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ABSTRACT
Global competition and technological developments/eh dramatically increased product
knowledge and available alternatives to custom@&rmed with information, customers have
become more sophisticated and demanding. CustoreIs,result, have rising expectations of
firms and its products. Further due to proliferatiof the market by a number of providers
offering the same service, delivering superior aor value and satisfaction are crucial to the
competitive edge of a firm. The Kenyan telecommatian landscape is painted by four key
mobile telephony service providers competing irenffg service to customers in the telephony
industry. Over the past decade the information @hecommunications (ICT) sector has been
among the major drivers of economic growth for Satraran Africa. It isexpected that the
sector will still be the driving force of fundamahteconomic change within the continent thus
intensifying competition in the industry even figthEvidence suggests that the recent interest in
competitive strategy and competitive positioninghiler good in itself has resulted in the
management of many firms placing too much emphasigompetitive performance and too
little emphasis on customer expectations. Thisyssadks to determine latent effects of customer
service quality dimensions as relevant to mobilepigony service industry in Kenya an area that
so far attracted very little research interest.e&atiptive survey study was designed targeting the
entire mobile telephony industry clients in Momb&sa&stablish whether a provider’s quality of
customer service was a competitive strategy thfattfd competitive advantage of the mobile
telephony industry in Kenya. Stratified random shngpwas used to sample the respondents at
an outlet shop of each of the major service pragidePrimary data was obtained from the
respondents using structured questionnaire witeedlend questions, administered at customer
service contact points. Data analysis and repofindfings was done using descriptive statistics
in the form of tables, frequencies and percentafes.analyses of the relationships between
independent and dependent variables regressiolyssalas used. The results showed that
customer choice of a mobile service provider isatiyeinfluenced by the quality of customer
service that a provider gives to its customers.cBipally, the findings showed that effective
standards and procedures, good customer expeacambience are important components of
an organizations’ ability to gain competitive adiage. It is therefore recommended that the
management of the mobile service providers congidéting in place the recommended steps
seen as probable ways of ensuring that their cust@arvice are improved to sharpen their
competitiveness.
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CHAPTER ONE: INTRODUCTION

1.1 Background of Study

Global competition and technological developments/eh dramatically increased product
knowledge and available alternatives to custom@agher & Hansen, 2004). Armed with
information, customers have become more sophisticabhd demanding. Customers, as a result,
have rising expectations of firms and its produ@slivering superior customer value and
satisfaction are crucial to the competitive edga 6fm (Kotler& Armstrong, 2000; Weitz& Jap,
1995). Undoubtedly, service quality and customéistaction are principal drivers of financial
performance. Therefore, improving customer satigfads a critical issue for business managers
in today’s competitive global marketplace. Withstigioal in mind, numerous business managers
are continually attempting to identify critical sme attributes that generate customer

satisfaction and loyalty in order to stay abre&stompetitors.

Levitt (1983) recognizes that the purpose of bussnis to find and keep customers and to get
existing buyers to continue doing business with yatlher than your competitors. The relative
role of customer service can vary widely acrossigtides, organizations and customer segments.
However, the core of its definition is that custonservice is defined by the customer who
receives it. Along this line, Smith (1998) definesstomer service as meeting the needs and
expectations of the customer, as defined by theomes. The customer is the judge of quality
customer service, based on the expectations heednas for the service.

The telecommunications industry is competitive vatimsumers having a large choice of mobile

and fixed line operators from which to select ss#si Due to aggressive competition mobile



operators are forced to revisit their strategiesi&ntain or improve their competitive advantage.
The mobile operators must identify and understamtgb about customer loyalty since customer
loyalty ensures higher profit through enhanced mees, reduced costs to acquire customers
(Sharp & Sharp, 1997). High quality service helpgénerate customer satisfaction and loyalty,
increase market share, and improve productivity farehcial performance (Anderson, Fornell,

& Lehmann, 1994; Lewis, 1993).

1.1.1 Customer Service

Customer service is important in an organizatia@uisst to keep customers. The core of its
definition is that customer service is defined g tustomer who receives it. Along this line,
Smith (1998) defines customer service as meetiagéeds and expectations of the customer, as
defined by the customer. The customer is the judgpiality customer service, based on the
expectations he or she has for the service. Thd¢velrole of customer service, however, can
vary widely across industries, organizations arst@mer segments. Customer service is the
interaction between the customer and a represeatatithe organization and is not limited to a

single function or job type within the organization

To marketers, Consumer satisfaction is importamabse of its potential impact on loyalty,
word-of-mouth, repeat-purchase behavior, and p(éfibrecht and Zemke, 1985; Bearden and
Teel, 1983; Zemke and Shaaf, 1989). Research irdithat consumers currently demand higher
quality service and often perceive existing levisfall short of expectations (Otten, 1988;
Rosenstein, 1988). It is thought that as consupenseive a widening gap between expected and
desired levels of service, feelings of dissatiséercincreasingly develop (Oliver, 1980).Taken in

conjunction with reports which estimate that thetaaf obtaining a new customer is five times



greater than servicing an existing one, the impagaof providing quality service cannot be over
emphasized (Szabo, 1989). However, consumer sdimfacan be restored and maintained with
the appropriate managerial action and used as @eaidive strategy to differentiate the firm in
homogeneous markets (Rose, 1991). Positive evahsatif customer complaint encounters have
been shown to be viewed as second order satigfiaatid help to build customer loyalty and

higher levels of repurchase intention (Etzel arlde®iman, 1981; Gilly, 1987; Westbrook, 1987).

1.1.2 Competitive Advantage

Competitive advantage can be defined as the asymmedifferential in any firm attribute or
factor that allows one firm to better serve thetaoners than others and hence create better
customer value and achieve superior performanamgfbny attributes, the higher a firm scores
vis-a A —vis its rivals, the greater its compettiadvantage. A firm's competitive advantage
often arises from one or more of the following threources: ownership-based; proficiency-
based; and access-based. That is, a firm can gwiantage by ownership or possession of
certain valuable assets or factors, e.g. strongkehgrosition (Porter, 1980), unique resource
endowment (Barney, 1991), or reputation (Hall, J98% opportunity or rights to gain superior
access to inputs and markets (Lieberman and Moreaggni988), e.g. exclusive relationship
with supplier or distribution channel; by superikmowledge, competence, or capabilities in
conducting and managing its business processesakdpri991; Prahalad and Hamel, 1990;
Teece et al., 1997): producing quality producttoater costs and delivering the right products
and/ or service to its customers in the right platéhe right price and time through the right
channels.

To achieve any advantage in business, a firm hésotodeeply and systematically into what it

has, what it knows and does, and what it can getadvantage comes from the differential in



any firm attributes, be it ownership, access, awedge based, that allows one firm to better
provide customer value than others can, any fatftat contributes to the existence and/or
enlargement of such a differential could serve a®warce of firm advantage. That is, to gain
advantage, a firm could focus on raising the plgyavel of or it could also proactively constrain
or belittle rivals. The former approach exploite tabove three sources of advantages by

positively enhancing a focal firm's ability to cteaalue better than others can.

In the 21st century business landscape, firms camspete in a complex and challenging context
that is being transformed by many factors from glaation, frequent and uncertain changes to
the growing use of information technologies (DeNikiitt and Jackson, 2003). Therefore,
achieving a competitive advantage is a major peeypation of senior managers in the
competitive and slow growth markets, which chand@méemany businesses today and the sources
of competitive advantage have been a major confoegracholars and practitioners for the last
two decades (Henderson, 1983; Porter, 1985; Cayg&%; Prahalad and Hamel, 1990; Barney,
1991; Grant, 1991, Peteraf, 1993).

