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ABSTRACT

The aim of this study was to determine the relatgm between queuing management
practices and customer satisfaction at the custaras¥ centers for the mobile phone
providers in Nairobi, and to establish the prinegplused to manage queues in these
customer care centers. In order to satisfy theabbgs, a survey was conducted in all the
four mobile service providers in Nairobi. The resbainstrument used was Stata and
descriptive statistics was used by way of percexsagnd frequency distributions to
analyze data. The findings revealed that some mqbibne providers have implemented
gueuing management practices. However it was evither others have not paid much
attention to the queue management practices. It alss established that the major
challenges to implementing these queue managemectiqges were lack of knowledge
and rigidity from prestige customers. The resultigated that the principles mostly used
to manage queues in all the mobile service prosidare floor management and the use
of mobile staff. The study therefore recommendg #iamobile service providers in
Nairobi should endeavor to fully understand theugumanagement practices to be able
to drive them to a more competitive edge. They khalso ensure to be consistent to use
the principles that will not only reduce the cusemmwait time but also increase the
customer’s level of satisfaction.
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CHAPTER ONE: INTRODUCTION

1.1 Background of the Study

Every organization which directly interacts witls icustomers confronts the issue of
gueues. Whether we are in line at the grocery stbheekout, the barbershop, in a bank,
hospital or in the supermarket, waiting our turnpisrt of our everyday life. In a
traditional non-queuing environment, customers lsarleft confused as to what line to
stand in or what counter to go to when called amstratted by noisy crowded
environment (Yechiali, 1995). In situations wheaeilities are limited and cannot satisfy
the demand made upon them, bottlenecks occur whantifest as queue but customers
are not interested in waiting in queues (Kelly, P200NVhen customers wait in a queue,
there is the danger that waiting time will becomeessive leading to the loss of some
customers to competitors (Kotler, 1999). But allogvthem to serve themselves so easily

is a key factor in both keeping and attracting @ungrs (Michael, 2001).

Operations management is the management of systeprecesses that create goods and
/or provide services. Operations Management isbiliginess function responsible for
planning, coordinating and controlling the resoareeeded to produce products and
services (William, 2009). Services are activitibattprovide some combination of time,
location, form and psychological value. The essarfidbe operations function is to add
value; the greater the value added the more effsudss of these operations.
Understanding the nature of queues and learningtbananage them is one of the most
important areas in operations management. QueuBiga i practical operations
management technique that is commonly used to rdater staffing, scheduling and

inventory levels, and to improve customer satisbact

1.1.1 Queuing Theory and Practices

Queuing systems or waiting lines exist throughadiety and their adequacy has strong
effect on quality of service and productivity. Quey theory is concerned with
mathematical study of queues or (waiting linesymialating mathematical models of

gueues and measuring performance using these moQelsues ordinarily form



whenever the current demand for a service excdedsuirrent capacity to provide that
service. Because of difficulty in accurately preatig arrival pattern of customers for
service and/or how much time is required to prosdevice to each customer, accurate
decision regarding the capacity to be provided &lenquite difficult. Excess service
capacity involves excessive costs due to undeizatibn and insufficient capacity to
meet peak loads, causes queues to become excessingeand customers may even quit
the waiting lines. The ultimate goal is to achi@reeconomic balance between the cost
of service (i.e. cost of idle facility and employesd costs associated with waiting for
the service (i.e. social cost and cost of lostausts). Queuing theory does not directly
solve this problem, but tries to provide vital infation required for taking decisions.

Queue management practices are measures that taire glace to ensure effectiveness
and efficiency of services. Some of these practtcesmanagement of customers flow to
reduce actual wait time. This can be achieved ktyngestation lights to point customers
to open counters, audio cues to call customerdeoright service points. Single line
gueuing also inherently reduces the average waitings. Assessing the psychological
impact of queuing to reduce perceived wait timansther practice. This can be done by
implementing distractions for example LCD screensshow promotions, reading
materials and display of merchandise. Thirdly, getieg metrics for improving
productivity. This involves proactive monitoring dhe queue. e.g. service time

monitoring and real time queue- analysts.

1.1.2 Customer Service and Satisfaction

Turban et al. (2002) refer customer service asancbf activities intended to boost the
level of customer satisfaction. The importance wdtomer service varies by products,
industry and customer; defective or broken mercisgndan be exchanged, often only
with a receipt and within a specified time frameetd& stores often have a desk or
counter devoted to dealing with returns, exchargesd complaints, or will perform
related functions at the point of sale; the pemrgiguccess of such interactions being
dependent on employees “who can adjust themselbe tpersonality of the guest.

Some goals of customer service is to win new diesxercise customer retention, entice

2



former clients back into the fold, and reduce tbsts of marketing and to serve as many
customers as possible. Customer service effectygeng the relationship between
customer service performance and market respongehvidy measured with indicators
like performance levels, attributed importancengdi customer satisfaction and attitude,
repurchase intention, increase in market sharet@amdver or margin (Maltz & Maltz,
1998).

For many customers, queuing for service is a nega&xperience (Scotland, 1991). Thus
the speed of service is increasingly becoming & weportant attribute (Kart, Larson &
Larson 1991). Some people hate queuing so muchthlegt would rather hire other
people to wait for them (Geist, 1984). For thesasoas, the operations managers are
continuously seeking ways to speed up serviceg\ed that waiting will affect service
evaluations negatively. Good service generatestgrese from limitless pool of latent
demand. Satisfaction itself is adoptive in the semgood service overstretched can cause
drop in satisfaction. Poor service retains someoousrs who are: persistent, rarely
satisfied, and have low expectations. But the gatinther decreases as service improve
because of attracting more customers who are migireatand knowledgeable and want

even higher level of service.

Customer satisfaction should be number one priaritetail services. Though measuring
is difficult, customer satisfaction can be definedsimple terms as perception minus
expectation. Both expectation and perception ofarusr play crucial role in customer
satisfaction. The expectations are often derivednfrpersonal experience. Perceived
usefulness of service mainly measures the sysiempact on individual's effectiveness,
but it is not the only measure. It is often saidcase of service organizations that the
perceived quality of service is realized at the rantof truth i.e., when the service
delivery personnel and customer come in contactéivery and receipt of service and
thus emphasizing the importance of customer pp#imn in service delivery process. In
other words, customer-service provider interactpbays vital role in determining the
level of customer satisfaction. Customer satistexchias a linear relation with loyalty and



repeat use/purchase. We need to note the multglgifects of happy and unhappy
customers. Often, a satisfied customer is thedmbstrtisement for service organizations.

1.1.3 Mobile Service Provision

Mobile phones have become the primary form of tal@munication in both developed
and developing countries. The first billion mobghones took around 20 years to sell
worldwide. Coverage has expanded and mobile phariscsptions in developing
countries have increased by over 500% since 200fe(@¥s Intelligence 2007). The cell
phones can be the primary source to access infaimais Kennedy (2008) states.
Demand for cell phone in rural Kenya has exceedpéeations and as the urban market
becomes flooded, the rural costumers become thetasyet group indicates Fahamu
(2007). It is estimated from Shah (2007) that eveonth 100 000 new subscribers enters
the cell phone market in Kenya. The cell phones lwarthe primary source to access
information as Kennedy (2008) states. Demand fdr geone in rural Kenya has
exceeded expectations and as the urban market bscthooded, the rural costumers
become the new target group indicates Fahamu (2@0g)estimated from Shah (2007)

that every month 100 000 new subscribers entersath@hone market in Kenya.

