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ABSTRACT

The aim of this research was to assess customer satisfaction and loyalty on
complaints handling quality, due to importance of telecommunication industry in
business development and life style changing, we use it as case research. The
population of the research cover sample of the customer of Mobile companies in
Sudan and the sampling approach in this research was simple random sampling
method were targeting the customers who use customer service center as a channel
of raising complaints and the sample was taken from west of Omdurman area to
cover 150 sample and response rate is 99%. Data were collected using
guestionnaires which were designed specifically for customer have complaint.

The research results revealed that, there is a statistically significant impact of
the overall dimensions of complaint handling (Reliability, Responsiveness,
Assurance, Empathy and Tangibility) on customer satisfaction, and there a positive
relation between the way of handling complaints and customer loyalty.

This research recommends that, Mobile company should assess the gaps in
responsiveness of complaint by preventing problem before it occur and give the
customer service employee all information that can speed up the feedback and
complaint resolution. Important part is to build customer data base that can reflect
the service quality perceived by the customer and measure his satisfaction during
his life cycle with the company, these data base can be more intelligent to predict
the complaint and the reaction of the customer and it can automate the feedback
and resolution. The research also recommend to consider the regional customer in
the research in order to assess if the different culture and needs can impact the
service dimension related to complaint handling and if it can affect their

satisfaction and loyalty.
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CHAPTER ONE

BASIC OF RESEARCH

1.1 Introduction

Whether enterprises can make their current customers satisfy and loyal
depends on whether they can manage the customer relationships well (Duygu,
2012). As customers have move to be more conscious and mature consumers,
enterprises have had to propel the price of the errors and faults they do in customer
relationships, accordingly they realize that they had something to say and to listen
to. The firms, then, understood that they had to listen to their customers so as to be
able to sustain their presence in the market. Duran (2001) lists the reasons for the
emergence of customer relationship management as mass marketing has become
more costly, customer share has gained importance, not market share, the concepts
of customer satisfaction and customer loyalty have become more important, the
term customer value has gained importance, one-to-one marketing has gained
Importance, and intensive competition and developments in communication

technologies.

Creating maximum benefit from customer relationship management depends
on its right management. A consistent customer relationship management may also
bring about the following benefits (Odabasi, 2000):

1) Increase in the cross-sales.
2) Reduction in customer disagreements.
3) High level of customer satisfaction and loyalty.

4) Reduction in procedure costs.



5) Ability to form close contacts and relationships with the customers in terms
of technologic, informatics and social terms.

6) Offering a big advantage of competition to the enterprises.

7) Forming a learning relationship with each customer provides the
enterprises the opportunity to find new products/service for their customers.
Thus, the enterprise may have the ability to perceive and meet the needs of
its customers before its rivals.

8) Loyal customers may be a reference for the potential customers.

9) The cost of gaining a new customer is higher than that of retaining the
existing customer.

10) Accordingly, customer relationship management may contribute to the
reduction of such costs?

11) Improvement of customer loyalty increases the rate of staff’s loyalty.

Globalization has increased competitiveness in the marketing environment,
giving rise to the need for companies to adopt diverse strategies to stay
competitive. Market competitiveness demands that companies employ measures to
influence potential customers and retain existing customers, thereby increasing
market share and profitability. To increase market share, companies must ensure
customer satisfaction through counter-measures before sales, during sales and after
sales, one of the most significant counter-measures companies can adopt is
customer service represented by the customer contact-employees who provide the

service. Thus, front-line employees should stay focused on customers’ needs.

Complaints are an important way for the management of an organisation to
be accountable to the public, as well as providing valuable prompts to review
organisational performance and the conduct of people that work within and for it.

A complaint is an “expression of dissatisfaction made to or about an organisation,



related to its products, services, staff or the handling of a complaint, where a
response or resolution is explicitly or implicitly expected or legally required”. As a
matter of guidance, complaints can be made directly to an organisation by

members of the public and/or customers.
1.2 Statement of the problem

Many predecessor research study the relation between enterprises and their
customers from different perspective and how effective handling of complaints and
good service quality and recovery procedures are the best opportunities to show
what they can really do for customers. The study of (Hummam, Olena, 2014)
investigate the relation between the Effective complaint management and
Customer satisfaction in banking industry, in the same line and same industry the
study of (Mohammad Z, Shafig, 2014) prove that there is a statistically significant
impact of service quality and the customer’s satisfaction by managing quality
through customer complaint and enhancing word of mouth. Also the study of
(Weam, 2017) analyze the positive impact of the effectiveness of the complaints
management in improving a health services quality and achieving patient
satisfaction, in the same line the study of (Justice, 2016) in banking industry prove
that consumers are prone to spread a negative WOM when they perceive an unfair

response to a service failure which is directly impact customer retention.

This research will examine the relation between the way organization is
managing customer complaint and its strategy toward high customer satisfaction
and how it will impact loyalty and retention programs and use the way of
managing complaint as competitive advantage, and this will be by defining the
complainer situation and the behavior of the customers that change their needs

when addressing complain.



The added value in this study that it is examine the complaint handling
against customer satisfaction and loyalty, nevertheless most of previous study are
focusing on customer satisfaction only. The study also touch the most importance
business categories-Telecom industry- which consider as the most growing
customer base and revenue while most of the previous research concentrate on
banking industry. Note that unknown for the researcher that similar study was

performed on telecom industry in Sudan.

Figure (1-1): Research Model
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1.3 Research question

The research will seek to achieve the research objectives by answering the

following research questions:

1) What are the relation between complaint handling and customer
satisfactions?

2) What are the key element on complaint management system that has direct
Impact on customer satisfaction?

3) What made customer feel unhappy regarding his complain?

1.4 Research objectives

The aim of this research is to regard complaints in telecommunication
industry as an opportunity for improvement and tools for increasing market share
by correlating the effectiveness of complaint handling system with customer
satisfaction and loyalty by highlight the main element of complaint management

procedures that has direct impact on customer relationship management.

1.5 Significant of research

The aim of this research is to regard complaints in Mobile
telecommunication industry —in Khartoum state- as an opportunity for
Improvement by correlating the effectiveness of complaint handling system with
customer satisfaction and to highlight the main element of complaint
management procedures that has direct impact on customer relationship

management.



1.6 Research hypothesis

H1: There is a positive relationship between service quality (i.e., tangible,
reliability, Responsiveness, assurance and empathy) and customer satisfaction.

H2: There is a positive relationship between service quality (i.e., tangible,
reliability,

Responsiveness, assurance and empathy) and customer loyalty.

H3: There is a positive relationship between customer satisfaction and customer

loyalty that impacted by complaint handling.

1.7 Previous studies

Lupakisyo Wipson - 2014 studied the Assessment of customer satisfaction on
complaints handling in banks, and the objective of this study were to examine the
time taken by Barclays bank (case of the study) to resolve the complaints, and to
assess if there is clear policies and procedures in handling customer complaints and
also to assess if customers are satisfied with the response given to them concerning
their complaints.

The result of the study prove that there is strong correlations between customer
satisfaction and service quality, effective complaint handling is still not adequately
addressed by businesses that why customer still dissatisfied, training enable staff
members to familiarize and revisit with different policies procedures in handling
complaints which contribute toward customer satisfaction, and employees should
be motivated as motivation rise morally of performing work.

The recommendation of this study were minimize the difference between

customer’s expectations and the management’s perceptions towards customer



satisfaction , also the gap between expected service and perceived service by the
consumer must be filled must be filled.

Another study by Muhammad Shahid & Masood Ul Hassan — 2017 discuss
the Interrelationship among Corporate Image, Service Quality, Customer
Satisfaction, and Customer Loyalty: Testing the moderating impact of Complaint
Handling in bank sector to retain their customers by satisfying their needs and try
to develop long term strategies in order to form satisfied and loyal customers base
with the moderating impact of complaint handling.

The result of the study explore higher level of service quality creates a positive
image in the eyes of customers, Part of the service quality is service delivery
process (fails to resolve that certain issue) which is used to utilize the competitions,
also Continuously enjoying the customer loyalty requires the continuous
appropriate resolution of complaints and convert dissatisfied customers into
satisfied one can be achieved by effectively and efficiently handling their

complaints.