The importance of competitive advantage and digtieaccompetences as determinants of a
firm’s success and growth has increased tremenglansthe last decade. This increase in
importance is as a result of the belief that funeiatal basis of above-average performance in the
long run is sustainable competitive advantage @Poft985).Thus, it is understood that across
sectors most firms should recognize that attaincmgnpetitive advantages is the most
challenging issue facing firms in the 21st cent#gcording to Barney (1991) a firm is said to

have a sustainable competitive advantage wheninipgementing a value creating strategy not



simultaneously being implemented by any curremiaiential competitors and when these other
firms are unable to duplicate the benefits of ttrategy.

Thus sustained competitive advantage exists onér afforts to replicate that advantage have
failed. In order for a firm to attain a "sustaitelbcompetitive advantage, its generic strategy
must be grounded in an attribute that meets foter@. It must be: Valuable—it is of value to
consumers, Rare—it is not commonplace or easilgioét, Inimitable—it cannot be easily
imitated or copied by competitors and Non-substhilé—consumers cannot or will not

substitute another product or attribute for the previding the firm with competitive advantage.

1.1.3 Mobile Industry in Kenya

The Kenyan telecommunication landscape is paintedoor key mobile telephony service
providers namely Safaricom, Airtel, Yu and Telkoma@ge. According to the Communications
Commission of Kenya (CCK), by the end of 2010 theeze 22 million registered mobile cell
phone subscribers with a projected growth rate .6#@per annum. The penetration rate of
mobile phones in Kenya is 63%. With all these sti&s it is no wonder that it has generated a lot
of attention from the public and private sect@mice 1999, Kenya has seen a tremendous leap in
technology. Independent mobile operators came &adged telephony with the huge push to

spread mobile telecommunication across the co@@K Report, 2010/11)

Nearly 13 years later and 70% of the populationehaacess to a mobile handset device. With it
comes access and services that could only be ddeafeefore, from mobile money distribution

and banking services, to social networking, ematll &PS mapping software applications.
During the period under review (Quarter 2 of thedricial Year 2012/2013), the total number of

mobile subscribers rose to 30.7 million up from43fillion recorded in the previous quarter.



This represents an increase of 1.0 percent duhagoeriod and 13.9 percent compared to the
same period of the previous year. However, as gbdeduring the previous period, the rate of
growth has slowed down as the market appears sadusad tending towards maturity Kenya

now boasts a mobile penetration of 77.2 per cestt(® Statistics Report Q2, 2012/13)

Such a competitive environment is usually to theebé of the consumer in the sense that there
is an opportunity to evaluate the perceived bemnadit the services offered by the different
business entities before deciding to purchase tcpkar product. Cost chargeable on usage, the
lost opportunity to use other offering, potentiaitshing costs etc are among other factors that
would influence a customers’ choice of service #&mthce a service provider. Therefore an
understanding of a consumers’ idea of value inncega deliverable service becomes cardinal in
so far as satisfactory service delivery is conagrne

The introduction of Mobile Number Portability (MNB}tablished a fresh frontier of competition
among the players in the telecommunication indusdyccinctly put, MNP is the process that
allows a subscriber to transfer or port a numbemfitheir current Mobile Service Provider
(Donor operator) to another Mobile Service ProviiRecipient Operator).lt makes it possible
for one to maintain an existing mobile phone numbleen switching from one mobile network
operator to another mobile network operator. MNRB waiended to introduce further flexibility
in the mobile phone market, as a result of whiclbiheanetwork operators have supposedly been

subjected to heightened competition.

1.2 Research Problem

The need for business entities to focus on imppvéervice quality in order to sustain

competition and influence customer behavior hasbeeognized in a number of literatures.



Zeithaml (2000) presents an excellent overview iaflihgs of research on aspects of the
relationship between customer satisfaction androzgéional performance. Positive evidence on
the direct relationship between customer satisfaciind organizational performance is found by
e.g. Koska (1990) and Nelson et al (1992) in hasgiettings with higher profitability; Aaker&

Jacobson (1994) found better stock return linkedtproved quality perceptions; Anderson,
Fornell& Lehmann (1994) found a significant assboia between customer satisfaction and
accounting return on assets; Ittner&Larckner (19f8)nd that shareholder value is highly
elastic with respect to customer satisfaction. Qust’'s satisfaction holds the potential for
increasing an organization’s customer base, ineréfas use of more volatile customer mix and
increase the firm’s reputation (Fornell, 1992, Leyee and McDaugall, 1999). One path to

achieving customers’ satisfaction is through cusimnservice.

The last 15 or so years have seen very drasticgelsaim telecommunication, a revolution that
has been dubbed as greater than the wheel reval@wer the past decade the information and
telecommunications (ICT) sector has been amongger drivers of economic growth for Sub-

Saharan Africa. Hence, it is expected that theosewstll be the driving force of fundamental

economic change within the continent. Evidence sstggthat the recent interest in competitive
strategy and competitive positioning, while gooditself has resulted in the management of
many firms placing too much emphasis on competiiggormance and too little emphasis on

customer expectations.

Numerous empirical studies point out the profitépibf good customer service as shown in

studies conducted by Cronin & Taylor (1992) in ssvsectors such as: banking, pest control,



dry cleaning, and fast food; found that customésfetion has a significant effect on purchase
intentions in all four sectors. Similarly, in thedith-care sector, McAlexander et al. (1994)
found that patient satisfaction and service qudidye a significant effect on future purchase
intentions (Kandampully&Suhartanto, 2000).While stixig literature on customer service for
mobile telephony in emerging economies conteximsed, those that exist are country specific.
This study therefore seeks to determine latenteffef customer service quality dimensions as
relevant to mobile telephony service industry innit@ This study will be guided by the

following question does customer service deternaneompany’s competitive edge in mobile

telephony market in Kenya?

1.3 Research Objectives

The following objectives were built to achieve timals of this study:
i. To establish the extent to which customer serviflience customers' decision toward
choosing their mobile service provider.
ii. To determine the extent to which customer servadiffected competitive advantage of

mobile telephony industry in Kenya.

1.4 Value of the Study

Customer service varies by product, industry anstaroer. It however, assumes important
dimension in service delivery and sales of prod&everal theories hold customer service as
important as far business dynamics are concernegin@ing from Grénroos’ (1982) Consumer

Perceived Quality (CPQ), there have been differicepts by many authors and this has



inspired the proliferation of many models of seevuality, each of which is context specific
with unique features (NitinDeshmukh&Vrat 2005).

While existing literature on service quality foohile telephony in emerging economies context
is limited, those that exist are country specifitis study therefore seeks to determine latent
effects of customer service quality vis-a- vis cetifive edge dimensions as relevant to mobile

telephony service industry in Kenya.

This study aims to bring the voice of the custoutiezctly to the decision-makers, giving them
the necessary data to make the decisions thaimpkct customers in the most positive manner.
A strong customer service policy can make a hufferdnce in the success of a business. By
implementing and maintaining policies and procesdutet encourage strong ties with clients
while still protecting the interests of the compathe process of keeping customer defection to a

minimum while continuing to expand the client bassimplified.

Practically the study aims to allow committed cansus provide inputs for the company to
solve the problems when they have an option of lsimyalking away (Czepiel and Gilmore
1987).In addition to providing feedback on the fsmperformance, committed individuals are
likely to disclose more information about their ference and other personal issues (Huston and
Burgess, 1979). Disclosure of information is doreg anly in the hope that the firm will
understand consumers and serve them better butoals@f the fact consumers feel more
comfortable to share their personal information hwithe firm. Besides self-disclosure

information, committed consumers are likely to brin information regarding the offerings and



performance of the firm’s competitors. Such infotima may be brought up because consumers

want the firm to match up with the competition.

CHAPTER TWO: LITERATURE REVIEW

2.1 Introduction

The chapter contains literature review on custoseevice theory, competition theory, customer
service as a basis of competitive advantage, efeecstandards and procedures and an
organizations’ competitive advantage, good custoemperience and its influence on companies
competitive advantage, and its possible role inaanimg an organization’s competitive

advantage and empirical relationship between oustservice and business performance.