Safaricom, Ltd is a leading mobile network operatdkenya. It was formed in 1997 as a
fully owned subsidiary of Telkom Kenya. In May 2Q0@odafone group Plc of the
United Kingdom acquired a 40% stake and managenaespbnsibility for the company.
As of December 2012, Safaricom subscriber base appsoximately 19.8 million. Its
main services and products include: Voice calliegvises, message services, mobile
banking services, internet services among othems\(safaricom.co.ke). Its main rival is
Airtel Kenya. Other rivals include Essar's YU andhge Wireless (CCK, 2012).

Airtel Kenya Itd was launched in Kenya in 2000 asnkell and rebranded to Zain in
2008 and finally Airtel in 2010. The company boastdeing Kenya's most innovative
mobile phone operator. The company offers a hossenfices which include; Airtel

Money, prepaid &postpaid plans, network connegtjviiternational roaming, and SMS
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internet access (www.airtel.co.ke). Airtel Kenya Is&en itself grow tremendously from
network connectivity and quality of services desmibntinuous rebranding. 2012. (CCK,
2012)

Telkom Kenya was established as a telecommunicabperator under the Companies
Act in April 1999. The company provides integratetmmunications solutions in Kenya
with the widest range of voice and data service®df lines, mobile technology and
internet facilities for residential and businesstomers (Kiberen and Musiega and Juma,
2013). Telkom Kenya's partnership with France TatedcSroup saw the launch of the
Orange brand in Kenya in 2008. Orange Telkom haabacriber base of over 3.2 million
subscribers by December 2012 according to the (QDK2) quarterly report.

Essar Telecom Kenya is Kenya’s fourth mobile calutetwork under the brand “Yu
Mobile”, launched in December, 2008. Yu Mobile @yrés network coverage in Kenya
fast and boasts of this achievement within 10 merfitbm the date of its launch. The
network had a subscriber base of over 2.4 milligrDecember 2012 (CCK, 2012) .Yu
Mobile offers several innovative products and ser\offerings all target easier and more

convenient. The services include; Yu cash, intesretices, SMS services, and voice call

services among othergnfyw.yu.co.ke.

1.1.4 Customer Care Centers

Many telecommunication organizations have embraedationship marketing with its
focus on maximizing customer lifetime value. In@rtb gain more profit share and to be
distinctive in the market place the service proksgdare taking different initiatives and
customer care center is one of the common and tapoinitiative. And in the Customer
care center customer service has become an impeodarponent in this process. Hence,
managers are keenly interested in the effect ofigeichanges on customer experience
and satisfaction. If customer’s experiences aresatisfactory, the relationship is likely
to be very short. Customer service is shapingfierdnt ways in order to provide a better
service experience to the customer. Everybody leas loffering gratuitous and blindly

obvious advice on how to improve the customer agpee for years (Gilmore, 2001).



As the environment of Businesses is getting saff by day, companies are paying more
concentration on the customers. And to be moreorespe to the customers, companies
have come out with the idea called “Customer Seiwehich has become the strength
for some of the companies. By the term Customee @enter, it means the point of

contact for the customers of a particular comp&snerally in Customer Care connects
customers with the right individual who respondsthe various problems that the

customer is facing and also provide various infdromand help along with possible

solution to the problems. Moreover successful cangsapay more concentration on the
Customer Care Center for the purpose of providingeter service experience to its
consumer (Bitner, & Zeithaml, 2003).

1.2 Research Problem

Queues occur both in everyday life and in busirsgstions. Queues occur because
facilities are unable to meet the demand for theice which they have been set up to
provide. In other words, the facilities lack theaaeity to deal with all the demand which
is put on them. Queues occur in GRealth centers; at box offices in theatres; dfi¢cra
lights; at restaurants; and on airport runwayseéa the range and diversity of queues

are quite considerable (Proctor, 1994).

Management science has evolved techniques to dielpal with the problems created by
gueues. Essentially, these methods aim to helpinamze the disturbance created by
gueues. Assuming that it is possible to know inaade all the demands which will be
placed upon a service facility, the schedulinghef $ervice facility in an efficient manner
is a relatively simple matter. Unfortunately, it dsficult to predict accurately when
demand will be placed on a facility and how muehetiwill be required to provide the

needed service (Shioyama, 1991).

The usual purpose of applying queuing theory modeltechniques is to facilitate the
identification of an adequate but not too liberaivice facility. If the service provision is
too generous then the service facility will oftemillle and incur unnecessary costs — e.g.

idle employees. On the other hand, where excesgsaiéng time exists because the



facility is inadequate, customer dissatisfaction oacur and a loss of important goodwill
ensue ((Proctor, 1994). Customers may not joineugwvhich is too long and even not
consider using such a facility at a later date.réfoee the queues need to be managed to

bring about equilibrium to both the firm productionosts and the customers satisfaction.

Karen and Blaire (1989) conducted a study at adbraffice of the bank of Boston. They
found out that increased distractions make theimgaiéxperience more interesting and
tend to increase customer satisfaction. Also thlxgeeted time in queue tend to make
perceptions of waiting length more accurate butsdoet affect customer satisfaction.
The study also proved as perception of waiting tinbeeased, customer satisfaction tend
to decrease. Gail and Scott (1995) did a studysatpermarket and found that customer
satisfaction/dissatisfaction is dependent not amythe perceived waiting time, but also
on the customer identification of the causes, a4 agthe stability and control of the

causes.

Maina (2010) found that customer satisfaction afai@om was rated good but not
excellent and revealed fairly inefficient custonservice as the most likely cause for
dissatisfaction. On her SWOT analysis of Safaricong of the weaknesses noted were
the very long queues at the customer service dffieading to relatively low levels of
customer satisfaction. Davis and Heineke (1994phtitled several factors which can
affect a customer’s perception on waiting and cqueatly his or her satisfaction with
the wait and suggested tactics for managing quiemesach category of factors. Some of
these factors were, unfair versus fair waits, urfootable versus comfortable waits,
unexplained versus explained waits, unknown vetsusvn waits, and initial versus
subsequent waits. Burns and Neisner (2006) fouridthat retailers whose customers
possess high expectations will need to place dkpditention on their customer’s
emotions. If a performance is deemed as negatoteymly will the negative performance
affect level of satisfaction, but also the negatemotions associated with the poor

performance will also likely affect level of saastion.

Despite the availability of the social media chdamehich has become a major customer

service channel and the availability of the calttee and email options, many customers



still prefer to use the retail services resultingdng queues. This study seeks to answer
the questions on whether queuing Practices cantteadprovement in customer service

delivery at the customer care centers for the reqifilone service providers in Kenya.

1.3 Research Objectives

The objectives of this study are;
i.  To establish the principles used to manage queuesstomer care centers for
mobile phone providers
ii.  To determine the relationship between queuing mamagt practices and
customer satisfaction at the customer care cefdaetee mobile phone providers

in Nairobi.

1.4 Value of the Study

Retail agents are the companies contact pointsheydactually represent the company in
general. Customers will rate the overall perforneant the company depending on the
kind of service that they receive from the ageRsrformance in terms of speed of

service, accuracy, courtesy and wait time.

The study will therefore help managers in variotgaaizations understand how they can
manage queues to improve service quality and custaatisfaction, hence increasing
growth of the organization. The study will also Hlight what is expected of the

company to succeed in use of queuing as an openamagement technique.