The study recommend to use qualitative techniques to be more informative e.g.
interviews of the customers in order to obtain more in-depth and interpretive
information regarding the variables of the study. Also it recommend to consider
the sampling from different region as people of diverse regions might be having
distinct experience of services provided by banks. Eventually the service firms
should provide an effective system in order to handle the customer’s complaints
and provide their customers an opportunity to raise their voice for the improvement
in service delivery process.

Study by Weam Abbas - 2017 address the Impact of Complaints Management
system effectiveness in the health services quality, and the objectives of this study

aimed to evaluate the complaint management system procedure in Royal Care
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International Hospital.
The result of the study leverage that there is positive impact of the effectiveness of
the complaints management in improving a health services quality and achieving
patient satisfaction, There is a positive impact of complaints management system
in evaluating and improving the organizational performance, and the use patient
complaints is a source of learning that have promoted higher standards of care.
The study recommend that senior management must committed to apply the
complaints management system, Training the employee to know how they can deal
with the patient complaints, Engage and involve staff in designing of complaints
management system, and Comparing and sharing data on complaints between
hospitals to highlight common deficient areas and also be used to plan strategies.
Justice Kingsley — 2016 assess the effectiveness of customer complaint
handling procedures and its impact on customer retention using Unibankghana
Limited as case study. This study was conducted using a quantitative research
approach and an explanatory research design.
The result of the study state that many people make complaints after making them
once or twice due to resolution process effectiveness of the bank’s complaint
resolution system and consumers are prone to spread a negative WOM when they
perceive an unfair response to a service failure.
The recommend that management of Unibankghana Limited integrate a complaint
mechanism / button into the ATM machines to enhance complaint taking and to
ensure total organizational focus to significantly improve services which were
found to breed the most complaints.
Mohammad Shammout & Shafig Haddad — 2014 studied The Impact of
Complaints' Handling on Customers' Satisfaction. This study aims at identifying
the most important impacts of complaints' handling on customers' satisfaction in

the commercial banks' in Jordan, also aims to provide recommendations and
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suggestions to the top managements to handle customers' complaints in order to
enhance customers' satisfaction.

The result of the study prove that here is a statistically significant impact of
service quality and the customer’s satisfaction represented on service recovery,
service quality, switching cost, service failure, service guarantee, and perceived
value. Also it state that both domains perceived value and service guarantee were
at the lowest rank but Service Quality and Service Failure are ranked high in
Impacting customer satisfaction.

The recommendation of this study were to respond effectively to banking
services' failure which would reflect the service quality positively and therefore
customers' satisfaction. Also it recommend to adopt more effective ways to
enhance receiving complaints reliably and to open a special department for

handling customers' complaints in order to increase customers' satisfaction.
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CHAPTER TWO

LITERATURE REVIEW

2.1 Globe Telecommunication industry

Mobile communication refers to communication between mobile users, or
between mobile users and fixed line users. With the development of electronic
technology, especially the development of semiconductor, integrated circuit and
computer technology, mobile communication has been developed rapidly and this
give the power to telecommunications technology to driving businesses all over the
world to get connected. . Economically in 2017, mobile technologies and services
generated 4.5% of Gross domestic product (GDP) globally, a contribution that
amounted to $3.6 trillion of economic value added. By 2022, this contribution will
reach $4.6 trillion, or 5% of GDP (Mobile Economy, 2018).

The tremendous changes of the telecom industry during the last decades have
completely altered their rules and structures. In the past, traditional—mainly
government-owned telecommunications operators were responsible for the
technical realization of fixed-line and mobile radio communications. Their
business model was based on long-term infrastructure investments that were
financed through usage-based connection fees. Today, competitors of traditional
operators do not necessarily require their own network infrastructure— such as, for
example, Over-The-Top (OTT) providers. Increasingly, the technical connection is
becoming a commodity. Innovative applications, convergent services, and
dedicated customer orientation are today’s success factors. However, increasing
data volumes and mobile usage still requires ongoing modernization of network
technologies. A major challenge for telecommunications operators is the

11



combination of continuous innovation requirements with a stagnating market and

changing value chains.

2.2 Telecommunication industry in Sudan

Development in Sudan’s Telecommunication industry is one of the most
visible achievements during the last years which give the economy a very great
boost. The development in the area of telecommunication was very impressive and
was able to attract considerable investments from outside the country and had
given a good number of the population to be in a daily contact with each other
through the ingenious invention of the mobile phone. There is three mobile
telecommunication company in Sudan which they are toughly competed to
increase their market share by providing advance service that can meet and exceed

customer expectation.

Zain Company

Zain- Sudan (formerly Mobitel) commenced its lasting journey towards the
end of 1996, leading the way as the first mobile telecom operator in Sudan. Zain-
Sudan has biggest market share 47% with more than 13 million active customers
(NTC. 2017).

As stated in ZAIN web site (sd.zain.com) “Zain- Sudan (formerly Mobitel)
commenced its lasting journey towards the end of 1996, leading the way as the first
mobile telecom operator in Sudan. Launching its commercial activities in February
1997, Zain put Greater Khartoum on the telecommunications map through its GSM
network, turning Sudan into the fourth country to launch mobile services in North
Africa. It was established as a joint-stock company with the shares divided
between Sudan Telecommunications Company Ltd. (Sudatel) and several other

shareholders including Celtel until 2006, when it was fully acquired by the Mobile
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Telecommunications Company (MTC) as part of its strategy; to transform from a
local to a regional, then a global telecom entity. Following the acquisition, Zain
consolidated its position in the Middle East and Africa, transforming Mobitel into
the leading mobile telephone operator in Sudan, and the most distinguished among
Zain Group's operations which extend across Asia and Africa. On September 9th
2007, the Sudanese Mobile Telephone Company (Mobitel) simultaneously
rebranded to Zain together with the other companies in the Group in Kuwalit,
Bahrain and Jordan. Zain then became the brand name of the group's companies in
Africa and the Middle East, operating in Kuwait, Bahrain, Saudi Arabia, Iraq,
Jordan, Lebanon (MTC Touch), and Sudan. Since its launch, the company's
mission has been, to provide services that exceed customers' expectations, develop
the communities in which it operates, boost Sudan's economic growth and create
unique value for its partners and shareholders. Today, Zain— Sudan is proud to own
the biggest market share 42% with more than 12 million active customers. Zain—
Sudan succeeded in strengthening its relationship with the Sudanese community by
remaining proactive, providing innovative services, contributing to its development
and progress in addition to extending its coverage to reach more than 90% of
Sudan's total population. The Sudanese Mobile Telephone Company Ltd. (Zain)
provides 2G and 3G mobile phone services under the license granted to it by the
National Telecommunications Corporation (NTC) in accordance with
telecommunications act 2001. At the beginning of 2016 Zain - Sudan launched the
4G LTE technologies to become the first operator launching this technology

nationwide.

MTN Company

MTN Sudan was officially licensed to operate its services by an official

letter from the National Telecom Corporation at the end of 2002. MTN is the
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second operator with market share 27% with more than 7 million active customers
(NTC. 2017).

As stated in MTN web site (mtn.sd) “MTN extensive knowledge of telecoms
has been reinforced by projects and assignments to support our continuous

developments such as
- Expanding MTN network to cover more than 500 regions across Sudan.

- Encouraging loyalty through high quality services and development of

innovative and attractive packages and services for a better customer experience.

- Focusing on customer’s needs MTN Sudan was the first company to
offer the basic services free of charge and eliminate the monthly charges for its

prepaid subscribers.

- MTN Sudan was the first company to charge its customers through per

second billing
- The first telecom company to sponsor the Sudanese football sports
- The fastest growing mobile service provider in Sudan”

Sudatel - Sudani Company

Sudani is the main operator of Sudatel group which contributes, it provides
services fixed telecommunications network with its wired and wireless
infrastructure, making it the only operator which provides these services in Sudan
and the group. Sudani is the first fix operator but the last mobile operator in Sudan
with market share 26% with more than 7 million active customers (NTC. 2017).

As stated in Sudatel web site (sudatel.sd) “Sudatel offers various telecom

services and keeping its competitive edge with other companies. STG main

14



services include provision of mobile services, fixed-line services, as well as carrier

and wholesales services.