2.2 Customer Service Theory

The theory of customer service is based on idengfand satisfying your customers' needs and
exceeding their expectations. A company must balyotommitted to delivering consistently
high standards of service to gain and retain custdoyalty. Customer satisfaction and loyalty
are inextricably linked to the quality of custonmservice and, ultimately, to the company’s
profitability. Cooperating with customers and oifey what they expect are emphasized rather
than dictating what they receive (Wagenheim&Reurit®91). Implementation of the customer
service model involves six key ingredients: customeeds employee attitude, administrative
commitment, training and resources, recognitiord amaluation (Congramé& Friedman, 1991;

Schneider, 1990).
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Quality customer service is more than offering adesna handshake, and "have a nice day." It is
an interaction between customer and provider irclvitine performance of the provider meets or
exceeds the customer's expectations. The providiitsde and performance shape customers'
perceptions of service and their intention of cwnid patronage. In essence the customer
purchases a service and an experience simultaiye@msl this exchange has social as well as
economic implications. Heskett (1986) affirms ttheg provider is "as much of the product in the
consumer's mind as any other attribute of thatisetv(p. 94). The outcome of service is
important, but as important in quality customewger is the process of service delivery. Both

the product and process are significant in attngciind retaining customers.

2.3 Competitive Theory

The nature of competition and its consequences egndconomic variables, such as prices,
profits, and growth, have always been importanttfi@oretical and empirical investigation. The
neoclassical theory of competition prevails oftéring the impression of being the only theory
of competition. In addition to the neoclassicalatye there are two other major alternatives, the
post-Keynesian and the classical. In recent yetwsse two alternatives have developed a
growing literature on the micro foundations of emarcs (Shaikh, 1980; Eichner, 1985;

Semmler, 1984, 1990; Ochoa and Glick, 1992.

In neoclassical economics, the notion of competitis static meaning that competition is
understood as a state (rather than as a processyahld prevail if there were free entry and exit
of firms. In this static context firms are mainkgen as passive that is with given the consumers’
preferences and the technological opportunitieg therely react to parametrically given prices.

In the writings of classical economists Adam Sn{it@76), David Ricardo (1817), and Karl

11



Marx (1894), competition is identified as a procebaracterized by free mobility of capital and
labor, and with the concomitant tangential intedtistry equalization of the rate of profit, as well
as of supply and demand.

The post-Keynesian microeconomic literature focutegfforts to analyze the behavior of the
megacorp, which dominates the manufacturing seofothe economy. This kind of new
corporate organizations is managed and owned bsendifferent groups of people. Managers
and owners are viewed as differently motivated. &pars are mainly concerned with the
expansion of the firm because their reward is teethe company's size. The owners of the firm,
of course, are concerned with profits, and theixim&ation. However, the decisions are made
by the managers; as a consequence, the primaryofjdhése large corporations becomes the
maximization of the growth of sales, which can bhieaved by maintaining at least a constant

market share.

2.4 Customer Service as Basis of Competitive Adveaade

Langlois and Tocquer (1998) defined customer serag a process that creates service quality
for customers in two dimensions: technical quahtyd relational quality. Technical quality

relates to the benefits offered to customers likerest rate on a home loan, the length and
security of the loan. Relational quality descriltes nature of the interaction between customer
and the company like the relationship between tistotner and the loans officer. During the

past few decades service quality has become a ramgarof attention to practitioners, managers
and researchers owing to its strong impact on lessirperformance, lower costs, customer
satisfaction, customer loyalty and profitability dreard and Sasser, 1982; Cronin and Taylor,
1992; Gammie, 1992; Hallowell, 1996; Chang and Ch888; Gummesson, 1998; Lasser et al.,

2000; Silvestro and Cross, 2000; Newman, 2001;sBafreander et al., 2002; Guru, 2003 etc.)
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For an organization to gain competitive advantageust gather information on market demands
and exchange it between organizations for the @ma&pof enhancing the service quality.
Researchers and managers thrive for learning dethdut components of service quality in their

organization of obvious reasons of customer satisfia, increased profitability etc.

2.4.1 Standards and Procedures; an Organizations’ @npetitive Advantage Approach

Standards and procedures document describes in tetavay an operator should perform a
given operation. According to Edelson and Benng&®98,), Standard Operation Procedures
(SOPs) include the purpose of the operation, thépetent and materials required, how to
perform the set-up and operations required fomptioeess, how to perform the maintenance and
shut down operations carried out by the workerescdption of safety issues, trouble-shooting,
illustrations, and checklists. The SOP is one wesa process documents required for consistent
operation of a given process, with other documémttuding process flow charts, material

specifications, and so forth (Edelson& Bennett, 18&aki, 1993).

It is generally agreeable that use of Standard &ipgy Procedures (SOPS) — which play an
integral role in Total Quality Management (TQM) -ancimprove the output consistency,
efficiency, and learning rate of a given procesde(Bon& Bennett, 1998; Imai, 1986; Monden,
1983; Suzaki, 1993). Even champions of exploratiggvinthal& March (1993) acknowledged

the ability of SOPs to facilitate the accumulataomd transfer of knowledge acquisition, leading

to variability reduction and organizational effeetess.
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According to Taylorism theory (Taylor, 1911/1998hanagement has the responsibility to
design operating procedures. However, Best pragii2eé development, in contrast to Taylorism,
calls for the active involvement of workers in dieygnent and refining of SOPs (Adler, 1993a,
1993b, 1996, 1999; Edelson& Bennett, 1998; ImaB6lMonden, 1983; Suzaki, 1993). The
objective of SOPs under Taylorism was to have itrcdlengineers determine ‘scientifically’ the
‘optimal’ way to perform a given process. The okjex of SOPs today is to ensure that all
workers are performing tasks in the same way, wh&la necessary condition to obtain
consistent output from the process. When all warlperform their tasks consistently, it becomes
possible to run controlled experiments to testity@act of changing various process parameters.
When a process change is shown to improve procedsrmance, SOPs are updated and
workers are trained to the new procedures. Throufgtite process, it is desirable to include

workers in SOP development and to encourage wadlkes.

According to Kaizen philosophy on continuous orgational improvement, established

procedures need to be continuously enhanced, #qusring ideas from those individuals using
those procedures. ldeas are not creative simplyausec they deviate from established
knowledge; ideas are creative when they are naowtlagpropriate to the task at hand (Amabile,
1997; Sternberg, 2001). Workers may have many jdeasever, what they choose to do with
their ideas, whether the course of action takeooisstructive or not, will depend on various
organizational and individual-difference factorgar fexample, if work conditions are such that
creative actions are encouraged, that knowledgavaslable to all, and that individuals feel

motivated and efficacious in performing a givenkiabien the probability that a constructive

course of action emerges is high which ultimatglyrs quality service delivery.
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Quality standards and procedures have equallyctdttasubstantial attention (since 1970s)
among researchers and practitioners (Gronroos,)2@ality standard is a form of attitude
representing a long-run, overall, evaluation, whgcHifferent from customer satisfaction, a more
short term, transaction specific judgment. The ll@fecustomer satisfaction is a result of the
customer’s comparison of the quality standard etqueén a given service encounter with
perceived service quality. This implies that satitibn assessments require customer

experiences while quality does not (Caruana, Marel/Berthon, 2000).

Quality of a particular service is whatever thetooser perceives it to be. Service quality as
perceived by the customer may differ from the dyaif the service actually delivered. Services
are subjectively experienced processes where ptioduand consumption activities take place
simultaneously. Interactions, including a seriesaiments of truth between the customer and
the service provider occur. Such buyer-seller adgons or service encounters have a critical
impact on the perceived service. What customersvean their interaction with a firm is clearly
important to them and their quality evaluation. STie one quality dimension, the Technical
Quiality of the outcome of the service productioogass.