The study will be quite enriching to researchecgd@mic institutions and scholars. This
is because it will add to their knowledge and eagbkem to be more informed when

considering the impacts of queuing to an orgarorati

The study will also be helpful to the customersezhiced waiting time will transform to
a more pleasant experience at the retail outldte Study will also be helpful to the
mobile service providers and other players in thdedommunications Industry in

improving customer service.



CHAPTER TWO: LITERATURE REVIEW

2.1 Introduction

This chapter presents a review of some of theaelaterature published on the queuing
system. The purpose of this article is to give thader a general background into
gueuing theory and queuing systems, its associatetnology, and how queuing theory

relates to customer satisfaction.

2.2 Basic Concepts of Queuing Theory and Practices

A queue is a waiting line, whether of people, sigra things (Ashley, 2000). Queuing
occur when demand exceeding the capacity of theeagl system (Houston, Bettencourt,
Wenger 1998)Queuing theory is the formal study of waiting indiand is an entire

discipline within the field of operations manageinen

Input source(or source of arrivals or calling population) raféo the population from
which arrivals to, waiting line come from. Size iaput source is the total number of
distinct potential customers. It could be finiteiofinite. Queue is characterized by the
maximum permissible number of customers that it @amtain. This also could be finite
or infinite. In most of the practical situations,is finite. Queue discipline refers to the
order in which members of the queue are selectedeivice. The order is usually first-
cum-first-served. However, priority-discipline mdslegive priority to rush jobs and
important customers over others and follow randetaction, priority selection or last in
first out (LIFO).

The service mechanism consists of one or morecgefacilities each of which contains
one or more parallel service channels or statiafied Servers. Service Time (or holding
time) is the time elapsed from the commencemengeo¥ice to its completion for a
customer at a service facility. Interval time i€ ttime between consecutive arrivals of
customers to the queue. State of system is nunfbasstomers in queuing system and
gueue length refers to number of customers waitingervice. In other words, state of

the system minus number of customers being seruedive queue length.



The transient condition of the system refers ttiahstage when the operation begins.
The steady state condition is that condition whestesn becomes essentially independent
of the initial state after lapse of some time. Stete dependent service rate and/or arrival
rate assumes that the (mean) service rate is alwapmstant. But it may not be true in
practice. Servers tend to work faster than theywleen the backlog is small or
nonexistent. The increased service rate may baalaempromise in quality or external

assistance for certain phases of service.

The physical structuref waiting lines consists of: One or more inputirees with
arrival distribution, none, one or more queue, onenore servers operating in series or
parallel, service discipline and maximum numbecustomers allowed . The controllable
aspectof queuing systems are: Arrival rate, number obees, service time, maximum

length of waiting line and queue discipline or pityrules.

Important Assumptions of a queuing model are firghch source has a well-defined
arrival pattern over time, i.e. inter-arrival orterval times are constant or randomly
spaced over time with a known inter-arrival timeolmbility distribution (poison
distribution). Secondly the service times at eabhnoel (server) may be constant or
random with a known service distribution (nega@x@onential distribution). Thirdly the
potential arrivals may balk if the length of wagiline becomes excessive and decide not
to join or arrivals may join the waiting line andibsequently renege, i.e. become
impatient and leave before being served. Theyasiely the service system. Fourthly in

a steady state, the average rate of departureiad emaverage rate of arrivals.

2.2.1 A Simple Queuing (Waiting Line) Model

The simplest waiting line model assumes that dsgiy@n a queue that is of unlimited
size, waiting in line until their turn for serviec®@mes on a first-cum-first-serve basis and
then enter a service facility consisting of a setnghannel. If, W = Average time spent in
gueue (i.e., sum of the expected waiting time aqueted service time) = Average rate
of units passing through the system per unit time Bverage number of units in the
system

10



Then, L=A W
If = Average service rate
1/A = Expected inter arrival time

1/u = Expected service time

Further, the utilization factop (i.e. the expected fraction of time the servebusy is

given by

p =X/ Where (su) is the fraction of the system's service capathst is being

utilized on the average by arriving customed9.CThe root of the queuing theory is to
‘achieve a tradeoff between excessive waiting Isyacners (i.e., too much demand) and
cost due to excessive idle time at the servicditiagi.e. too little demand). Other models

are as shown in the figures below.

Single server- Single Queue model

Arrival Queue Service facility

- OOO— —

Exit

Figure 2.1: Single Server- Single Queue Model

Arrival Queue —:I—’
~000

f;

B e
Service points

Figure 2.2: Single Queue- Parallel Server Singlei@ Model
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Arrival Queue Service stations Exit

Figure 2.3: Multiple Queues-Parallel Servers

2.2.2 Queuing Management Practices

Queue management practices are measures that taire glace to ensure effectiveness
and efficiency of services. Service environmentsl @gth customers queues on a daily
basis. Customers arrive to avail different typesawices, so management should works
to ensure that customers’ time is pleasing andi&as®e. These practices are categorized
into three major groups, (Kuklin, 2013). Firstlyaptices that manage of customers flow
to reduce actual wait time. This can be achievedseétting station lights to point
customers to open counters, audio cues to calbmest to the right service points.
Single line queuing also inherently reduces therage waiting times. Secondly,
assessing the psychological impact of queuing doige perceived wait time is another
practice. This can be done by implementing disimast for example LCD screens to
show promotions, reading materials and display eframandise. Thirdly, generating
metrics for improving productivity. This involvesqgactive monitoring of the queue for

example, service time monitoring and real time gdeunalysts.

2.2.3 The Service System

The service system is characterized by the numbewaiting lines, the number of
servers, the arrangement of the servers, the hand service patterns, and the service

priority rules.
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Waiting line systems can have single or multipied. Customers wait in line until an
agent is free and then proceed to that agent'diposiThe advantage of using a single
line when multiple servers are available is thet@uer's perception of fairness in terms
of equitable waits. That is, the customer is notgheed by picking the slow line but is
served in a true first-come, first-served fashi@he single-line approach eliminates
jockeying behavior. Finally, a single-line, mulepserver system has better performance
in terms of waiting times than the same system witime for each server. The multiple-
line configuration is appropriate when servers geed are used or when space
considerations make a single line inconvenient. &ample, in a grocery store some
registers are express lanes for customers with al sramber of items. Using express

lines reduces the waiting time for customers makimgller purchases.

System serving capacity is a function of the numbieservice facilities and server
proficiency. In waiting line systems, the terms veer and channel are used
interchangeably. It is assumed that a server onredlecan serve one customer at a time.
Waiting line systems are either single server (singhannel) or multi server
(multichannel).

Services require a single activity or a series aivdaies and are identified by the term
phase. In a single-phase system, the service ipleted all at once, such as with a bank
transaction or a grocery store checkout. In a ipitéise system, the service is completed
in a series of steps, such as at a fast-food nesthwith ordering, pay, and pick-up
windows or in many manufacturing processes. In tamdi some waiting line systems
have a finite size of the waiting line. Sometimbss thappens in multiphase systems.
Finite size limitations can occur in single-phagstesms and can be associated either with
the physical system (for example, a call center dvdg a finite number of incoming
phone lines) or with customer behavior (if a custorarrives when a certain number of

people are already waiting, the customer choosesttin the line)
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Modes of arrival at a service station can be balkijval as a group, single arrival,
independent or conditional arrival. If the statetloé system or the sequence receiving
arrivals does not affect subsequent arrivals, thenarrivals are independent, otherwise

conditional. Timing of arrival can be uniform ondom.