STG provides services in 2G, 3G, and NGN technology levels. STG services
are expanded into many cities and rural areas, achieving the widest coverage and
most significant presence. STG’s infrastructure integrates well together in harmony
with all the modern elements of modern communications in optical fiber networks,
copper and wireless networks so that all these networks are based on a common

technology base which is the best and most modern in the field of communications.

STG is running now a telecom business (telecom operators) in five African
countries (Sudan — Mauritania — Senegal and Guinea Conakry) covering the areas

of Mobile, fixed, Internet and broadband services.

Table (2-1): Mobile telecommunication customer base trend

12,587,509 | 11,909,149 12,587,509 13,572,301
MTN 7,490,892 8,467,339 7,490,892 7,643,356 27%
SUDANI | 7,728,892 7,562,019 7,728,892 7,428,482 26%
Total 27,807,293 | 27,938,507 27,807,293 28,644,139 100%

Source: (NTC, 2017)

2.3 Customer satisfaction

Customer satisfaction is one of the marketing fundamentals construct in the
last three decades. In the past, it was unpopular and unaccepted concept because
companies thought it was more important to gain new customers than retain the

existing ones (Emily, 2010). However, recently, companies have gained better
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understanding of the importance of customer satisfaction (especially service
producing companies) and adopted it as a high priority operational goal and
strategy. Improving customer experience and satisfaction is one of the highest
priority for mobile service providers as it considered as one of the pillars of
sustainable business. More focus on customer experience can enable mobile
service providers to respond more effectively to customer requirements, build
customer loyalty, and create a stronger value perception in the minds of customers
(Nielsen, 2014). Additionally, raising the customer experience to the highest level
can generate sustainable competitive differentiation, improving prospects for long

term profitability.

The Total quality management (TQM) one of the common model and approach for
meeting customer needs and expectations that involve all managers and employees
in using quantitative methods to continuously improve the organization’s
processes, products and services ,and use it as a driving force for an organization to

improve its performance to increase its market share.

2.4 Determinants of Customer Satisfaction

Shahzad, Saima (2012) state that, the previous researches have given
significant importance to customer satisfaction. Satisfaction can be defined as a
features or characteristics that can full either a need or want of a consumer in better
way than competitors. Although this satisfaction explained by different researchers
in different ways and levels. If a company provides a product according to the
requirements of their consumers it will lead the satisfaction of those consumers.
The higher or lower satisfaction of a consumer will depends upon the quality of
brand characteristics that offered by a company (Gerpott et al, 2001).This is the

consumer satisfaction which contributes for the future money making for a
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company. The dissatisfied consumers of a company do not take time to re-try that
brand .Low quality services can also lead dissatisfaction. However it’s all depends
upon that which segments a company is targeting and what are their expectations
for that product. The comprehend contradiction among former expectations and the
actual performance of the product can be defined as customer satisfaction (Bodet,
2008). There are factors that played a significant role in consumers’ selection of
their mobile service provider at the time of purchasing a connection, each one of

these factors has its own customer satisfaction (Shahzad, Saima, 2012).

Customer Service

Customers don’t expect you to be perfect. They are expect from you to fix
things when they go wrong. The main role of the customer service staff is to
clearly communicate with customers, to manage their problems regarding product
or service, to transfer the appropriate information, to assess the customer need and
wants, to promote them with new offerings, and to manage the length of the call.
Handling customer-complaint effectively leads to customer satisfaction, “Customer
services always a successful indicator in business” (Jawaria et al, 2009). Customer
service is a vital factor of marketing mix for any product or service. To generate

customer loyalty the company should provide high quality customer services.

Price Fairness

Price is a crucial variable that defines the company’s profit. For having the
benefits and usage of any service or product the customer will pay an amount of
money which is known as price .Price is also expressed as what a buyer is willing
to pay, a seller is willing to accept and the competition is allowing to be charged.
Price is the key element for customer satisfaction (Shahzad, Saima, 2012). A good
price is the major contributor for satisfaction. Because the financial cost is the

price and in making customer value monetary aspect play a very vital role.

17



Sales Promotion

Sales promotion has a significant impact on stimulating consumer’s brand
choice, purchase time, and purchase quantity. It can be defined as to offer some
incentives that can increase consumer demand or to improve the quality of the
product. Sales promotion changes can be identified much easily as compared to
traditional advertising and quantified with figures and data. Also sales promotion
can affect the consumers ‘buying decision such as brand choice and brand
switching. In another words, organizations use sales promotion as a tool that can
convince customer to purchase any product or service. The purpose of sales
promotion is to increase the cellular subscribers therefore cellular companies offer
extra free minutes, limited offer to get double balance, free VAS, MMS at low rate

etc.

Coverage

As Communication is all about to get coverage and to stay connected
throughout the world therefore in Sudan almost more than 9000 sites have been
mounted by four cellular companies in different urban and rural areas (NTC,
2016). As in urban areas mobile phone coverage is better than rural areas but still
some cellular companies cannot provide mobile coverage in some village and
areas. If a given cellular company fail to provide coverage where customer need

then it will lead to lack of satisfaction.

Promotion

One of the key elements of marketing mix is promotion. Media plays major
role to promote a product in various areas (Shahzad, Saima, 2012). Sometimes
company offer discount packages to increase the sale of any particular product

.Promotion is defined as to indicate the “right” product to the target market or other
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distribution channels and it cannot be effective unless it catches the attention of
people.

2.5 Customer loyalty

There are many definitions of customer loyalty. Most of these definitions
fails to realize that loyalty runs hand-by-hand with emotions. Customer loyalty is
the result of consistently positive emotional experience, physical attribute-based on
satisfaction and perceived value from an experience, which includes the product or
services. A common question of who you are loyal to? Surely you’ll answer family
and friends. Why? Because of the emotional bond you to be with them. Your
family and friends can do things you may not happy with, but you stay loyal
because of that bond. The same applies with customer loyalty. To prompt customer
loyalty you must build an emotional bond with your customers. To build loyalty,
customer experience management mix the physical, emotional and value elements

of an experience into one coherent experience.

Retaining customers is less expensive than acquiring new ones, and customer
experience management is the most cost-effective way to drive customer
satisfaction, customer retention and customer loyalty (Emily, 2010). Not only loyal
customers preform sales, but they are also more likely to purchase additional, high-
margin supplemental products and services. Loyal customers reduce costs
associated with consumer education and marketing, especially when they become
Net Promoters for your organization. Given the highly inconvenience competitive
landscape today, customer experience programs are the most effective way to
differentiate your organization from the competition (Emily, 2010). Such
differentiation effectively drives loyalty when customers are engaged on an
emotional, intellectual, or even spiritual level, and when a customer respect a

product or service before, during and after its use.
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2.6 Customer Experience

Understanding the customer experience is crucial part of customer
relationship management. The overall experience reflects how the customer feels
about the company and its services and offerings. Surveys, feedback forms,
interviews and other data collection techniques help a company to determine the

customer experience.

Esteban (2017) state that Customer experience something that can be
manufactured, engineered, owned or controlled to everything related to a company
or business that affects a customer’s perception and feelings toward the company.
It includes obvious customer-facing interactions throughout the customer journey
and commonly known as touchpoints, but it’s also influenced by elements such as
brand recognition and corporate social responsibility and other external factors.
Accordingly any one on the company should think and work toward customer
experience and it should be one of the top management focus and part of their

strategy that need to be achieved and monitored closely.

Figure (2-1): Parts that should be unified for delivering the customer experience

Customer
Product Experience Support

Marketing

Source: Esteban (2017)
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The important of CX/CEM are no longer debatable area which all researches and
experiences state and prove that it is a vital way to manage customer during his

journey with company. (Esteban, 2017) research shows that:

e 55% of consumers are willing to pay more for a guaranteed good experience.
And he points out the word ‘guaranteed’, noting customers are no longer
satisfied with just being promised a good experience.

e 86% of consumers are willing to pay more for an upgraded experience. Air
travel and hospitality are examples where upselling better experiences can
generate incremental revenue and bolster customer loyalty.

e 84% of consumers are frustrated when the agent does not have information.

e Customer frustration leads to the following: 13% tell 15 or more people if
they’re unhappy. Conversely, 72% of consumers will share a positive
experience with 6 or more people.

e 67% of consumers site bad experiences as reason for churn.