However, as there are numerous interactions betwkeenservice provider and customers,
including various series of moments of truth, teehnical quality dimension will not count for
the total quality which the customer perceives las heceived. Thus, the consumer is also
influenced by how he receives the service and hewexperiences the simultaneous production
and consumption process which results in an imAgeorganization’s image is an important

variable that positively or negatively influenceanketing activities. Image is considered to have
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the ability to influence customers’ perception lbé tgoods and services offered (Zeithaml and
Bitner, 1996).Therefore, image will have an impaostcustomers’ buying behaviour. Image is
considered to influence customers’ minds through cbmbined effects of advertising, public
relations, physical image, word-of-mouth, and thastual experiences with the goods and
services (Normann, 1991). Similarly, Gronroos (198&ing numerous researches on service

organizations, found that service quality was ihgle most important determinant of image.

Thus, a customer’s experience with the products serdices is considered to be the most
important factor that influences his mind in regaydmage. For instance, if the service provider
shares a positive or favorable image in the mirideecustomers, minor mistakes will probably
be overlooked or forgiven. However, if the imageneggative, the impact of any mistake will

often be considerably greater than it otherwiselditwe. This entire combination shall lead to

total quality.

2.4.2 Customer Experience & Competitive Advantage

Customer satisfaction or good customer experieasebken the subject of considerable research
and has been defined and measured in various Wi, 1997). Customer satisfaction may
be defined as the customer’s fulfillment resporsa tonsumption experience, or some part of
it. Customer satisfaction is a pleasurable fulfdimh response while dissatisfaction is an
unpleasurable one (Buttle, 2004). Satisfaction disdatisfaction are two ends of a continuum,
where the location is defined by a comparison betwexpectations and outcome. Customers
would be satisfied if the outcome of the serviceetaeexpectations. When the service quality
exceeds the expectations, the service providembasa delighted customer. Dissatisfaction will

occur when the perceived overall service qualityesdonot meet expectations (Looy,
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Gemmel&Dierdonck, 2003). Sometimes customer’s etgtiens are met, yet the customer is not
satisfied. This occurs when the expectations anre(Buttle, 2005). For example, the customer

expects to take long in a queue and ends up takorg time in a queue.

Customer satisfaction is considered to be one @ftbst important outcomes of all marketing
activities in a market-oriented firm. The obvioused for satisfying the firm’s customer is to
expand the business, to gain a higher market shateto acquire repeat and referral business,
all of which lead to improved profitability (Barsky992). Creation of a superior customer
experience seems to be one of the central congenaslay’s retailing environments. Business
entities around the globe have embraced the comdepistomer experience management, with
many incorporating the notion into their missiomtsients. For instance, Dell computers
focuses on delivering the best customer experignttee markets the firm serves, while Toyota’s
mission statement is to sustain profitable growtlplmywiding the best customer experience and

dealer support.

It's also been argued that the success of Starbisckased on creating a distinctive customer
experience for their customers (Michelli, 2007). dddition, a recent IBM report identifies
customer experience as a key factor for companiese in building loyalty to brands, channels
and services (Badgett, Boyce, &Kleinberger, 200H)wever, despite the recognition of the
importance of customer experience by practitiongrs, yet to receive due scholarly attention
and therefore publications on customer experiemeenaainly found in practitioner-oriented
journals or management books (e.g., Berry, Carl8onéjaeckel, 2002; Meyer &Schwager,

2007; Shaw &lvens, 2005). Pine and Gilmore (1998uead that creating a distinctive customer
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experience can provide enormous economic valuérfos, and Frow and Payne (2007) derived
managerial implications, such as the careful mamage of customer ‘touch points’, based on
gualitative case studies. Much closer to the pdeentile, Spiller, and Noci (2007) empirically
investigated the specific role of different expeti@nfeatures in the success achieved by some

well-known products.

Worth noting is the work by Holbrook and Hirschmgd®82) who theorized that consumption
has experiential aspects (Babin et al. 1994). StH{&B99) has explored how companies create
experiential marketing by having customers seresd, think, act and relate to a company and its
brands. Berry, Carbone, and Haeckel (2002) on tinerohand suggest that in order for
organizations to compete by providing customersh vgatisfactory experience, they must

orchestrate all the “clues” that people detechaliuying process.

Borrowing from these insights, some of the recesfinttions of customer experience include:
“the customer experience originates from a seht@ractions between a customer and a product,
a company, or part of its organization, which piava@ reaction. This experience is strictly
personal and implies the customer’s involvementddferent levels (rational, emotional,
sensorial, physical, and spiritual)” (Gentile, $gil and Noci, 2007). A second and almost
similar definition is that “Customer Experienceh® internal and subjective response customers
have to any direct or indirect contact with a compaDirect contact generally occurs in the
course of purchase, use, and service and is usudilgted by the customer. Indirect contact

most often involves unplanned encounters with isgrtatives of a company’s products, service
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or brands and takes the form of word-of-mouth rec@mdations or criticisms, advertising, news

reports, reviews and so forth.” (Meyer and Schwage7).

Past literature has identified three critical viales that are inextricably linked to the creatidn o
loyalty - quality, value and satisfaction (Croninad., 2000; Payne et al., 2000; Loveman and
Heskett, 1999; Reichheld and Sasser, 1990). Althaugwumber of studies have found these
variables to have significant impact on loyaltyyvesal researchers have argued that these
variables only provide partial insight into buildircustomer loyalty and that alternative new
variables should be brought into the loyalty buifglidynamic (Cronin et al.,2000; Dube and
Renaghan, 2000). According to Donnelly et al, (908 major undoing of the loyalty research
is the fact that the customer experience variabke lteen excluded from consideration. Smith
and Wheeler (2002) appropriately point out thatane now living in the age of experiences and
firms must deliver to consumers a “branded custoex@erience”. Both customer relationship
management literature and brand literature indidhatg building loyalty is found in the

customer’s experience with the product/service.

The rationale for customer experience is that priowes business performance by enhancing
customer satisfaction. Satisfaction increases lsscastomer insight allows companies to
understand their customers better, and create wagdracustomer value propositions. As

customer satisfaction rises, so does customergkpse intention (Anderson, 1994). This in turn
influences actual purchasing behavior, which hagyaificant impact on business performance,

hence leading to a greater competitive edge.
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2.4.3 Ambience and an Organization’s Competitive Adantage

An organization’s image is an important variablettlpositively or negatively influences

marketing activities. Physical image is considetedave the ability to influence customers’
perception of the goods and services offered (Zeathand Bitner, 1996).Thus, physical image
will have an impact on customers’ buying behavihysical image is considered to influence
customers’ minds through the combined effects dif ltloe retail interior and exterior ambience

(Normann, 1991).

One of the most important recent advances in bssitteénking is the recognition that people, in
their purchase decision-making, respond to more #imply the tangible product or service
being offered. Buyers respond to the total prodinet includes the services, warranties,
packaging, advertising, financing, pleasantriesages, and other features that accompany the
product (Kotler and Hall, 1971). One of the mogngicant features of total product is the place
where it is bought or consumed. In some casespldwe, more specifically the atmosphere of
the place, is more influential than the producelftsn the purchase decision. Atmospherics
describes the effort to design buying environmeatproduce specific emotional effects in the

buyer that enhance his purchase probability.