Queuing discipline is the order in which customanes picked to receive service (David,
2005). First come first serve, order of servicernder of arrival. Last come first serve,
customers are served in the reverse order of &r®eavice in random order, selection is
in a way that every customer in the queue is eguiily to be selected for the service.
Hence the time of arrival is of no consequencehis $election. Priority service, this is
when customers may be selected for services acaptadisome identifiable character e.g.

emergency places.

The queue discipline can include balking (custondexsding not to join the queue if it is
too long), reneging (customers leave the queueey have waited too long for service),
jockeying (customers switch between queues if theyk they will get served faster by
so doing). (David 2005). There are two possibleooies after a customer is served. The

customer is either satisfied or not satisfied aglires re-service.

2.2.4 The Psychology of Waiting

There are a couple basic psychological aspectssibmers in waiting lines have to be
understood by a service organization, (William 20@rstly, unoccupied time of the
customer in the waiting line is always felt londkan the waiting lines and customer
satisfaction occupied time. If a customer in sexvigaiting line is engaged with some
activity either by himself or by service personhelwill not feel waiting as longer. One
of the funny but practical suggestions is to previdr a big mirror where people have to
wait in standing for longer. This is nothing bué tsubjective element of the customer as

they are not occupied by any activity in the line.

Secondly, preprocess waits of the customer is aviely as longer by customer than in-

process waits. Obviously the customer does not ¢akaizance of longer time involved
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in the service delivery process as long as hetigedyg participating in the process. Any
anxiety on the part of the customer make him tbvieeting time as subjectively longer.
Fourthly, it is very crucial from the angle of astomer in the waiting line that he should
be given to understand how long he has to waietdhg turn and receive the service. In

other words, uncertain waits appear longer to eoste than known and finite waits.

Further, any open explanation about why one hasvdad so long always relieves

commotion in the mind of customer. Hence, unexgldimvaits appear longer than the
explained waits. Sixthly, customers obviously expeither equitable treatment or a
special favorable treatment from service persortiehce, any unfair waits appear longer
to them than equitable waits. Any by-passing ofuat@mer in the waiting line causes
dissatisfaction. It has been established througleareh that the perceived equality of
customers in a Service Centre has an importantip@giffect on customer satisfaction of
the service. Seventhly, the more valuable the serthe longer the customer is willing to
wait. Lastly, customers having solo waits feebinder than those waiting in groups. It is
always better to allow customers in groups for iwgit All the above psychological

aspects of waiting lines have some lessons foricemwanagers who have to design

service counters and operate them with customessiting lines.

2.3 Customer Satisfaction

Customer satisfaction can be defined in various swaiccording to Kotler (1996),
satisfaction is the level of a person's felt stegsulting from comparing a product's
perceived performance (or outcome) in relatiorhi pperson’s expectations. As cited by
(Stahl, 1999) satisfaction level simply is a fuoatiof the difference between perceived
performance and expectations. Unlike the qualitgadds, which may be tangible and
measured objectively by using indicators such atopeance, features, reliability etc.,
service quality, however, is not tangible and isistrdefined in terms of attitude,
interaction, and perception. Thus, service quaditypydged by what a customer perceives
rather than what a provider offers. For decadestoouer satisfaction is considered to be
the key success factors for every profit-orienteganization as it affects companies'
market share and customer retention. In additiatisfeed customers tend to be less

influenced by competitors, less price sensitive, stay loyal longer (Dimitriades, 2006).
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Customer satisfaction is a measure of how yourrorgéion’s total product performs in
relation to a set of customers’ requirements, (Ni§eJdim, 2000). Satisfaction is
primarily an emotional customer-centered persoesponse/ reaction (Sridhar, 2001). As
a state experienced inside customer mind; it ire®loth intellectual and emotional
responses. Customer satisfaction (including exgientaand perception of customer)
depend more on customer and his style (his ovg@@dt purchase evaluation) than
technology or system. The customer in turn depenkdi® perception, recent performance
and first impression.

Customer participation in service production anliveey process is a crucial element of
service management and high customer contact sydtene to very carefully look into

theory and psychology of waiting lines to take adage of customer participation and to
avoid negative effects of delays and other psydio# factors on service quality and
customer satisfaction (Sridhar, 1998).

2.4 Relating Customer Satisfaction and Waiting Time

In 1985, Maister developed a framework for focusorg customer satisfaction with
waiting. This effort, although highly qualitativeé subjective in nature, nevertheless did
identify many of those factors which can affecttooser satisfaction with waiting. In his
article, Maister describes the relationship betwesistomer satisfaction, customer
perception and customer expectation as satisfagioperception minus expectation.
Perception, in turn, is dependent on both the oosts interpretation of the service
encounter and the actual service performance. ifiegins that satisfaction can also be

referred to as interpretation (performance) minyseetation.

Clearly, there are two direct approaches to inéngasustomer satisfaction with respect
to queues: First, decreasing actual waiting timerf@@mance), and secondly, managing
the customer’s expectations of the wait. New amdwvative approaches are continuously
being developed to reduce, and in some casesyt@iathinate, customer waiting time:

banks provide 24-hour service with ATMs, hotelslslbills under guest room doors on

the last night of the stay so there is no needutug to check out at the cashier desk in
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the morning, and more and more restaurants arergffdome delivery. When process
analysis demonstrates that there are opporturidgisforten waits without adding costs,

there is no question that in most situations sheveats will improve satisfaction.

The relationship between customer satisfaction waatting time can vary significantly

between firms within an industry as well as betweastomers within a firm. The factors
which affect this relationship can be classifiediestly factors which are primarily firm-

related, factors which are primarily customer-mdatand factors which are both
customer- and firm-related.

Service operations managers who can differentiatevden these factors will be better
able to understand how these factors impact om tperations by distinguishing those
over which they have total or at least partial oonfrom those over which they have no

control at all.

2.5 Summary
Queues are formed when the demand exceeds theitgapb@ facility. The basic

components of the queue process are, the inputesalso called the calling population,
the arrival process, the queue and the queue trsgighe service mechanism and the
output. The size of the calling population can bégorized according to source; the
source can be finite or infinite. In this case pogulation is finite since only Safaricom

customers are considered. The arrival rate carobstant or randomly spaced over time.
The mode of arrival can be bulk or single. Queuscigline is the order in which

customers are picked for service. Customers caehwed in the order of arrival or in the
reverse order of arrival. Service can also be mdoa order and in some cases priority
service can be exercised. The service system imdesized by the number of waiting

lines, the number of servers, the arrangement mwese the arrival and service patterns

and the service priority rules.

Customer satisfaction can be defined as a stateriexjged in the customers mind and
involves emotional responses. This state can lerrdeted by the customer’s perception,
recent performance and first impression. The m@batiip between customer satisfaction

and waiting time can be categorized into factorsctvttan be firm related, customer
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related or both. These factors are: unoccupied tinmbe waiting line, preprocess waits,
uncertain waits, unexplained waits, unfair waitalue of the service and solo waits, as

shown on the table below.

Table 2.1: Types of waits and category of control.