All above finding prove that it mandatory for organization to manage their

customer experience.

2.7 Service Quality dimension

Service quality is a comparison between what customer expected and
received. Enterprise with high service quality will meet or exceed customer
expectation and remaining competitive, so improving service quality will
increasing enterprise profitability. Improvements to service quality may be
achieved by improving operational processes, identifying problems quickly and
systematically, establishing valid and reliable service performance measures and
frequently measuring and benchmarking customer satisfaction and other

performance outcomes.
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In a quality management literature, service quality is often considered as a multi-
dimensional construct, as an example , Azman & Yusrizal (2016) suggest that
service quality should have two basic dimension , namely technical quality (i.e.,
what customers' received from services provided by an enterprise ) and functional
quality (i.e., how an organization delivers services to customers) , Later, the
service quality base has been modified and simplified by United of State school of
thought where it proposes that effective service quality should have five specific
dimensions, namely tangible (physical facilities, equipment, and appearance of
workers), reliability (ability to perform the promised service dependably and
accurately), responsiveness (willingness to help customer and provide prompt
service), assurance (knowledge and courtesy of workers and their abilities to
inspire trust and confidence), and empathy (caring, individualized attention the

organization provides its customers).

When the SERVQUAL scale was created, their aim was to provide a generic tools
for measuring service quality across a broad range of service categories
(Parasuraman et al, 1988). Relying on information from 12 focus groups of
consumers, and he reported that consumers evaluated service quality by comparing
expectations (of service to be received) with perceptions (of service actually
received) on ten dimensions. Parasuraman et al. (1988) refined the ten service
quality dimensions and reduced them to the SERVQUAL’s five generic
dimensions of reliability, assurance, tangibles, empathy, and responsiveness. In the
marketing literature, these refined five attributes are considered to be the common
service quality dimensions. Most academic studies have since adopted these
attributes and in most cases they have been the starting point for conceptualizing
and developing further service quality research. The following sub-sections

provide brief explanations of these variables.
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1. Reliability (performance consistency, dependability). Parasuraman et al.
(1988) defined the term “reliability” as “the ability to perform the promised
service dependably and accurately”. Here it is determined if the company
give the service in the right way the first time and keeps to its promises.

2. Responsiveness (service timeliness, staff willingness). Parasuraman et al.
(1988) defined the term “responsiveness” as “willingness to help customers
and provide prompt service”. This factor concerns to what extent the
employees are prepared to provide service. This involves factors such as
mailing a transaction slip immediately, calling a customer back in short time
and giving prompt service.

3. Assurance (trustworthiness, honesty). Parasuraman et al. (1988) defined the
term “assurance” as the “knowledge and courtesy of employees and their
ability to inspire trust and confidence.

4. Tangibles (physical evidence of service). Parasuraman et al. (1988) defined
the term “tangibles” as “physical facilities, equipment, and appearance of
personnel”. They include physical aspects of the service such as physical
facilities, appearance of personnel, tools or equipment that is used to provide
the service.

5. Empathy (staff attitude demeanor). Parasuraman et al. (1988) defined
“empathy” as “caring and individualized attention that firm provides its
customers”. This factor involves politeness, respect, consideration,

friendliness of contact personnel.

Superior service quality and consistency can lead to customer satisfaction which it

turn to provide various benefits, such as:

1) The relationship between the company and its customers will become more

harmonious.
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2) Provide a good basis for re-purchase activities.

3) Encourage customer loyalty.

4) Creating a recommendation by word of mouth (word of mouth) that benefit

the company.

5) To be a good corporate reputation in the customer's mind.

6) Company’s profit will be increased.

According to the implication of those benefits, each company must realize the

importance of service quality. Continuous quality improvement is not a cost but an

investment to generate greater profits.

2.8 Service Quality gap model

When measuring service quality, a gap may be found which need
organizations to measure, manage and minimize to increase its customer
satisfaction which will directly lead to enhance customer loyalty these gap can be

filled by defined focus group that will assess why this gap is happen and the

possible solution to overcome it.

Figure (2-3): Gap Model of Service Quality
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Source: Vijay et al, 2011

The first four gaps are defined as functions of the way in which service is
delivered from the service provider to the customer, while gap number five is
connected to the customer which considered to be the truth of service quality. Gap
number five is also the gap that influence the SERVQUA as stated by Vijay (2011)
which is important for a service organization to define the level of quality at which

to operate.

With the best designed customer centric systems and processes, customer will face
the occasional drop in service, however, it is the manner in how customer
complaint management system is handling such scenario and this deeply impacting
customer experience and loyalty. According to (Nielsen, 2014), which the surveys
extended across eleven countries and over 9000 respondents. High RSI is not just
about better service experience and lesser incidence of complaints but also about
service recovery experience. Their research was conducting on telecom sample to
assess the customer feedback regrading nature of problems that they are faced,

these problem was categorized on:

1) Network coverage.
2) Network Quality.
3) Billing related.

4) Payment related.

5) Activation of Services.

The handling of problems was better for Top Decile customers with 94% reporting
resolution as against only 31% reporting resolution for Bottom Decile customers
(Nielsen, 2014).
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2.9 The concept of customer complaint

A complaint is an expression of un satisfaction toward product or service
or even action or lack of action by organization to an individual .This kind of
behavior may happened on any touch point during customer journey. A complaint
provides an opportunity for service recovery followed by a chance to educate the
customer, strengthen loyalty and build positive word of mouth (WOM) comments.
Successful organization encourage customer to complain (Justice, 2016). In
telecommunication context, customers may complain about such product or service
quality issues as poor network quality, delayed services, or unrealized promises of
service providers, among others. Mike (2007) revealed that 26 out of 27 people
who experience poor service do not complain, so Zero complaint doesn’t mean

service is good.

2.10 Complaint management system

For ensuring excellent customer service in a company, managing complaint
Is a vital business practice. Complaint management system is the process of how
enterprise handle, manage, respond to and report customer complaints. To track
and trend the data that is captured by complaint management process, system must
put in place. One of the main benefits from that system is to analyze where
improvement should be made. Accordingly any enterprise should use this data to
satisfy its customer and protect the company from repeated complaints that may

affect brand reputation.

Effective complaint management system should contain key features, such

as a centralize location for customer to report complaints, a system for storing
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complaint, a process for logging complaints, a method for acknowledging
complaint (Such as letter to the customer), a process for investigating complaints

and then a way for resolving and following up with complainer.

Complaint management system can be simple or complex depending on the level

of high quality service that enterprise committed.

To be build more effective complaint management system, organization should
design a work flow or process on how complaint — service recovery- will be
tackled to exceed the customer requirements, These process should be designed by
the team work on the field with supervision of consultant who has an experience
on how to manage customer complaint and where are the gaps to be avoided.
Below figure show an example of process follow chart that are used for service

recovery.

Figure (2-4): Service Recovery Process

Identifying Service Failures Resolving Customer Problems Communicating and Integrating Data and
Classifying Service Failures Improving Overall Service

Individual Customer and Improve Service System
Employee Satisfaction

Maintain Customer and Overall Customer and
Employee Loyalty Employee Satisfaction

Develop Customer and
Employee Loyalty

Profit ‘
e — |

Source: Harvard business review, 1994
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2.11 Determine Improved Ways of Handling Customer Complaints

When unsatisfied customers decide to complain, winning the reluctance
explained above, they are offering companies a second opportunity. Only when
customers, report direct complaining, are looking for redress, apology and
psychological benefit. However, complaint management appears to be a double
edge blade (JUSTICE, 2016): on the one hand there is a favorable opportunity to
regain customers; on the other hand a poor complaint management procedure can
repel customers forever. The challenging side of complaint management is that the
company can be aware of the given answer and of the future repurchase behavior,
but how the response is perceived by a dissatisfied consumer.

Complaining customer will perceive and then judge the complaints procedure also
according to the concept of perceived justice (Blodgett, Anderson, 2007). This
concept can be divided into three different dimensions:

Distributive justice: related to the outcome of the recovery effort.

Procedural justice: related to the adopted set of policies, procedures and criteria
used to deliver the outcome.

Interactional justice: related to the manner in which people are treated during the
recovery effort.