Atmospherics is more relevant to retailers espicialthe case where the organization has a lot
of competition thus is under much pressure to inireatmospherics a chief tool for attempting
to attract and hold a specific segment. It's esgigcimportant in industries where product or
price differences are small.While, there is a casee amongst practitioners and academics that

customer satisfaction and service quality are prgsites of loyalty (Gremler and Brown, 1997,
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Cronin and Taylor, 1992), those technical, econaiand psychological factors that influence
customers to switch suppliers are considered tadmitional prerequisites of loyalty (Selnes,
1993; Gremler and Brown, 1997). Recent studies alsliicate that the firm’s image may
influence customer enthusiasm: value, delight, Eyalty (Bhote, 1996). (Kandampully and

Suhartanto, 2000)

2.5 Empirical Relationship between Customer Servicand Business Performance

The relationship between customer satisfactionaagsult of service quality) and business
performance is not always very clear. The link kew customer satisfaction and profits is
neither straightforward nor simple (Zeithaml, 2000hree major problems in measuring the
relationship are the timelag between measuringooust satisfaction and measuring profit
improvements, the number of other variables infbiregyn company profits like price, distribution,
competition etc and the fact that other variabéeg.(behavioral issues) should be included in the

relationship because they explain the causalitywéen satisfaction and results.

Other research (Buzzell and Gale (1987); JacobsdnAaker (1987); Gale (1992); Hallowell
(1996); Fornell (1992)) show that higher custonarséaction translates into higher than normal
market share growth, the ability to charge a highece, improved customer loyalty with a
strong link to improved profitability, and loweratisaction costs. Customer satisfaction is also
found to be strongly correlated with repurchaserntions, the willingness to recommend the
company, and to improved cross-buying (Reichhel@9¢b); Cronin and Taylor (1992);
Parasuraman, Zeithaml and Berry (1988); ZeitharelkryBand Parasuraman (1996); Anderson

and Sullivan (1993); Verhoef, Franses and HoeK4989).
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CHAPTER THREE: RESEARCH METHODOLOGY

3.1 Introduction

This chapter outlines the research methodology eyepl in conducting the study. It provides an
overview of the research design, target populasample size, instruments, data collection and

data analysis.
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3.2 Research Design

According to Parahoo (2006) the design selectedefsgarch should be the one most suited so as
to achieve an answer to the proposed researchigues$ior the purpose of the proposed
research, the researcher choose to carry out aptese survey in the hope to explore customer’
perceptions and experiences.Descriptive design amdescribe the essential findings in a
rigorous way that is free from distortion and hiBsabury-Jones et al. 2010). Descriptive studies
help discover new meaning, describe what curresigts, verify the rate at which something
occurs, and categorize the information. Thus tiseascher chose this design for the study as it
facilitates the precise actions the researcher tonmashieve such as identifying any issues with

current practice or justifying current practice.

3.3 Population of Study

The target population was all the clients of alfaBaom, Airtel and Orange outlets in Mombasa
County as informed by the average daily talliesnfiie customer care centers. YU has no retail

outlet and therefore were not specifically targetethe study.

3.4 Sampling method

The study adopted a probability sampling condubtedrawing a stratified random sample from
each outlet. Application of stratified random saimglensured that each individual had an equal
chances of being selected thereby eliminating tagels associated with research. The study took
a more scientific and objective design thus thalrieestatistical approach to research. A total of
10 subscribers from each customer care Centre inteviewed picking every fbperson to

minimize biasness.
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3.5 Data Collection

The researcher used primary data in order to eedhie objectives of this study. Primary data
helped establish whether a provider’'s quality aftomer service was a competitive strategy that
affected competitive advantage of the mobile tebeghindustry in Kenya. The data collection
procedure followed a sequence in which explorati@s followed by measurement, which in
turn was followed by a quantitative analytical plhaslhe study was carried out by performing
interviews with selected individuals and data waltected through structured questionnaire with
closed end questions, administered at customeicserentact points of sampled mobile service
providers. The questionnaire was administered lithal retail centers at the same time frames
mornings 8 AM to 10AM and afternoons 2PM and 4prhe Tdata collection exercise was

intended to last a period of thirty days.

3.6 Data analysis

The study used primary data which were collectethénfield through questionnaire. Data were
analyzed using Statistical Package for Social $ee1{SPSS) version 17. The data collected was
edited for accuracy, consistency and completenessaaanged to enable coding and tabulation
before final analysis. The data was then be aedlyp generate descriptive statistics such as
percentages, means and standard deviations. Ttee wlas presented using frequency

distribution tables.

3.7 Data Validity and Reliability

Data validity refers to how well the result of @&earch can give the right answer to the research
guestion (Remenyi et al, 1998). To ensure validijormation from previous studies and

different literatures which cover all the areashd study were used. The theoretical framework
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being a reflection of these previous studies, thestjonnaire was based on the theoretical
framework in order to arrive at the right answerthe research problem. A pilot test was
conducted to test validity of the research instmi®ewith regard to effects of quality of

customer service on a provider's competitive sgyate

For data reliability, the researcher designed thestionnaire using an elaborate procedure of

reviewing relevant literature. In order to measurernal consistency, the researcher used

Cronbach’s alpha method.
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CHAPTER FOUR: DATA ANALYSIS, RESULTS AND DISCUSSION

4.1 Introduction

This chapter is focused on presentation of resefandings obtained from the customers of the
mobile telephony industry in Kenya through questaires which were formulated to assist in
the collection of quantitative data and attendargcussion. The study was aimed at
understanding the concept of customer servicelasia of competitive advantage in the mobile
telephony industry in Kenya. After collection, tltata was edited, classified, coded and
tabulated. Analysis done was based on the resednjelatives and presented using statistical
tools such asfrequency tables, percentages, mebstamdard deviation. Presentation of the data

was done using tables, pie charts and bar graphs.

4.2 Profiles of Respondents

The process of data analysis began with an anabfsiespondents’ background information
which included the response rate, respondent’spstdns, their age distribution and alternative
subscriber besides the one in whose facility theyewound. An initial sample population of 60
respondents had been anticipated and provided wvasearch questionnaire. Out of 60
guestionnaires distributed to be filled 50 wereuma¢d fully answered which represent 83%
while 10 questionnaires which represent 17% wetaeatarned.This response was an indication
that customers appreciate companies’ commitmergeiting feedback on their products and

services.

4.2.1Respondents’ Professions

Every company, large or small, does things thatemb&asier for some customers to do business

with it and harder for others. Selecting the rigih$tomers is critical, especially if resources are
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constrained and the brand is little known. A customitimately represents a stream of orders for
the seller. That order stream, in turn, has a doraffect on the company’s business. Businesses
need to be commercially awarean interest in busiaad an understanding of the wider
environment in which it operates .An organizatien'stomers’ professions enable it know its
customers and anticipate their understanding gfridglucts and services. Someone’s profession
defines to a large extent their priority and qudiin an organization they deem important thus

ability to answer the researcher’s questions véaried

An inquiry was also made on the respondents’ psad@s. The results were as is summarized in
Table 4.1.

Table 4.1 Professions of Respondents

Profession Frequency Percentage
Medical 5 10
Business 19 38
Students 12 24

Banking 10 20
Education 4 8

Total 50 100

From the table 4.2 which contain the results offgssions of the respondents show that a
majority of the respondents were in business repitesl by 48.3% while 20% were students and
16.7% were from the banking sector. Further, tiseilte showed that 8.3% of the respondents
were medical professionals and the remaining 6.#fevirom the education sector. All these

individuals come from an assortment of professitis will have a totally different outlook on
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service and its significance to them enabling thelys sampled capture an array of responses

thus strengthening the significance of the findings

4.2.2 Respondents’ Age

Age is a demographic element that impacts busisegseompany's products and services are
more likely to appeal to certain age groups.Ageumguestionably an important factor in
consumer identity, since consumption patterns andng€ial situation change significantly
throughout an individual's lifetime. Broadly speaki three groups have traditionally described
the population's age structure: children (0-14ye#Hrage), working-age adults (15-64) and
seniors (age 65 and older). Further, the respoadeete requested to indicate their age. Table
4.2 presents a summary of their responses.