Factor Control

Unfair versus fair waits Firm
Uncomfortable versus comfortable waits Firm
Unexplained versus explained waits Firm
Unknown versus known waits Firm

Initial versus subsequent waits Firm
Unoccupied versus occupied waits Customer/firm
Anxious versus calm waits Customer/firm
Solo versus group waits Customer
Wait for more versus less value service Customer
Customer current attitude Customer

Despite the availability of the social media chdsn&witter and Facebook which has
become a major customer service channel and thiality of the call center, email

options and SMS, many customers still prefer tothseretail services resulting in long
gueues. This study seeks to answer the questiomghether queuing Practices can lead
to improvement in customer service satisfactiorthat customer care centers for the

mobile phone service providers in
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2.6 Conceptual Model and Framework

Upon arrival at the retail outlets, customers jthie queue depending on the nature of
service required. The customer has to wait for\alable agent to be served and after

service, the customer exits the system as showheifigure below.

Population of Customers

Arrival output

o

Queue Service

A 4

Figure 2.4: The Queuing System

Population: Mobile Service users

Arrival: Random arrival rates varying with Time

Queue: Several Parallel servers, several queues

Queue Discipline: First Come First Serve

Service: Service time, duration taken to attenelatch customer

Output: Customer exits the system.
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Conceptual Framework

Independent Variable

Perceived waiting tim

Waiting lines /queues

Influences

Dependent Variable

Queuing discipline

Queuing practices
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CHAPTER THREE: RESEARCH METHODOLOGY

3.1 Introduction

This chapter describes the research design thatd@sted, the population and how data

was collected and analyzed

3.2 Research Design

This study adopted a descriptive research desigsciiptive research entails collecting
data that describe events and then organizes asafysd describes the data collection
(Glass & Hopkins, 1984). Because the human mindhaiaextract the full import of a
large mass of raw data, descriptive statisticsvarg important in reducing the data to
manageable form. When in-depth, narrative desonptiof small numbers of cases are
involved, the research uses description as a ¢tootganize data into patterns that emerge
during analysis. Those patterns aid the mind inpretmending a qualitative study and its
implications. Descriptive studies are aimed atifuigdout "what is,” so observational and
survey methods are frequently used to collect dese data (Borg & Gall, 1989). This
research proposal adopted a survey method. Thisangs method is considered
appropriate as it deals with many members in thauladion spread all over the country
where it is not possible to study all of them amuhde calling for sampling in order to
come up with generalizations about the whole pdmraln addition, survey design is
less biased compared to other designs like in-degtl study (Gilbert & Gips, 2000).

3.3 Population

According to Tromp (2006), population is a groupirafividuals, objects or items from
which samples are taken for measurement or it isndine group of persons, or elements
that have at least one thing in common. The pojuladf the study that was under

consideration comprised of all mobile phone custsna@d managers within Nairobi
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3.4 Sample

Proportionate stratified random sampling design iased in the study. Kombo and
Tromps (2006) points out that it involves dividiggur population into homogenous sub
groups and then taking a simple random sample ¢h sab group. This method was
appropriate because it was able to represent rigttio& overall population but also the
key sub groups of the population. The method velblest because it minimizes biasness.
The general procedure for taking a stratified s@myds to stratify population, defining a
number of separate partitions using sample size: tlaen the results were combined to
obtain the required stratified sample. The samms W be the respondents at the retail

outlet within CBD of the various service provideffiere were 104 respondents

3.5 Data Collection

The study targeted customers and managers fronmtiigle phone providers within
CBD Nairobi. Semi-structured questionnaires weredus collect primary data. This
guestionnaire had both closed and open-ended qnedfiat aimed to elicit qualitative
responses from the respondents. The questionnagesadministered by drop and pick
later method. The questionnaire has three secticestion one targets general
information of the participant and the organizatiSaction two had questions that seeked
to answer the perception of the retails queue nm@magt practices and efficiency.

Section three had questions to assess customsfasttn.

3.6 Data Analysis

Data analysis was done by checking the questioemé&nr correct completion and entries
checked for consistency and accuracy. Then it weenged to simplify coding and
tabulation. To determine the relationship betweeruing management practices and
customer satisfaction, descriptive statistics weeduby way of percentages, proportions

and frequency distributions to analyze the dat& dimalysis tool that was used was Stata
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CHAPTER FOUR: DATA ANALYSIS, RESULTS AND DISCUSSION

4.1 Introduction

This chapter covers statistical data analysis usBIATA software, results and

discussions of the research. Data was summarizaddans of statistical averages and
presented in the form of tables, charts and baphgaOut of 110 questionnaires
distributed, 104 were completed representing aoresp rate of 94.54 %, which was

considered satisfactory for analysis.
4.2 General Information
The respondents were asked several questions oagdaphics; first their gender. The

results are as shown in the table below.

Table 4.1: Gender Representation

Gender Frequency Percentage
Male 42 46.9
Female 56 53.1
Total 98 100.0

Source: Research Data (2013)

Majority of the respondents were female with a %@.fesponse. These results indicate
the type of customers who mostly use mobile phareices, and also represented the

gender that was more willing to share informatigrfiing the questionnaires.

Secondly, customers were asked to state their gsiofieal status. The research findings
have been summarized in table 4.2 below.

Table 4.2: Professional Status

Professional Status Frequency Percentage
Student 64 65.3
Employed 21 21.4
Unemployed 6 6.1
Retired 7 7.1
Total 98 100.0

Source: Research Dati(2013
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Majority of the customers were students with a responseofaéb.3%, followed by
employed customers with 21.4%. Retired and unengolaystomers had a response rate
of 7.1% and 6.1% respectively. It was establisted the students were more willing to

provide the researcher with information.

Thirdly, customers were asked to state their agekat. The research findings have been

summarized in table 4.3 below.

Table 4.3: Age Bracket

Age Frequency Percentage
Below 13 years 4 4.1

14 — 23 years 62 63.3
24 — 35 years 20 204
36 — 50 years 6 6.1
Above 50 years 6 6.1
Total 98 100.0

Source: Research Data (2013)

Most of the customers were aged between 14-23 yealswid by customers who are
aged between 24-35 years. 6.1% of customers ageedre 36 years and above, while
4.1% customers aged below 13 years. It was estallithat the youth dominated this

research sample.

The respondents were asked why they choose toncentvith their current service
providers. This was to help find why customers lag@al to their providers of choice.

The findings are shown in the table 4.4 below.
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Table 4.4: Reasons for staying with the service pwider.

Reason Frequency Percentage
Friends and family 22 22.9
Network coverage 20 20.8
Good services 29 30.2
Loyalty 8 8.3
Cheap call rates 17 17.7
Total 96 100.0

Source: Research Data (2013)

Majority of the respondents (30.2%) stayed becafigmod services .This was followed
by friends and family at 22.9%. Network coveragekt20.8%. Cheap call rates 17.7%

and lastly consumer loyalty 8.3%. These resultsveldothat customers are interested in

receiving good services. Turban et al. (2002) belihat good customer service boosts

the level of customer satisfaction.

Respondents were asked to rate the efficiency ef g@rvice provider in serving

customers queuing and what they thought manageooed do to increase efficiency.

The findings are as shown in the table below.