It is extremely important to consider all the three dimensions involved, because the
combination of the three dimensions can determine the overall perception and the
subsequent behavior. Therefore, the concept of justice should be used when
evaluating or establishing complaint handling policies and procedures (Blodgett,
Anderson, 2007).
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2.12

Organization strategy toward improving complaint handling

For continuing improvement on how complaint is handled on organization, a set

of policies and procedure should be stated on their strategy bonded by top

management. Mike (2007) set a foundation of companies’ complaint handling

schemes:

1.

Highly visible procedures — including clear information about how to make
and pursue a complaint with a single point of contact; and clear and accurate
feedback on how the complaint is processed and escalated.

Easy and free access — removal of all access barriers.

Effective company protocols — to achieve high levels of quality assurance
and performance. These must include a sector-wide, well-understood and
accepted definition of what constitutes a complaint; accurate recording
methods including provision of customer reference numbers at the outset;
secure and efficient data handling; and follow up procedures to check
consumer satisfaction with the way that complaints are handled.

Fairness and consistency — treating all customers fairly and with respect;
having consistent processes for resolving complaints and determining
outcomes.

Responsiveness — clear and appropriate time limits for resolving the majority
of consumer complaints and, where necessary, flexibility for dealing with
complex complaints together with keeping the complainant informed.
Organizational ownership and commitment — the importance of good
complaint handling and of regular analysis of complaints data should be
understood and supported at all levels throughout the company. Substantial
efforts should be made to ensure that the most effective organizational
structures and procedures are in place, including robust staff training and
monitoring.
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CHAPTER THREE

RESEARCH METHODOLOGY

3.1 Introduction

This chapter presents the overall research design, area of the research,
sample of the study, sample size, sampling techniques that will be used to select
respondents, nature of the study, data collection techniques, sources of data and

data analysis.

3.2 Research design

The researcher carried out descriptive research and learn about Mobile
telecommunication customer satisfaction on complaints handling quality
procedures in Sudan. The researcher used quantitative research which based on the
measurement of quantity or amount. It is applicable to phenomena that can be
expressed in terms of quantity, (Kothari 2004) and statistical methods used in
processing data. The data in surveys obtained by using standardized tools

particularly questionnaire.

3.3 Area of the research

The research conducted at Mobile Telecom operators in Sudan, by focusing
on customer service center which many customers are raising their complaint on it.
The researcher decided to use customer service center as the area of research in
order to assess customer satisfaction on complaints handling quality on service

offered. The researcher recommended the remedy on how to improve complaints
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handling procedures, in order to achieve customer satisfaction which will help to

retain existing customers and increase new customers.

3.4 The target Population of Research

The target population comprised 28 million as defined in mobile
telecommunication
Individual subscribers as of December 2017 (NTC, 2017) from three mobile
telecom networks in Sudan; namely: ZAIN, MTN and SUDANI.
This research aimed at assessing customer satisfaction on complaints handling
quality in mobile telecommunication company, in this research the population
involved in the research were 150 customers from Mobile operators (50 from each
company) targeting the customer who had complaint and access the customer

service center to be resolved.

3.5 Sampling design and procedures

As stated on NTC report (NTC, 2017), the total mobile customer base is 28
Million distributed between the three companies (Tablel). Normally the base or
registered customer is differ from attached one, in most cases its 65% and depend
on seasonality and operators promotions activity (NTC,2017) , this figure was test
by interview with ZAIN Planning department who confirm this figure and state
that Khartoum city population is around 9 Million (Sudan statistical centre,2016).
They also estimate that population of western Omdurman is around 2 Million
according to their traffic distribution.

The researcher used simple random sampling method by selecting a sample size of
150 respondents which were Mobile customers, where by targeting customers

approach customer service centres in west Omdurman area for complaint purpose.
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The researcher interview a total of 150 customers. Four centres were selected
which were LYBIA Market, ARDA, WD ALBASHIR and ELMOHANDSEEN,
sample of 50 customers from each branch were chosen. The questionnaires were
distributed to walking customers at each Centre where by customers were required
to fill out the questionnaires which guided them to indicate their rating on how
their complaints were handled customer service centre. Also customers were
requested to indicate how satisfied they were with services provided by these

centres and they are loyal for their service provider.

3.6 Variables and measurement procedures

Data were collected from all operators customer service centres, questioners
were distributed to the selected sample. The following variables that is time taken
to attend customers information, Reliability, Responsiveness, Assurance, Empathy
and Tangibility of the service provided by customer service centre , it also assess
how he is satisfy from the perceived service on handling his complaint that can
make him loyal to this company. Service quality obtained were used to obtain
information using Likert scales (strongly agree, Agree, Neutral, Disagree and

strongly disagree).

3.7 Data processing and analysis

The collected data through questionnaires were sorted out by identifying
which data were usable and not usable, coding where numbers or symbols were
assigned, classifying and tabulation of collected data ready for analysis. Data were
processed by using SPSS (Statistical Package for the Social Sciences) and other
statistical methods like mean, standard deviation, median and mode also charts,

and tables used to present different observations.

33



CHAPTER FOUR
RESULTS AND ANALYSIS



CHAPTER FOUR

RESULTS AND ANALYSIS

4.1 Population and sample of the research

This chapter deals with the field study procedures under the following

sections

Table (4-1) illustrates the frequency and percentage for the sex

Sex Frequencies Percentage
Male 93 62.0%
Female 57 38.0%
Total 150 100.0%

Source: Survey, 2018
Figure (4-1): Percentage for the sex
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Table (4-1) illustrates the views of the distribution of the age male by (%62.0) and
female by (%38.0).
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Table (4-2) illustrates the frequency and percentage for Number of age

Value Frequencies Percentage
18-30 years 2 1.3%
31-45 years 47 31.3%
46-60 years 68 45.3%
More than 60years 33 22.0%
Total 150 100.0%

Figure (4-2): percentage of age

Source: Survey, 2018
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Source:Research survey, 2018

Table (4-2) illustrates the views of the distribution of the age sample by 18-30
years by (%1.3) and 31-45 years by (%31.3) and 46-60 years by (%45.3) and More

than 60 by (%22.0).

Table (4-3) illustrates the frequency and percentage for the education

Education Frequencies Percentage
Secondary 62 41.3%
University 25 16.7%
Graduate study 21 14.0%
Other 42 28.0%
Total 150 100.0%

Source: Survey, 2018
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Figure (4-3): Percentage of education
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Table (4-3) illustrates the views of the distribution of the education Secondary by
(%41.3) and University by (%16.7) and Graduate study by (%14.0) and other by
(9%628.0).

Table (4-4) illustrates the frequency and percentage for the work

Work Frequencies Percentage
Student 41 27.3%
Employee 72 48.0%
trader 20 13.3%
vocational 16 10.7%
Farmer 1 6.7%
Total 150 100.0%

Source: Survey, 2018
Figure (4-4): Percentage of work
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Source: Research survey, 2018

Table (4-4) illustrates the views of the distribution of the work Student by (%27.3)
and Employee by (%48.0) and trader by (%13.3) and vocational by (%10.7) and
Farmer by (%6.7).

Table (4-5) illustrates the frequency and percentage for the Favourite
Telecommunications Company

Work Frequencies Percentage
ZAIN 50 33.3%
MTN 50 33.3%
SUDANI 50 33.3%
Total 150 100.0%

Source: Survey, 2018

Figure (4-5): Percentage of Favourite Telecommunications
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Table (4-5) illustrates the views of the distribution of the Favourite
Telecommunications Company ZAIN by (%33.3) and MTN by (%33.3) and
SUDANI by (%33.3)

Table (4-6) illustrates the frequency and percentage for the duration of
participation in the company

Duration of participation Frequencies Percentage
1-3 years 55 36.7%
4-6 years 68 45.3%
7-9 years 24 16.0%
More than 9 years 3 2.0%
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| Total | 150 100.0%

Source: Survey, 2018

Figure (4-6): Percentage of life time in the company
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Table (4-6) illustrates the views of the distribution of the duration of participation
in the company sample by 1-3 years by (%36.7) and 4-6 years by (%45.3) and 7-9
years by (%16.0) and More than 9 years by (%2.0).