Table 4.3 Respondents Age Distribution

Age Bracket Frequency Percentage
18 and Below 3 6

18 - 30 years 23 46

31 - 40 years 10 20

41 - 50 years 7 14

51 - 60 years 6 12

61 and above 1 2

Total 50 100

From Table 4.2 which contains information on regfmonis’ age distribution indicate that
majority of the respondents, 46% were between feed 18 and 30 years also categorized as

the Generation Y (individuals ages 14-31 in 2008w the marketplace are said to constitute
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the age group with the numbers and the purchasimgpto have an unprecedented impact on
mobile telephony industry. The 18-30 age grouphes $ubject of much attention today with
increased level of marketplace interest in thenmdpenore strongly related to their financial
influence. Part of the financial power of membefrshis generation comes from what they buy
with their own income and also their increasinglyhhinfluence on family purchases decisions.
The other remaining 54% of the respondents showexse® clientele of below 18 years (6%),
31- 40 years (20%)comprising a small group thainigresting to watch from a general
marketplace perspective, since a majority of itsniners have moved into prime working-age
years. They are increasingly active consumersn@aainumber of the most significant decisions
that individuals make in their lives, 41-50 yeat9%), and 51-60 years (12%) and above 61

years (2%).

4.2.3Subscription to other Service providers’ Analgis
On whether or not the respondents sought the ssratan alternative service provider besides
the in whose facility they were found, the findingsre as is summarized in Table 4.3.

Table 4.3Subscription to other Service providers’ Aalysis

Subscribed Frequency Percentage
Yes 30 60

No 20 40

Total 50 100

The table 4.3 illustrates the respondents’ affdiatto alternative mobile telephony service
providers. It shows that 60% of the customers waibscribed to more than one mobile

telephony service provider with the remaining 40%in subscribed to only one service
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provider which is a clear indication of the divéysand competitiveness of the industry. On

further probing, 60% of the respondents indicaehiity of the alternative subscriber to be

Safaricom, 30% to be Airtel, 6% to be Orange andtd¥%e Yu.

4.3 Customer Service and Customers' Choice.

The first objective required an analysis of theeexto which a mobile service provider’s quality

of customer service influenced customer choice mfoaider from the perspective of the

customers. A 5-point Likert scale was used to tlaerespondents’ perception of the extent of

effect with 1 point being accorded to strongly disee, 2 points to disagree, 3 points to un

decided, 4 points to agree and 5 points to stroagige. The respondents’ perception of the

extent of influence of quality of customer servazetheir choice of a provider was then arrived

at based on the respondents’ percentage score eat nanking of each of the elements. The

results were as is shown in Table 4.4.

Table 4.4 Effect of Customer Service on Choice ofRrovider

Statement

SD

D

U

SA

Total

f|%

f

%

F

%

%

%

f %

Mean

STD

Firm’s staff attributes like
professionalism, politeness affects|
customer choice of mobile service
provider

0|00

1

2.0

6

12.0

44,

A\ =4

42

00 4.2

5

Firm’s ability to resolve a
customer’s problem effectively the
first time or offer alternative affectg
choice of mobile service provider

0.0

12.0

24

48.

40

00 4.2

Firm’s ability to offer effective
service at the quickest time possib
affect choice of mobile service
provider

0| 0.0

0.0

10.0

44,

46

00 4.3

Firm’s agents ability to give
customer ample time to explain
their issue affect customer choice
mobile service provider

1120

2.0

12.0

28

56.

28

00 4.

.81

Firm's agents knowledge of their
products and services affect choic
of mobile service provider

0|00

4.0

12.0

44,

40

00 4.2

.80

Grand Mean

4.23

0.742
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The findings as contained in Table 4.4 shows theb@ing to a majority of the respondents, 43
(86%) a firm’s staff attributes like professionatisand politeness affects customer choice of
mobile service provider’s ability to offer effectiservice at the quickest time possible compared
to those who thought otherwise. Similarly, 44 (88%#gpondents were persuaded that a firm’s
ability to resolve a customer’s problem effectivéiie first time or offer an alternative affects
customer’s choice of a mobile service provider,(88%) considered a firm’s ability to offer
effective service at the quickest time possibleffect choice of mobile service provider, 42
(84%) considered the influence of a firm’s agenusity to give customer ample time to explain
their issue and a similar number of respondentscatidg the effect of the firm’s agents
knowledge of their products and services. Consetyehe overall effect of customer service
on their choice was found to be clearly evidenisawanifested by its overall weighted mean of
4.23. This means that according to the respondenssomer choice of a mobile service provider
is greatly influenced by the quality of customervgse that a provider gives to its customers.

Thus it implies that a provider with better custerservice would attract more customers.

4.4 Customer Service and Competitive Advantage

An analysis ofthe effect ofcustomer service on angany’s competitive advantage was
undertaken based on the respondents’ perceptiossoés related to standards and procedure
employed by a company, customer experience andnibigile telephone companies’ image.
Respondents were provided with an array of stat&sressessing their conception of the effects

of each of the factors. Their responses were dsdamented and discussed under each factor.
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4.4.1 Effective Standard and Procedures and an Orgéation’s competitive advantage

The relevance of standards and procedures as sdtyoa mobile company in determining a

company’s competitive advantage was determinedguairset of statement given out to the

respondents. Their responses were as is summamidexdble 4.5.

Table 4.5 Effects of Standard and Procedures

Statement

SD

D

SA

Total

Mean

%

% |f

%

%

%

%

STD

A company’s standards an
procedures of operation are a m
for everyone in the mobilg
telephony industry due to sti
competition

4.0

4.0

1 8.0

19

38.0

23

46.0

1.0

Standards & procedures enal
output consistency in service quali
and efficiency in service delivery

2.0

6.0

6.0

24

48.0

19

38.0

0.9

Customer service personnel a
clients should be involved i
formulating a company’'s servig
level standards & procedures

0.0

4.0

1 8.0

22

44.0

22

44.0

0.7

Standards & procedures need to
continuously enhanced

0.0

2.0

36.0

13

26.0

33

66.0

0.7

Standards & procedures are off
not adhered to by personnel leadi
to inefficiency in service delivery
and hence client dissatisfaction

2.0

0.0

(14.0

13

26.0

29

58.0

0.8

Grand Mean

4.31

0.863

Results of the analyzed data on the responderggisvrelative to the effects of standards and

procedures contained in Table 4.5 shows that iisg@s clearly defined (mean of 4.31). Thus it

could be presumed that a majority of the resporsdemsider effective standards and procedures

as important in organizations’ ability to gain cogtipve advantage. Specifically, the results

pointed it out that to the customers, a companiaadards and procedures of operation are a

must for everyone in the mobile telephony indusing to stiff competitionas is advanced by 42

(84%), standardsand procedures enable output temsysin service quality and efficiency in

service delivery as is postulated by 43 (86%) radpats with 44 (88%) respondents suggesting
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that customer service personnel and clients shbaldnvolved in formulating a company’s
service level standards and procedures.

Further, the results showed 46 (92%) respondentstam@ed that standardsand procedures need
to be continuously enhanced while 42 (84%) categtlyi stated that when standards and
procedures are often not adhered to by personmeffigiency in service delivery and hence
client dissatisfaction results. The findings asséne respondents conception of the importance
of service providers taking the lead role in alwagbancing standards and procedures in service

provision to their customers which must be adhéoduny the stakeholders.

4.4.2 Influence of Good Customer Experience on a @gpanies’ Competitive Advantage

The importance of organizations to offer good congo experience if they intend to remain
competitively viable in the mobile telephony indysivas also assessed using a set of statements
the results of which is shown in Table 4.6.