Table 4.5: Increasing efficiency in serving waitingustomers

Increasing Management Efficiency Frequency Perceéage
Increase staff 28 31.1
Attend to subscribers fully 16 17.8
Low rates 11 12.2
Faster response to customers 15 16.7
Staff training 6 6.7
Improve call line services 7 7.8
Improve technology 5 5.6
Nothing, contented 2 2.2
Total 90 100.0

Source: Research Data (2013)
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From the results above, it was established that sesice providers were rated average
in their efficiency by 53.1% of respondents, 33.884good and least poor 13.5%. As per
the table 4.5 above customers found the most agptepway of being more efficient is

by increasing agents in the customer care ceritavgis shown by the highest percentage
31.1%. There were few customers who expressedsailsfaction from their service

provider .this was given by 2.2%. It was also dsghbd that satisfaction can be

improved by an addition of customer care agentetge them, thus ensuring the queue
moves faster. There is indeed a big room for imeneent of serving customers queuing.
Scotland (1991) argues that queuing for servica megative experience, and therefore
operations managers should continually look for sv&y speed up services as it has

become a very important attribute (Kart, Larson &don, 1991)

4.3 Queuing Management Practices and Customer Sdtstion.
Managers were asked to indicate whether there a@aegmanagement practices in the

customer care centers. The findings were as the 4ab below.

Table 4.6: Existence of Queue Management Practices

Presence of queuenanagement practices Frequency Percentage
Yes 2 33.3
No 4 66.7
Total 6 100.0

Source: Research Data (2013)

As can be seen above, 66.7% response show therabsaace of queue management
practices and 33.3% exhibit there was queue managigonactices. More than half of the
respondents indicated that there are no queue rearay practices among the mobile

phone customer care centers.

Respondents were also asked to indicate which guamagement practices if any, have

been adopted at the customer care centers. THesraseias shown in the table below.
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Table 4.7: Queuing Management Practices Adopted.

Practice n Mean Std. Dev
Station light 5 2.8 1.7
Audio cue 5 3.0 2.0
Single line Queuing 6 3.3 1.8
LCD 6 3.5 1.9
Reading Materials 6 3.5 1.9
Inline display of merchandize 6 3.0 2.2
Mobile staff 6 3.8 1.8

Source: Research Data (2013)

The respondents were to rate each of the queuegmamemt practices on a five point
scale where 1= strongly disagree, 2= somewhat isa@= neither agree nor disagree,
4= somewhat agree and 5= strongly agree. The ndogted practice was found to be the
mobile staffs who serve customers while still orewg; with majority of managers

somewhat agreeing. The other practices that hads#ime rating were the reading

materials and LCD displays.

The same question was posed to customers so thaath able to identify the practices

that have been out in place. Findings were asaatable 4.8 below.

Table 4.8: Customers view of queuing practice adopt at the centers

Variable n Mean Std. Dev
Station light to point customers to open counters 7 9 21 14
Mobile staff 97 2.1 1.4
Reading material 97 1.4 1.0
LDC Display 97 2.9 0.9

Source: Research Data (2013)

The analysis was done on a five point scale wherstfongly disagree, 2= somewhat
disagree, 3= neither agree nor disagree, 4= someagnaee and 5= strongly agree. The
results show that customers feel that screens ayisyg videos and promotions are

available at the customer care centers. The regmbsaheither agreed nor disagreed to
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the existence of this practice. They also disagteethe existence of mobile staff and
station lights. They disagreed strongly on thetexise of reading materials. This implies
that the effect of service from the mobile stafii@@nagement has suggested is not strong
in relation to the number of customers waitinginel The LCD screens that occupy the
customers so that the actual waiting time seems, lase either not positioned
strategically to catch the customers attentiorhawe information that is appealing to the
customer to draw their attention from the waitimgel as stated by William (2009).
Queuing management practices are measures thatpwreinto place to ensure
effectiveness and efficiency of services as expeds/ (Kuklin 2013). The practices
help reduce customers’ actual wait time, percevad time, and improve productivity.
The other ways of managing long queues at the testeare centers were found to be
floor management and also plans to open more cestoare centers across the country
to cub the numbers. The challenges faced in imphtimg techniques to manage queues
in the customer care outlets came out stronglyaek of knowledge followed by both

prestige customer rigidity and huge customer flow.

4.4 Customer Satisfaction and Waiting Time

Respondents were asked to estimate the time takesefvice. Results are as shown on
the table below.

Table 4.9: Service Time

Time taken to be served Frequency Percentage
0.-15 min 35 36.7
16-30 min 35 36.7
31-45min 11 115
More than 45 min 15 15.6
Total 96 100.0

Source: Research Data (2013)

The findings indicate that most customers waiine for at most 30 minutes to receive a

service. This was given by 36.7%. The same pesigenhas been seen from customers
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whose service time was at most 15 minutes. A gaodhber indicated that service took
more than 45 minutes. Several customers reporigdstrvice time was between 30-45
minutes. Service time is the time elapsed frombagnning of service to its completion
for a customer at a service facility. According $bioyama (1991), it is difficult to
predict accurately when demand will be placed faality and how much time will be

required to provide the needed service as obsemvib findings above.

Respondents were asked to rate their satisfactgsakisfaction with the process of
getting their problem solved. The table 4.9 beltvves the results.

Table 4.10 : Process of getting the problem solved.

Problem solving process evaluation| Frequency Percentage
Very satisfactory 10 10.3
Satisfactory 48 49.5
Average 32 32.9
Unsatisfactory 7 7.2
Total 97 100.0

Source: Research Data (2013)

Most customers expressed that they were satisfiddtive process with a response rate
of 49.5%, 32.9 % of the customers rated the proasss/erage, 10.3 were very satisfied
and 7.2 were unsatisfied. From the above findihgs apparent that many customers are
not satisfied by the general process of solving ghiblem, right from the moment they
get access of the customer care center. There are Ppsychological aspects of
customers in waiting lines that make their waitse@gm lesser. This observation had been
identified by Heineke (1994). This implies that theobile phone providers are not

critically looking into these aspects.

Respondents were asked to indicate their opiniouifferent statements that bring out
the relationship between customers satisfactionveaiting time, categorized into factors
which can be firm related, customer related or bdthe findings are as shown on the
table 5.1 below.
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Table 4.11: Summary on various customers’ opiniomirelation to perception and

satisfaction.

Variable n Mean Std. Dev
Location of the care centers 94 3.9 0.8
Visiting hours are convenient 97 1.8 1.2
Atmosphere and ddecor 97 3.1 0.8
Good selection of products 97 2.6 1.9
Services rendered and good value 96 3.5 1.0
Handle many customers 97 2.4 1.1
Overall satisfaction 97 2.5 0.9

Source: Research Data (2013)

The respondents were to rate their opinions irticeldo perception and satisfaction on a
five point scale where 1= strongly agree, 2= agfi¥e,neutral, 4= disagree and 5=
strongly disagree. Customers disagreed that thatitot of the care centers was
convenient but agreed that visiting hours were earent. The overall satisfaction of the

services at the customer care centers has beaatedias neutral.

Managers were asked to state their opinions orereift parameters that relate to

customer satisfaction and waiting time. The findimgere as the table 5.2 below.

Table 4.12: Managers opinion on the various statemés

Variable n Mean Std. Dev
Well trained agent 6 1.2 0.4
Well supervised agent 6 1.3 0.5
Adherence to professional standards 6 1.2 0.4
Supervised queues 6 2.0 0.9
Many queues 6 2.0 1.0
Many agents to serve customers g 1.5 0.8
Separated and tailored queues G 1.2 0.4
Automated services 6 1.2 0.4
Many centers 6 2.2 0.8

Source: Research Data (2013)
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The analysis was done on a five point scale wherestiongly agree, 2= agree, 3=
neutral, 4= disagree and 5= strongly disagree. ré€kalts show that managers strongly
agree to that the agents at the centers are \@eiett, supervised, adhere to set standards
of conduct, that queues are tailored based on mest) needs and services are
automated to help reduce time wastage. As to whdliere are many queues to serve
customers, many agents to offer service and certteggespondents agreed. According
to the survey that was done by Maina (2010), onth@fweaknesses noted was the very
long queues at the care centers. From the findimgjsile phone service providers still
need to improve on the factors within the firmstcolnto reduce waiting time.
Respondents were asked to state on a scale ofh&-®xtent to which the queuing
management practices contribute to the compani@sastomers welfare. 1= very great
extent, 2= great extent, 3= moderate extent, 4=drignt and 5= no extent at all. These

findings are shown in the table 5.3 below.