4.2 Reliability and Validity
Cranach’s alpha Method

Where reliability was calculated using Cranach’s alpha equation shown below:

n 4 1-—Total variations questions

Reliability coefficient =

N-1 wvariation college grades

Valldlty - n . 1 — Total variations questions
N-1 wvariation college grades

Cranach alpha coefficient = (0.87), a reliability coefficient is high and it indicates
the stability of the scale and the validity of the study.
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Validity coefficient is the square of the islands so reliability coefficient is (0.93),

and this shows that there is a high sincerity of the scale and that the benefit of the

study.

Table (4-7): Reliability and validity

No | Value reliability Validity

1 Reliability 0.93 0.96

2 Response 0.93 0.96

3 Assurance 0.93 0.96

4 | Empathy 0.94 0.97

5 | Tangibility 0.94 0.97

6 Customer Satisfaction 0.94 0.97

7 Customer Loyalty 0.93 0.96

Total 0.93 0.96
Source: Survey, 2018
4.3 Reliability Category Result
Table (4-8) illustrates the frequency and percentage for the Reliability:
No | Items Strongly | Agree | Neutral | Disagree | Strongly
agree disagree

When | contact the customer 36 55 39 16 4
service canter , | always connect
to the right individual who can 24.0 36.7 | 26.0 10.7 2.7
help me
When | contact the customer 27 60 31 23 9
service centre, they promise to
do something by a certain time, 18.0 40.0 | 20.7 15.3 6.0
they do so
I will not hesitate to contact the 28 48 44 19 11
customer service centre in any
future complaint 18.7 320 | 29.3 12.7 7.3

Source: Survey, 2018
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The above table result shows:

When | contact the customer service center, | always connect to the right
individual who can help me by the strongly agree (%24.0) and agree by (%36.7)
and Neutral by (26.0%) and disagree by (%10.7) and strongly disagree by (%2.7).

When | contact the customer service center, they promise to do something by a
certain time, they do so by the strongly agree (%18.0) and agree by (%40.0) and
Neutral by (%20.7) and disagree by (%15.3) and strongly disagree by (%6.0).

| will not hesitate to contact the customer service center in any future complaint by
the strongly agree (%18.7) and agree by (%32.0) and Neutral by (%29.3) and
disagree by (%12.7) and strongly disagree by (%7.3).

Table (4-9) illustrates chi-square teat results for the Reliability:

future complaint

No Phrases Chi- df | Sig. | Median | Interpretat
square ion
value

1 When | contact the customer

service canter , | always connect to

) 53.80 | 4 0.00
the right individual who can help 4.00 Agree
me

2 When | contact the customer

service centre, they promise to do 46.66 4 0.00 4.00 Agree
something by a certain time, they
do so
3 | will not hesitate to contact the
customer service centre in any 3353 | 4 0.00 4.00 Agree

Source: Survey, 2018

The results of table (4-9) Interpreted as follows:

1. The value of chi — square calculated to signify the differences between P-

value and significant value (5%), the attribute: When | contact the customer

service center, | always connect to the right individual who can help me, chi

— square was (53.80) with P-value (0.000) which is lower than the level of
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significant value (5%) These refer to the existence of differences

statistically.

. The value of chi — square calculated to signify the differences between P-

value and significant value (5%), the attribute: When | contact the customer
service center, they promise to do something by a certain time, they do so,
chi — square was (46.66) with P-value (0.000) which is lower than the level
of significant value (5%) These refer to the existence of differences

statistically.

. The value of chi — square calculated to signify the differences between P-

value and significant value (5%), the attribute: | will not hesitate to contact
the customer service center in any future complaint, chi — square was
(33.53) with P-value (0.000) which is lower than the level of significant

value (5%) These refer to the existence of differences statistically.

4.4 Responsiveness Category Result

Table (4-10) illustrates the frequency and percentage for the Responsiveness:

No | Items Strongly | Agree | Neutral | Disagree | Strongly
agree disagree
4 | Itis easy to access the customer 7 33 42 36 32
service center from anywhere at 47 220 | 280 24.0 213
any time
5 | The customer service center 16 50 38 36 10
agent respond back to me with
status of my complaint 10.7 33.3 | 253 25.3 24.0
6 | | recognize the professionalism 27 57 37 24 5
on the way that customer service
center responding to my 18.0 38.0 | 247 16.0 3.3
complaint

Source: Survey, 2018
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From the above table result shows:

It is easy to access the customer service center from anywhere at any time by the
strongly agree (%4.7) and agree by (%22.0) and Neutral by (%28.0) and disagree
by (%24.0) and strongly disagree by (%21.3).

The customer service center agent respond back to me with status of my complaint
by the strongly agree (%10.7) and agree by (%33.3) and Neutral by (%25.3) and
disagree by (%25.3) and strongly disagree by (%24.0).

| recognize the professionalism on the way that customer service center responding
to my complaint by the strongly agree (%18.0) and agree by (%38.0) and Neutral
by (%24.7) and disagree by (%16.0) and strongly disagree by (%3.3).

Table (4-11) illustrates chi-square teat results for the Responsiveness:

N Phrases Chi- df | Sig. | Media | Interpretatio
0 square n n
value

4 | Itis easy to access the
customer service center from | 23.53 4 |0.00, 3.00 Neutral

anywhere at any time

5 | The customer service center
agent respond back to me 36.53 4 10.00 3.00 Neutral
with status of my complaint

6 |l recognize the
professionalism on the way 48.26 4 000! 4.00 Agree
that customer service center
responding to my complaint

Source: Survey, 2018
The results of table (4-11) Interpreted as follows:
1. The value of chi — square calculated to signify the differences between P-
value and significant value (5%), the attribute: It is easy to access the

customer service center from anywhere at any time, chi — square was (23.53)
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with P-value (0.000) which is lower than the level of significant value (5%)
These refer to the existence of differences statistically.

The value of chi — square calculated to signify the differences between P-
value and significant value (5%), the attribute: customer service center agent
respond back to me with status of my complaint, chi — square was (36.53)
with P-value (0.000) which is lower than the level of significant value (5%)
These refer to the existence of differences statistically.

The value of chi — square calculated to signify the differences between P-
value and significant value (5%), the attribute: | recognize the
professionalism on the way that customer service center responding to my
complaint, chi — square was (48.26) with P-value (0.000) which is lower
than the level of significant value (5%) These refer to the existence of

differences statistically.

4.5 Assurance Category Result

Table (4-12) illustrates the frequency and percentage for the Assurance:
No | Items Strongly | Agree | Neutral | Disagree | Strongly
agree disagree

7 | My problems 15 42 54 24 15
always solved in a
short time 10 28.0 36 16.0 10.0

8 | My problems 12 52 42 31 13
alwa_ys solved from 8.0 347 | 280 20.7 8.7
the first call

Source: Survey, 2018

From the above table result shows:

My problems always solved in a short time by the strongly agree (%11.3) and
agree by (%28.0) and Neutral by (%36) and disagree by (%16.0) and strongly

disagree by (%10.0).
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My problems always solved from the first call by the strongly agree (%8.0) and
agree by (%34.7) and Neutral by (%28.0) and disagree by (%20.7) and strongly
disagree by (%8.7).

Table (4-13) illustrates chi-square teat results for the Assurance:

No Chi-square df Sig. Median | Interpretation
Phrases value
1 | My problems always

. ; 40.20 4 0.00 3.00 Neutral

solved in a short time

2 | My problems always
solved from the first 41.40 4 0.00 3.00 Neutral

call

Source: Survey, 2018

The results of table (4-13) Interpreted as follows:

1. The value of chi — square calculated to signify the differences between P-
value and significant value (5%), the attribute: problems always solved in a
short time, chi — square was (40.20) with P-value (0.000) which is lower
than the level of significant value (5%) These refer to the existence of
differences statistically.

2. The value of chi — square calculated to signify the differences between P-
value and significant value (5%), the attribute: problems always solved from
the first call, chi — square was (41.40) with P-value (0.000) which is lower
than the level of significant value (5%) These refer to the existence of

differences statistically.
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4.6 Empathy Category Result

Table (4-14) illustrates the frequency and percentage for the Empathy

No | Items Strongly | Agree | Neutral | Disagree | Strongly
agree disagree
9 | Customer service center 51 59 26 9 5
agent always use
Appropriate greetings
and thankful closing 34.0 393 | 173 6.0 3.3
messages
10 | Customer service center 17 49 50 27 7
agent give me personal
attention 11.3 327 | 333 18.0 4.7

Source: Survey, 2018

From the above table result shows:

Customer service center agent always use Appropriate greetings and thankful
closing messages by the strongly agree (%34.0) and agree by (%39.3) and Neutral
by (%17.3) and disagree by (%6.0) and strongly disagree by (%3.3).