Table 4.6 Influence of Good Customer Experience o Companies’ Competitive
Advantage

Statement SD D U A SA Total Mean| STD
F| % |f| % |f % f % f % f %

Satisfaction is a measure pfl 20| 1| 20| 4| 8.0 19 380 26 500 50 100 4332 0.B68
how much a service meets|a
client’s expectation

Service satisfaction experienc® | 0.0 | 2| 4.0| 4| 8.0 22 440 22 440 50 100 4.8 0.784
establishes strong purchase
intentions which is good for th
service provider

(1%

Good customer experienged 20| 1| 20| 6| 1200 25 500 18 360 50 100 420 8.2
builds loyalty to brands angd

services
Distinctive customer experiengeO | 0.0 | 1| 2.0| 5| 10.0f 28 56.0 16 32/0 50 100 4418 1069
can provide enormougs

economic value to a firm

Customer experience improved 20| 4| 80| 2| 4.0 24 48.0 19 380 50 100 4p42 0.p61
business performance by
enhancing customer satisfaction
and driving up customer loyalty

Grand Mean 4.22 | 0.806
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Information contained in Table 4.6, shows that thgpondents were in agreement about the
importance of organizations offering good custoregperience if they intended to remain
competitively viable in the industry thus the valeaobtained an overall mean rate of 4.22. A
majority of the respondents were agreed on thefgignt contribution of most the issues raise
relative this factor. For instance, 44 (88%) resfmnis were unanimous that satisfaction is a
measure of how much a service meets a client’'s aapen and that service satisfaction
experience establishes strong purchase intentitichvare good for the service provider while
43 (86%) respondents maintained that good cust@xyerience builds loyalty to brands and
services. Similarly, 44 (88%) respondents acknogdedthat distinctive customer experience
can provide enormous economic value to a firm with (86%) insisting that customer
experience improves business performance by ent@mtistomer satisfaction and driving up

customer loyalty.

4.4.3 Influence of Ambience on a firm’s CompetitiveAdvantage

Lastly for this objective, indicators of ambiensere probed to determine their influence on a
mobile telephony company’s competitive advantagabld 4.7 presents a summary of the

research findings.
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Table 4.7 Role of Ambience in enhancing a firm’s Qupetitive Advantage

Statement

SD

D

U

A

SA

Total

F

%

%

f

%

f

%

f

%

Mean

STD

A firm's image influences
customer's  perception @
service offered

0
f

0.0

4.0

2

4.0

>7

54.(

19

38.

00 4.2

Y23

The place and atmosphere frg
which a service is purchase
influences purchase decision

m
2d

2.0

2.0

10.0

50.

36

00 4.1

.84

Firm's image affects customerO

enthusiasm

0.0

6.0

12.0

24.

58

00 4.3

D1

The comfort accorded by th
environment a service is sO
influence  customer repe
decision

el
rt
at

2.0

2.0

4.0

38.(

54,

00 4.4

.833

The place and atmosphere frd
which a service is sof
influences a feeling of securit
hence customer decision
purchase.

n

<

fo

2.0

2.0

12.0

26

52.

32

00 4.1

.83

Grand Mean

4.25

0.831

From Table 4.7 which contains information on thspandents’ perception of the influence of

elements of ambience show that the role of ambienteghly prominent giving it a weighted

mean of 4.25. A majority of the respondents, 48/49Paintained thata firm’s image influences

customer’s perception of service offered, 43 (86%ld that the place and atmosphere from

which a service is purchased influences purchasisida while 41 (82%) respondents insisted

that a firm’s image affects customer enthusiasmil&rly, 46 (92%) respondents affirmed that

the comfort accorded by the environment a sengcsort influences a customer repeat decision

while 42 (84%) confirmed that the place and atmesplirom which a service is sort influences

a feeling of security hence customer decision teipase. The finding implies that providers in

an attempt to attract customers should focus owiging pleasant less intimidating background

that would be appealing to a majority of them.
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4.4 .4 Extent of Influence of the variables

To ascertain the level of influence of each ofdiszussed parameters, the mean rankings of the
effect of each of them on elements of customericenvas obtained and the results were as is
displayed in 4.8.

Table 4.8: Summary of results

Variable Mean | Standard Deviation| Rank
Standards & procedures 4.31 0.863

Good Customer Experience 4.22 0.806 3
Ambiance 4.25 0.831 2
Grand Mean 4.261 0.833

Results of an analysis of the effects of variowddis on customer service shows that while the
respondents acknowledged the overall significafeices of the factors with a weighted mean of
4.261, individually, standards and procedures wasqwed to have the greatest effect (4.31)
followed by ambience (4.252) and lastly customepesience (4.22) in decreasing order of
effect. This means that according to a majorityhaf respondents, standards and procedures is
the most important factor to be considered by a ilmokervice provider in enhancing its
competitiveness followed by ambience and lastlytamer experience. It could also be
interpreted to mean that enhancement of a prowdadndards and procedures as well as its

projected image answers to customers experiencart#syon the provider.

4.5 Discussion of Findings

Based on the results of the study,a majority tispaadents were found to belong to the age set
representative of the age with the highest purdgasower to have an unprecedented impact on

this industry economy. The figures about identifythee respondents preferred mobile service
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provider was also found to be representative ofntlagket share the organizations have control

over in the industry.

The results suggest that according to the respasdemstomers in the mobile telephony industry
strongly value appropriate standards and procedg®esd customer experience and overall
pleasant service environment. These factors segiiays a huge influence of making them to be
satisfied rather than being dissatisfied and tloeee$hould be enhanced to sharpen a company’s
competitiveness. A majority indicated that custasnealue effective standards and procedures
that enable organizations have consistency in aerdelivery and ensure quality of service
delivery. Customers require that these standard modedures are continuously enhanced

providing practicing organizations a competitiveratage in the industry.

Similarly, good customers experience was showreta major source of competitive advantage
for any service provider especially due to the cefitipe nature of the industry. With the
similarities and ability to substitute in produetsd services providers by the service providers
good customer experience serves as a good basighéororganizations to differentiate
themselves. Likewise, a firm’s image could be smidnfluence customers’ perception of a
service provider. Thus, a firm’s atmosphere andgenafluence purchase decision and the

customers’ enthusiasm.

The research findings are in agreement with nunseemopirical studies which have pointed out

the profitability of good customer service. Suchdsts include that conducted by Cronin &

Taylor (1992) in service sectors such as: bankiegt control, dry cleaning, and fast food; which

37



found that customer satisfaction has a signifiedfect on purchase intentions in all four sectors.
Similarly, in the health-care sector, McAlexandeale (1994) found that patient satisfaction and
service quality have a significant effect on futprechase intentions. Aaker& Jacobson (1994)
on their part found that better stock return ikdich to improved quality perceptions. Further,
Anderson, Fornell& Lehmann (1994) found a significaassociation between customer
satisfaction and accounting return on assets Wttiler&Larckner (1996) found that shareholder

value is highly elastic with respect to customeissaction.
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CHAPTER FIVE:SUMMARY OF FINDINGS, CONCLUSION AND

RECOMMENDATIONS

5.1Introduction

The main aim of the study was to evaluate whethstorner service can be used as basis for
competitive advantage in the mobile telephony itguism Kenya. This chapter summarizes the
findings of the study, presents the research csimmtuand recommendations in answers to the

research questions. Suggestions for further statealso presented.

5.2 Summary

From the prevailing observations, the researchirggl highlighted various issues. Out of the
guestionnaires distributed to be filled,83% wertuneed fully answered an indication of the
respondents’ appreciation of the companies’ comemntmn getting feedback on their products
and services. Majority of the respondents were dabe of generation Y (individuals ages 14—
31 in 2008) who in the marketplace are said to tite the age group with the numbers and the

purchasing power to have an unprecedented impactadale telephony industry.

The findings on the preliminaries also showed thktrger percentage (60%) of the respondents
were subscribed to more than one mobile telephenyice provider which is a clear reflection
of the diversity and competitiveness of the indus@n further probing, 60% of the respondents
indicated identity of the alternative subscriberbt® Safaricom, 30% to be Airtel, 6% to be
Orange and 4% to be Yu all these being consistetft twe industry market share thus the

credibility of the findings.
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The first objective assessed the respondents’ peoceof the extent of influence of quality of
customer service on their choice of a provider e mobile telephony industry. All the
respondents scored positively on the scale of emide of customer service on customer choice
giving it an overall positive effect. This meansattraccording to the respondents, customer
choice of a mobile service provider is greatlyuefhced by the quality of customer service that a

provider gives to its customers.