Table 4.13: Extent to which queuing management prdices have contributed to

company and customer welfare

Variable Mean Std. Dev
Reduce the waiting time 1.8 0.8
Reduced work load 2.8 1.8
Improved quality of services 15 0.5
Increased customer satisfaction 1.7 0.8
Increased number of customers served 1.8 0.

Source: Research Data (2013)

It was found to a great extent, queue managemeattipes have led to increased
customer satisfactiorM=1.7), improved service quality{=1.5) and increased number
of customers served (M=1.8). It also showed thatphactices have reduced the work

load moderatelyNi=2.8)

Customers were asked to give their experienceeatubtomer care center. Results are as

shown below.
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Table.4.14: Experience at Customer Care Center

Experience at the customer care Frequency Percentage
Kept waiting on line 37 38.1
Had to explain severally 19 19.6
Problem was well handled 36 37.1
Had to ask others 1 1.0
Spoke slowly 3 3.1
Other 1 1.0
Total 97 100.0

Source: Research Data (2013)

Majority of the respondents (38.1%) revealed tleeiperience as to have been kept

waiting on line, 37.1 % indicated that their problevas well handled.

Respondents were asked to suggest how the quexpagience can be made a better

experience and the findings are as the table 4eldwb

Table 4.15: How queue management can be more efént

How queuing practice can be efficient Frequency céenge
Increase customer care agents 26 29.2
Improve technology 13 14.6
Faster response 10 11.2
Train Staff 10 11.2
Increase Outlets/care centers 16 18.0
Improve hospitability services 5 5.6
Specialization in departments 7 7.9
Already satisfied 2 2.3
Total 89 100

Source: Research Data (2013)
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Most of the customers (29.2%) felt that increasingtomer care agents would go a long
way to increase efficiency. 18.0% respondents sitgdethat increasing outlets would be
ideal, 14.6 % proposed improving technology, 11.2o0%6the respondents were for

training staff and faster response. 7.9 % suggdbedpecialization in departments and

2.3% were already happy with the queuing experience

Regression analysis was done on the factors affgtiow automization of services has

increased customer satisfaction and the numbausibmers served, as shown below:

Table 4.16: Regression Analysis

Ssource SS df MS Number of obs = 6

F(C 2, 3) = 5.64

Model .658333333 2 .329166667 Prob > F = 0.0962
Residual .175 3 .058333333 R-squared = 0.7900

Adj R-squared = 0.6500

Total .833333333 5 .166666667 Root MSE = .24152
automated Coef. std. Err. t P>|t] [95% conf. Interval]
satisafact~c .525 .1574537 3.33  0.045 .0239121 1.026088
custserved -.25 .1707825 -1.46 0.239 -.7935062 .2935062
_cons .75 .295804 2.54 0.085 -.1913803 1.69138

Source: Research Data (2013)

According to the table above, the factors thatsggrificant in automization are increased
customer satisfaction level and more customersgosgnved. This is explained by the ‘P’
value which should be below 10%. The ‘p’ value.iB9®2. This results therefore indicate
that automization in the customer care centre witually improve the customer

satisfaction level and also increase the numbeustomers served on a daily basis.

Managers were finally asked whether there weresplendlerway to ensure queuing is a

better experience to the customers.
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Table 4.17: Plans to better queuing at care center

Plans to better queuing Frequency Percentpge
Yes 6 100.00
Total 6 100.00

Source: Research Data (2013)

The findings showed that 100% of the managers’aesp expressed there were plan to
better queuing at all customer care centers. Tleans that the managers are aware that
there is a danger that excessive waiting time ead to loss of customers to competitors
as argued by Kotler (1999). Maister (1985) deseritte relationship between customer
satisfaction, customer perception and customeraapen as; satisfaction is perception
minus expectation. Perception is dependent on thetlcustomers’ interpretation of the
service encounter and the actual service performanbis implies that managers are
ready to deploy measures to improve customer aatish by having approaches and
practices that will decrease actual waiting time amnage customers’ expectations of
the wait.
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CHAPTER FIVE: SUMMARY, CONCLUSIONS AND
RECOMMENDATIONS

5.1 Introduction

This chapter will discuss the aim of the reseashmmary, Recommendations and
Conclusion of the findings of the research. Limaas of the research and suggestions

for further research have also been covered irctiapter.

5.2 Summary

This study was carried out to determine the refstiip between queuing management
practices and customer satisfaction at the custmae centers for the mobile service
providers in Nairobi, and established the prin@plesed to manage queues in the

customer care centers.

The study shows that the main reason a customebevililling to stay with a particular
service provider was the service. Customers aptregjood services, and will remain
loyal if the service is exceptional. It also shoviledt the customers want the good service
with the least time possible; they would not wamtbe kept waiting in line. The study
also brought out the need to improve customerssfaation levels. This was pointed as
to automate services/processes, increase the cersttare centers and also increase the

customer care agents within the care centers.

The study also indicates that other than the custactare agents at the centers, other
principles used to manage queues are mobile stdftsmeet the customers while they
are still on queue for service. But the mobilefstafive to be enough to meet the demand
of the waiting customers. Floor management is aratlay of reducing the wait line by
supervising staff and attending to customers comgglaUse of USSD (Unstructured
Supplementary Service Data). It is a global systEmn mobile communication
technology, which is used to send data betweenoaephnd an application program in

the network.
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5.3 Conclusion

According to the study, the queue management pegciplayed a significant but small
role in customer satisfaction. The study also tyestrows that management should adopt
gueuing management practices in all outlets ashidisseen to reduce customers waiting

time, improve quality of service and subsequemttyease customer satisfaction.

The findings suggested that in order to keep th&totners happy, management and
decision makers should concentrate also on incrgaie number of skilled staff or

agents. Also automating services, that is impr@ahriology so as to respond faster to
customers and make queuing more efficient. Incngasiutlets or the customer care
centers for easier accessibility of customers’ ises/was also an important decision to

be put into practice.

The study shows that the principals used to magagees at the customer care centers
also are an added advantage to enhance custonstéactain. The principals were found
to be floor management or supervision, use of mosiaff. These principles should be
deployed especially when the flow of customersgh h

5.4 Recommendations

This study recommends that all mobile service mlers should embrace the
implementation of queuing management practicessgatéms within their customer care
centers in order to have more unmatched customperience. Also automation of
process and systems should also be done to ersairdhte customers wait time is
reduced.

Continuous training of customer care agents andagement is also recommended to
ensure that at all times excellent service is effeto the customer, and to ensure faster
problem solving skills. Customer education is al® important recommendation.
Making sure customers are up to date with all kiodenproved technological trends on

mobile technology will improve their service exgarce.

36



5.5 Limitations

The Research was conducted successfully and tbarodsobjectives were met, however,
there were some limitations: First, the time detdidao the project was not enough due
to job and school demands and deadlines. This nitatlard to make visits to the

customer care centers as many times as it would haen ideal to collect enough data
especially from management. Secondly, accesddomation was not very easy as some
respondents were not willing to complete the qoestaires since they were suspicious of

the intentions of the study.