Customer service center agent give me personal attention by the strongly agree
(%11.3) and agree by (%32.7) and Neutral by (%33.3) and disagree by (%18.0)

and s

trongly disagree by (%4.7).

Table (4-15) illustrates chi-square teat results for the Empathy

No Phrases Chi- | df | Sig. | Median | Interpretati
square on
value

9 | Customer service center

agent always use
Agppmpriaégreeﬂngsan 4 | 7880 | 41000 400 Agree
thankful closing messages

10 | Customer service center

agent give me personal 4893 | 4 | 0.00 | 3.00 Neutral
attention

Source: Survey, 2018

46




The results of table (4-15) Interpreted as follows:

1. The value of chi — square calculated to signify the differences between P-

value and significant value (5%), the attribute: Customer service center
agent always use Appropriate greetings and thankful closing messages, chi
— square was (78.80) with P-value (0.000) which is lower than the level of
significant value (5%) These refer to the existence of differences
statistically.

The value of chi — square calculated to signify the differences between P-
value and significant value (5%), the attribute: Customer service center
agent give me personal attention, chi — square was (48.93) with P-value
(0.000) which is lower than the level of significant value (5%) These refer to

the existence of differences statistically.

4.7 Tangibility Category Result

Table (4-16) illustrates the frequency and percentage for the Tangibility

N | Items Strongly | Agre | Neutr | Disagr | Strongly

0 agree e al ee disagree

11 | Customer service center 47 53 41 6 3
agent voice is clear and
using understandable 31.3 35.3 | 27.3 4.0 2.0
words

12 | customer service center 12 52 44 28 14
has ope_ratlng hours that 8.0 347 | 203 | 187 0.3
convenient to all customer

13 | Customer service center 30 59 41 16 4
agent are consistently
courteous with me when | 20.0 393 | 27.3 | 10.7 2.7
touch them

From the above table result shows:

Source: Survey, 2018
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Customer service center agent voice is clear and using understandable words by
the strongly agree (%31.3) and agree by (%35.3) and Neutral by (%27.3) and
disagree by (%4.0) and strongly disagree by (%2.0).

Customer service center has operating hours that convenient to all customer by the
strongly agree (%8) and agree by (%34.7) and Neutral by (%29.3) and disagree by
(%18.7) and strongly disagree by (%9.3).

Customer service center agent are consistently courteous with me when | touch
them by the strongly agree (%20.0) and agree by (%39.3) and Neutral by (%27.3)
and disagree by (%10.7) and strongly disagree by (%2.7).

Table (4-17) illustrates chi-square test results for the Tangibility

No Phrases Chi- df | Sig. | Medi | Interpretati
square an on
value

11 | Customer service center agent
voice is clear and using 74.80 4 | 0.00 | 4.00 Agree
understandable words

12 | customer service center has
operating hours that convenient | 42.13 4 | 0.00 | 3.00 Neutral
to all customer

13 | Customer service center agent
are consistently courteous with | 61.13 4 | 0.00 | 4.00 Agree
me when | touch them

Source: Survey, 2018

The results of table (4-17) Interpreted as follows:

1. The value of chi — square calculated to signify the differences between P-
value and significant value (5%), the attribute: Customer service center
agent voice is clear and using understandable words, chi — square was
(74.8) with P-value (0.000) which is lower than the level of significant value
(5%) These refer to the existence of differences statistically.

2. The value of chi — square calculated to signify the differences between P-

value and significant value (5%), the attribute: customer service center has
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operating hours that convenient to all customer, chi — square was (42.13)
with P-value (0.000) which is lower than the level of significant value (5%)
These refer to the existence of differences statistically.

3. The value of chi — square calculated to signify the differences between P-
value and significant value (5%), the attribute: Customer service center
agent are consistently courteous with me when | touch them, chi — square
was (61.13) with P-value (0.000) which is lower than the level of significant
value (5%) These refer to the existence of differences statistically.

4.8 Customer satisfaction Result

Table (4-18) illustrates the frequency and percentage for the Customer Satisfaction

No | Items Strongly | Agree | Neutral | Disagree | Strongly
agree disagree
14 | | am satisfied with 21 55 38 24 12
the service provided
through customer 14.0 36.7 25.3 16.0 8.0
service center
15 | Perceived service 8 48 41 40 13
provided through
customer service is 5 3 390 973 96.7 8.7
meeting my
expectation

Source: Survey, 2018

From the above table result shows:

| am satisfied with the service provided through customer service center by the
strongly agree (%14.0) and agree by (%36.7) and Neutral by (%25.3) and disagree
by (%16.0) and strongly disagree by (%8.0).

Perceived service provided through customer service is meeting my expectation by
the strongly agree (%5.3) and agree by (%32.0) and Neutral by (%27.3) and
disagree by (%26.7) and strongly disagree by (%8.7).

Table (4-19) illustrates chi-square teat results for the Customer Satisfaction
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No Chi- df Sig. Media | Interpretatio
Phrases square n n
value

14 | | am satisfied with the
service provided through 37.66 4 0.00 4.00 Agree
customer service center

15 | Perceived service provided
through customer service is 43.93 4 0.00 3.00 Neutral
meeting my expectation

Source: Survey, 2018

The results of table () Interpreted as follows:

1. The value of chi — square calculated to signify the differences between P-

value and significant value (5%), the attribute: | am satisfied with the service
provided through customer service center, chi — square was (37.66) with P-
value (0.000) which is lower than the level of significant value (5%) These
refer to the existence of differences statistically.

The value of chi — square calculated to signify the differences between P-
value and significant value (5%), the attribute: Perceived service provided
through customer service is meeting my expectation, chi — square was
(43.93) with P-value (0.000) which is lower than the level of significant

value (5%) These refer to the existence of differences statistically.

4.9 Customer Loyalty Result

Table (4-20) illustrates the frequency and percentage for the Customer Loyalty

No | Items Strongly | Agree | Neutral | Disagree | Strongly
agree disagree
16 | I recommend the 30 60 32 22 6
customer service for
any complaint 20.0 40.0 21.3 14.7 4.0
resolution
17 | ' will always say 26 57 42 21 4
positive word against
customer service center 17.3 380 280 14.0 2.7

Source: Survey, 2018
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From the above table result shows:

| recommend the customer service for any complaint resolution by the strongly
agree (%20.0) and agree by (%40.0) and Neutral by (%21.3) and disagree by
(%14.7) and strongly disagree by (%4.0).

| will always say positive word against customer service center by the strongly
agree (%17.3) and agree by (%38.0) and Neutral by (%28.0) and disagree by
(%14.0) and strongly disagree by (2.7%).

Table (4-21) illustrates chi-square teat results for the Customer Loyalty

N Phrases Chi- df | Sig. | Median | Interpretati
0 square on
value

1 | I recommend the customer
service for any complaint 51.46 4 10.00| 4.00 Agree
resolution

2 | I'will always say positive
word against customer 54.86 4 10.00| 4.00 Agree

service center

Source: Survey, 2018

The results of table (4-21) Interpreted as follows:

1. The value of chi — square calculated to signify the differences between P-
value and significant value (5%), the attribute: 1 recommend the customer
service for any complaint resolution, chi — square was (51.46) with P-value
(0.000) which is lower than the level of significant value (5%) These refer to
the existence of differences statistically.

2. The value of chi — square calculated to signify the differences between P-
value and significant value (5%), the attribute: | will always say positive
word against customer service center, chi — square was (54.86) with P-value
(0.000) which is lower than the level of significant value (5%) These refer to

the existence of differences statistically.
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4.10 Hypothesis 1

There is a positive relationship between service quality (Reliability) and
customer satisfaction.

