusu kiwango cha Ubora wa Huduma za LUKUna Kuridhika
kwa Wateja.
Lengo la utafiti huu ni kukusanya taarifa kuhusismaaubora wa huduma za LUKU
na kuridhika kwa wateja ili kuweza kufahamu viwangga sasa vya ubora wa
huduma na kuridhika kwa wateja na kupendekeza hatuaaboresho. Unaombwa
kujibu maswali yafuatayo kwa uhuru na kwa ufahanakav Majibu yako yatasaidia
kuchangia katika mafanikio ya utafiti huu ambapotokao yake yana nia ya
kuimarisha ubora wa huduma za LUKU na kuridhishaeyga Mtafiti anataka
kukuhakikishia usiri wa utambulisho na taarifa navaknba taarifa zote
zitakazopatikana zitatumika kwa lengo la utafitisn&inginevyo.
Utafiti huu unafanyika kama sehemu ya kutimiza kataya Shahada ya Uzamili
ya Usimamizi wa Miradi. Kwahiyo taarifa zote zitak&kusanywa zitashughulikiwa

kwa lengo la taaluma tu na si vinginevyo.

SEHEMU A: Maelezo kwa Ujumla ya mhojiwa
1.1. Jinsia: Kike{ } Kiume{ } jibu pa& inapobidi.
1.2.Umri: i. Chiniya 20 { }ii. 21-40{ }iii. 4160{ }iv. 61+
1.3.Kiwango cha elimu. i. Msingi { }ii. Sekondari {} iii. Elimu ya juu{ }
1.4.Kazi: i. Mkulima { }ii. Mtumishi wa Umma { }ii. Mfanyabiashara { }

iv. Umejiajiri { } v. Nyingine tofauti (Weka baya)
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1.5.Je, unaelewa LUKU ni nini?

a) Ndiyo

b) Hapana

c) Sina uhakika

1.6 Ni jinsi gani unaridhishwa na huduma za Luku

a) Naridhishwa

b) naridhishwa kiasi

c) Siridhishwi

d) Sina uhakika

e)

SEHEMU B:

2.1Je unadhani mambo yafuatayo kuwa ni viashiria \p@awa huduma za

LUKU? (weka alama ya vema pale inapobidi)

Na. VIASHIRIA VEMA
1. Bei
2. Utoaji huduma kwa wakati
3. Upatikanaji wa mtandao
4. Muitikio wakati wa dharura
5. Uwezo wa kuelewa matatizo ya wateja

2.2Ni kwa kiwango gani unaridhika na ubora wa hudumva Kkuzingatia viashiria

vifuatavyo vya ubora wa huduma za LUKU.

(i) Bei — Thamani ya huduma

a) Naridhishwa
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b) Naridhishwa kiasi
c) Siridhishwi
d) Sina uhakika
(i) Uwezo wa kutoa huduma kwa wakati
a) Naridhishwa
b) Naridhishwa kiasi
c) Siridhishwi
d) Sina uhakika
(iif) Kutegemea huduma - Uthabiti wa ufanyaji kam huduma kwa usahihi
a) Naridhishwa
b) Naridhishwa kiasi
c) Siridhishwi
d) Siridhishwi
(iv) Mwitikio — Majibu wakati wa dharura
a) Naridhishwa
b) Naridhishwa
c) Siridhishwi
d) Sina uhakiki
(v) Uelewa — Uwezo wa kuelewa matatizo ya wateja.
a) Naridhishwa
b) Naridhishwa kiasi
c) Siridhishwi

d) Sina uhakika
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2.1 Kama huridhishwi na ubora wa huduma za LUKU, nababu za

kutokuridhishwa kwako?

)

2.2Unafikiri ni changamoto gani zinazojitokeza kwa TBSICO katika kuridhisha

wateja wa huduma ya LUKU?

D) e e e
Q) e e,

2.3Ni kwa jinsi gani changamoto hizi zinaweza kushuiwa na TANESCO ili

kuboresha huduma na kuridhisha wateja wa LUKU?

= )

) oo,