5.6 Suggestions for future Research

This research was specifically designed to stulyence queuing management practices
and customer satisfaction among mobile phone cuestarare centers in Nairobi. It is
recommended that further research on queuing mamagepractices and systems to be
carried out in the other cities in Kenya. The resieacan also be extended to other
hospitality industries in the Kenyan market e.gnBabecause they are also confronted
by the issue of queues. Follow up research withexrhobile service providers can also
be done to enhance the body of knowledge.
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APPENDICES

Appendix I: Questionnaire

This questionnaire is for the purpose of collectagga for the purpose of academic

research. This questionnaire will benefit the redear in accomplishing academic goals.

You are kindly requested to answer the questionsigely and exhaustively. Please tick

within the boxes and fill the structured questiarmavith applicable answer to enable the

study to be successful.

Customers Questionnaire

Section A: General Information

1.

Indicate your gender

Male () Female ()
Indicate your age
i) Belowl13years () i) 14-23 years ()
iv) 36-50 years () v) Above 50 years ()
What is your professional status?
i) Student ()
i) Employed ()

iii) Unemployed ()
iv) Retired ()

a) Who is your mobile service provider?

i) Safaricom Limited ()
i) Airtel Kenya ()
iil) Yu- Mobile ()
iv) Orange Telkom ()

v) Any other

iii)-28 years ()

b. What makes you stay with the service provider lyave selected in (a) above?
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5. How long have you been a customer in this company?
i) O-4years ()
i) 5-8 years ()
iii) 9-12 years ()
iv) Over 12 years ()
6. How would you rate the efficiency of your seeviprovider in serving customers
queuing?
i) Good
i) Average
iii) Poor
iv) Very poor

7. How do you think the management can do to besrafiicient?

Section B: Queuing Management Practices
1. Do you have queuing management practices at th&oroes care center your

Company?
i) Yes ( )
i) No ( )

2. If yes, which of the following queuing practiceadopted?

Strongly | Somewhat | Neither agree Somewhat | Strongly

disagree | disagree nor disagree | agree agree

Station lights to point

customers to open counters

Audio cues to call
customers to point of

service

Single-line queuing

LCD screens displaying

videos or promotions
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Reading materials

In-line displays for

merchandising

Mobile staff to serve

customers while on queue

3. Rate your level of satisfaction on how queuesnaanaged at the customer care center?

i) Very good ()
i) Good ()
i) Fair ()
iv) Poor ()
v) Very poor ()
4. Indicate the best representation in terms ofutem of customers waiting time at the

customer care center?

i) 0-15 ()
ii) 16-30 ()
iii) 31-45 ()

iv) More than 45 ()

5. Kindly indicate your opinion in regards to the tmdling statements

Strongly | Agree Neutral Disagree | Strongly
agree disagree

The queues are supervised

There are several queues at the
customer care center to sefve

customers

There are many people who serve
the customers to reduce the waiting
time

The queues are separated and
tailored based on customer needs
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Some services are automated| to

help reduce time wastage

There are many centers to reduyce

long queues in the place.

6. In what other ways does the company manage quewyair company?

7. Do you think the queue management practices haea bé help to improve the

waiting time and queuing problems at the custoraez center?

Yes [] No| ]

8. In what other ways has the management of the quieees of help to you as a

customer?

Section C: The perception and Satisfaction of the @&tomers

9. Please indicate your opinion about each of theWahg statements.

Strongly
agree

Agree

Neutral

Disagree

Strongly
disagree.

Customer care centers dare

conveniently located

Visiting hours are convenient for the

customer services needs

Customer care center's atmosphere

and décor are appealing

A good selection of products and

services is present
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Services rendered are of high qualit

<

Services rendered are of good value

for the time spent waiting

The customer care agent handjed

many customers quickly

Overall | am satisfied with the retai

services

10. Approximately how long does it take you to be sdraethe customer care center in
minutes?
i) 0-15 ()
i) 16-30 ()
i) 31-45 ()
iv) Morethan45 ()

11.The process of getting your problem resolved was
i) Very Satisfactory
i) Satisfactory
iii) Average
iv)Unsatisfactory

V) Very poor

12.What would best describe your experience, when visited the customer care
center?
i) Kept on waiting on line
i) Had to explain several times
iii) My problem was well handled
Iv) Had to ask others
v) Spoke slowly
vi) Other
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13.Rate the knowledge and skill of the customer cdre served you?
i) Best
i) Good
i) Fair
iv) Poor
v) Worst

14.The customer care agent
i) Gave me correct information
i) Didn’t understand the question
iii) Gave unclear answers
iv) Couldn’t solve problem
v) Disorganized
vi) Other

15.What do you think should be done to increase tliecefeness of the queuing

practices used by at the customer care centers?
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Management Questionnaire

Section A: General Information
1. Who is your mobile service provider?

i) Safaricom Limited ()
i) Airtel Kenya ()
iii) Yu- Mobile ()
iv) Orange Telkom ()

2. How long have you worked in the company?
i) Lessthan 5 years ()
ii) Between 6-10 years ( )
iii) Above 10-15years ( )
3. For how long has the company used queuing as aatape management
technique?
i) Lessthan 5 years ()
ii) Between 6-10 years ( )
iii) Above 10-15years ( )
4. Has there been any study done to assess custoi@ersivqueuing?
i) Yes ()
ii) No ()
5. If yes, when was it done?

6. What was the finding?

7. If no, indicate your opinion.
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8. Please indicate your opinion about each of the¥ahg statements.

Strongly

agree

Agree Neutral| Disagree

Strongly

disagree

Customer care agents are well trained

Customer care agents are well supervised

Customer care agents adhere to professi
standards of conduct.

onal

The queues are supervised

There are many queues which serve customers

There are many people who serve the custome
reduce the waiting time

Is to

The queues are separated and tailored base
customer needs

d on

Some services are automated to help reduce
wastage

time

There are many centers to reduce long queues

e place.

non

9. Do you have queuing management practices at thres care center in your

Company?
i) Yes ( )
i) No ( )

10. Which of the following queuing practice is adoptedhe customer care centers?

Strongly | Somewhat

disagree | disagree

Neither agres

nor disagree

Somewhat

agree

Strongly

agree

Station lights to point customers

to open counters

Audio cues to call customers to

point of service

Single-line queuing

LCD screens displaying videos

or promotions

Reading materials

In-line displays for

merchandising

Mobile staff to serve customers

while on queue
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11.For how long is the practices above been in use?

i) Lessthan 1 year (
i) 1-5years (

iii) 6-10 years (
iv) More than 10 years (

)
)
)

)

12.Indicate the extent to which the queuing managerpeadtices have contributed to

the welfare of company and the customers.

Very Great

extent

Great

extent

Moderate

extent

Low

extent

No extent

at all

Reduced the waiting time for customers

Reduced the workload of the employees

Improved the quality of the services since

agent deal with a small number of people

an

Has increased customers satisfaction

Has increased the number of custom

being served per day

ers

13.What other practices has the company put in placeanage long queues in their

customer care centers across the country?

14.What challenges are you facing when implementicgrigjues to manage queuing

at retail shops?

49




15.How do you control long queues in at the custoraee outlets?

16.What is been done to reduce the customers waitimeft

17. Are there any plans been taken to ensure queuithg aetail shops is a better
experience to the customers?
i) Yes ()
i) No ()
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