The assessment of the effect customer service onpeiitive advantage was based on
respondents’ perception of the standards and pupeedmployed by a company, customer
experience and the mobile telephone companies’ emagative to industry dynamics. The

results showed that a majority of the respondentmsider effective standards and
procedures,good customer experience and ambienceimasrtant components of an

organizations’ ability to gain competitive advargafylean ranking of descriptive results showed
that while the respondents generally acknowledfedotverall significant effects of the factors,
standards and procedures was perceived to havgrélagest effect followed by ambience and

lastly customer experience in decreasing ordeffete

5.3 Conclusion

It can therefore be concluded thatcustomer choite onobile service provider is greatly
influenced by the quality of customer service tharovider gives to its customers. Specifically,
the findings showed that effective standards amatqaures,good customer experience and

ambienceare important components of an organizgtaiility to gain competitive advantage.
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Further, mean ranking used to assess the sigrcani the relationship between customer
service and competitive advantage of mobile telegisthowed that the standards and procedures
as set by the companies were had greatest influsmtiee company’s competitiveness followed

by ambience then good customer experience in daogearder of influence.

5.4 Recommendation

It is therefore recommended that the managemerthefmobile service providers consider
putting in place the recommended steps seen aslgmlivays of ensuring that their customer
service are improved to sharpen their competitisenéor instance since a majority of the
respondents indicated that customers value effectiandards and procedures that enable
organizations have consistency in service deliag ensure quality of service delivered, these
standard and procedures should continuously baneeld to provide practicing organizations

competitive advantage in the industry.

Similarly, since good customers experience was shttwbe a major source of competitive

advantage for a service provider especially duthéocompetitive nature of the industry, such

should be enhanced as a good basis for the orgimmgdo differentiate themselves.

Lastly, a firm’s image could be said to influencestomers’ perception of a service

providertherefore should be enhanced to sharpemgany’s competitiveness.
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5.5 Limitation of the Study

Mobile telephony industry in Kenya is comprisedaohumber of players with high customer
population numbering millions thus the intense cetitipn by the market players to tap into this
lucrative market. Only respondents a few custongersgdre of stakeholder were involved in the
study. Since the study involved only customers saritle very little knowledge of the market
dynamics in the industry, the sample may not beessmtative of all industry players in

Mombasa. The results of the study may also beduirlity time and financial constraints.

5.6 Suggestion for Further Study

The following areas are suggested for further stddy begin with, a study on the effect of
customer service as a competitive strategy of &afarlimited in the mobile telephony industry
within the country should be undertaken to providere insight on this important area of

strategic management particularly to the induskayegrs.
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INTRODUCTION LETTER

| am a master's student at Nairobi University purgua Master's Degree in Strategic
management. As part of my partial fulflment ofsttdegree, | am carrying out a research on
customer service as a basis of competitive advantagthe mobile telephony industry in
Mombasa. Due to this need, you are kindly requettiespare a little of your time to complete
the attached questionnaire to the best of your kedge. All information you provide in this
guestionnaire will be kept confidential and onlheddor purposes of this research and therefore
there is no need to fear. Your name or other ifigng information are not required on this

document and will not appear on any study repodomuments thereafter.

Thank you in advance.

Yours faithfully

Maureen Njoki

49



QUESTIONAIRE

Section A: Personal Information

1. Profession......ccoovevviiiiinnn...

2. What is your age bracket in years?

18 and below () 18-30 () 31-40 ()

41-50 () 51-60 () 60 and above) (

3. Are you subscribed to more than one mobile tedag service provider?

Yes( ) No ( )

If “Yes”, kindly list the providers:
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Section B: Effective Standards and Procedures & anOrganizations’ Competitive

Advantage.

1. To what extent would you agree/disagree with thieiong listed statements

Key: 5- Strongly Agrees 4-Agrees 3-Undecided 2-igree 1-Strongly Disagree

)
o

)
) <

S
o 0
I D S
> S| 3| >
o) o | = | o
c 3 O Q| c
o 1o @© o
= o | S |2 | 5
7p] < o () 7p]
5 4 3 2 1

a
a
a
a
a

1. A company’s standards and procedures of operatie a
must for everyone in the mobile telephony indushng to

stiff competition

2. Standards & procedures enable output consistengyd (O (O |O | O

service quality and efficiency in service delivery

3. Customer service personnel and clients shouldwmved | OO (OO (O | O [ O
in formulating a company’s service level standa&ls

procedures

4. Standards & procedures need to be continuomslgreed | O | OO |O |O | O

5. Standards & procedures are often not adheredytol] |00 (O |O [ O
personnel leading to inefficiency in service defi and

hence client dissatisfaction
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Section C: Good Customer Experience and it's Influece on Companies’ Competitive

Advantage

1. To what extent would you agree/disagree with thieiong listed statements

Key: 5- Strongly Agrees 4-Agrees 3-Undecided 2-igree 1-Strongly Disagree

)
o

)
) <

S
o 0
I D S
> S| 3| >
o) o | = | o
c 3 O Q| c
o 1o @© o
= o | S |2 | 5
7p] < -] () 0p]
5 4 3 2 1

a
a
a
a
a

1. Satisfaction is a measure of how much a senvieets 4

client’'s expectation

2. Service satisfaction experience establishesgtpaurchase ™ |0 |O |[O | O

intentions which is good for the service provider

3. Good customer experience builds loyalty to bsaadd| OO (OO (O |O | O

services

4. Distinctive customer experience can provide ewas| O (O [O [O | O

economic value to a firm

5. Customer experience improves business perforendyc 1 | OO |0 |O | O
enhancing customer satisfaction and driving up aust

loyalty
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Section D: Ambience and its Role in Enhancing a Fin’'s Competitive Advantage

1. To what extent would you agree/disagree with thieiong listed statements

Key: 5- Strongly Agrees 4-Agrees 3-Undecided 2-Digeee 1-Strongly Disagree

(D)

o

o 2

3 5 =

]

= = @ =

(@) ) (&) = (@)

S 23| 8|5

s |o|c |25

n| < |D|ao|ln

5 (4 |3 |2 |1

1. A firm’s image influences customer’s perceptadrservice| O |O (O (O (O

offered

2. The place and atmosphere from which a servicels|O (O (O (O

purchased influences purchase decision

3. A firm’s image affects a customer’s enthusiasm O (oo (oo

4. The comfort accorded by the environment a sendesort| O |00 (O (O (O

influence customer repeat decision

5. The place and atmosphere from which a serviceois| O |00 (O (O (O
influences a feeling of security hence customerst@t to

purchase.
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Section E: Customer Service attributes that enhancehoice of mobile telephony industry

1. To what extent would you agree/disagree with thieiong listed statements

Key: 5- Strongly Agrees 4-Agrees 3-Undecided 2-Digeee 1-Strongly Disagree

)

o
)
4] <
S
o 0
I D S
> S| 3| >
o) o | = | o
c 3 O Q| c
o 1o @© o
= o | S |2 | 5
7p] < -] () 0p]
5 4 3 2 1

a
a
a
a
a

1. Firm's staff attributes like professionalism, ligness

affects customer choice of mobile service provider

2. Firm’s ability to resolve a customer’s probleffeetively | O (O |[O [O | O
the first time or offer alternative affects choigemobile

service provider

3. Firm’s ability to offer effective service at tiggickest timg O (O |[O |[O | O

possible affect choice of mobile service provider

4. Firm’'s agents ability to give customer ampledino| 00 (O |[O |[O | O
explain their issue affect customer choice of nebgrvice

provider

5. Firm’'s agents knowledge of their products andrises| 0 [O0 |O |[O | O

affect choice of mobile service provider

THANK YOU.
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