No Chi- Df Sig. Correlation | Statistical significant
square
150 54.53 12 0.00 0.74 Significant

Source: Survey, 2018

Above table (4-22) shows that the value of the Chi-square test (54.53) by
significant value (0.00) it’s less than the probability value (0.05) this means that
there is positive relationship between service quality (Reliability and customer

satisfaction) withCorrelation value by (0.74)

There is a positive relationship between service quality (Responsiveness) and

customer satisfaction.

Chi-
No Df Sig. Correlation | Statistical significant
square
150 59.04 12 0.00 0.74 Significant

Source: Survey, 2018
Above table (4-23) shows that the value of the Chi-square test (59.04) by

significant value (0.00) it’s less than the probability value (0.05) this means that
there is positive relationship between service quality Responsiveness, and

customer satisfaction with Correlation value by (0.74)
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There is a positive relationship between service quality (Assurance) and

customer satisfaction

Chi-
No Df Sig. Correlation | Statistical significant
square
150 52.92 8 0.00 0.66 Significant

Source: Survey, 2018

Above table (4-24) shows that the value of the Chi-square test (52.92) by
significant value (0.00) it’s less than the probability value (0.05) this means that
there is a positive relationship between service quality assurance and customer

satisfaction with Correlation value by (0.66).

There is a positive relationship between service quality (Empathy) and

customer satisfaction.

Chi-
No Df Sig. Correlation | Statistical significant
square
150 65.57 7 0.00 0.58 Significant

Source: Survey, 2018

Above table (4-25) shows that the value of the Chi-square test (65.57) by
significant value (0.00) it’s less than the probability value (0.05) this means that
there is a positive relationship between service quality empathy and customer

satisfaction with Correlation value by (0.58).
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There is a positive relationship between service quality (Tangibility) and

customer satisfaction.

Chi-
No Df Sig. Correlation | Statistical significant
square
150 68.68 10 0.00 0.6 Significant

Source: Survey, 2018

Above table (4-26) shows that the value of the Chi-square test (68.68) by
significant value (0.00) it’s less than the probability value (0.05) this means that
there is a positive relationship between service quality empathy and customer

satisfaction with Correlation value by (0.60).

H1=There is a significant relationship between service quality dimension and

the overall customer satisfaction

Chi- _ _ Statistical signifi
No Df Sig. Correlation
square cant
150 61.2 15 0.00 0.93 Significant

Source: Survey, 2018
Above table (4-27) shows that the value of the Chi-square test (61.2) by significant

value (0.00) it’s less than the probability value (0.05) this means that there is a
significant relationship between overall customer satisfaction and the service

quality dimension with Correlation value by (0.93).

54



There is a significant relationship between service quality dimension and the

customer satisfaction?

Chi- ) ) Statistical signific
No Df Sig. Correlation
square ant
150 57.8 8 0.00 0.85 Significant

Source: Survey, 2018

Above table (4-28) shows that the value of the Chi-square test (57.8) by significant
value (0.00) it’s less than the probability value (0.05) this means that there is a
significant relationship between customer satisfaction and the service quality

dimension with Correlation value by (0.85).

4.11 Hypothesis 2

H2= There is a significant relationship between service quality dimension and

the customer loyalty?

Chi- ) ) Statistical signific
No Df Sig. Correlation
square ant
150 57.1 8 0.00 0.86 Significant

Source: Survey, 2018

Above table (4-29) shows that the value of the Chi-square test (57.1) by significant
value (0.00) it’s less than the probability value (0.05) this means that there is a
significant relationship between customer satisfaction and the service quality

dimension with Correlation value by (0.86).

55



4.12 Hypothesis 3

H3= There is a significant relationship between customer satisfaction and the

customer loyalty?

Chi- ) ) Statistical signific
No Df Sig. Correlation
square ant
150 57.1 8 0.00 0.71 Significant

Source: Survey, 2018

Above table (4-30) shows that the value of the Chi-square test (57.1) by significant
value (0.00) it’s less than the probability value (0.05) this means that there is a
significant relationship between customer satisfaction and the service quality

dimension with Correlation value by (0.71).
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CHAPTER FIVE

DISCUSSIONS, CONCLUSION AND RECOMMENDATION

5.1 Discussion

The objective of the research was to prove that customer complaint handling
IS impacting customer satisfaction and loyalty in Sudan telecommunication
industry and to address the key elements in complaint management system that
affect customer satisfaction which need organization to work on it to improve.
Handling complaint was split into 5 categories (Reliability, Responsiveness,
Assurance, Empathy and Tangibility) that represent the areas that customers will

experience when he had complaint need to be resolve.

The research revealed that there is a positive impact of the effectiveness of
the complaints handling quality in improving customer satisfaction and that was
totally aligned with Weam Abbas (2017) study and Mohammad Shammout &
Shafig Haddad (2014) that focus on customer satisfaction impact. Justice Kingsley
— 2016 assess the impact on customer retention only, his result also, match the
result of this research as there is a correlation between complaint handling and
customer retention. From the result the complaint handling categories (service
quality) had a direct relation with overall customer satisfaction and these categories

studied by Weam Abbas (2017) and same result were achieved.
5.2 Conclusion

A correlation analysis was performed between service quality of handling
customers’ complaints and customer’s satisfaction and positive correlation was
revealed of (r=.93; Sig=, 000; p<.01), the first hypothesis of this research was

validated.
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As the results of correlation analysis indicated a positive correlation of (r=.0.86;
Sig=, 000; p<.01) between Service quality of handling customers’ complaints from

Mobile companies and customer’s loyalty.

Also the analysis indicate that there is a positive correlation customer satisfaction
and customer loyalty that impacted by the way that companies handling customer
complaint (r=.71; Sig=, 000; p<.01).

Despite all above positive results, the research revealed that still there is an area
need to be improved and the mobile companies have to work on it to raise up their
customer satisfaction bar to the maximum in order to win the competition in the
market. From research the customer are not satisfy from the way that company
response to their complaint (mean of 3.11) as indicate are neutral and need to move
those customer to agree and strongly disagree level. From other hand there high
level of satisfaction when it come tangibility and empathy (mean of 3.56 and 3.61)
as indication toward agree level , and this prove that Mobile companies exert effort
and invest a lot in virtual appearance rather than the actual deliverables of these

customer service centers.
5.3 Recommendation

Mobile company should change the way of treating customer complaint as
normal process to a vital action that can impact their market share by reducing
churn and increasing retention, and this will not be done without assessing the gaps
in responsiveness of complaint by preventing problem before it occur and give the
customer service employee all information that can speed up the feedback and
complaint resolution. As much information as possible about customers, make up
customer databases and upgrade them in the course of time, this will form the basis

of customer relationship management. Learning the customer demands and
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complaints by keeping in contact with the customers and producing special
solutions to the customer are the other steps of customer relationship management,
this data base can reflect the level of service quality perceived by the customer and
measure his satisfaction and loyalty during his lifecycle with the associated
company. This data base can be more intelligent to predict the complaint and the
reaction of the customer and it can automate the feedback and resolution and this
definitely will reduce the cost of customer service center and it will have positive
Impact on customer satisfaction. In another hand classification of the customer is
very important which help company to define the way and approach that fit it
needs and requirement and this need agile process of handling complaint that can

be adaptable according to this classification.

For further study the researcher recommend that sample to be considered to
cover all Sudan region for large scale of results and high level of assessment of
customer multi culture and needs that impact their satisfaction and loyalty. Another
dependent variable to be consider like customer retention. For deep analysis on
relation between customer loyalty and complaint handling, a mediating variable to
be studied.
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ABBREVIATION

VAS: Value Added Services

MMS: Multi Media Services

CX: Customer Experience

CEM: Customer Experience Management.
SERVQUAL.: Service Quality

TQM: Total quality management

WOM: Word of Mouth

RSI: Relationship Strength Index

SPSS: Statistical Package for the Social Sciences
GDP: Gross domestic product

OTT: Over-The-Top

STG: Sudatel group

61



REFERENCE

1- Azman ismail, yusrizal sufardi mohd yunan (2016).” service quality as a
predictor of customer satisfaction and customer loyalty”. malaysia.

2- Blodgett, j.g. & anderson (2007).” a bayesian network model of the consumer
complaint process".

3- Bodet, g (2008).” customer satisfaction and loyalty in service: two concepts,
four construct several relationships”.

4- Duygu kocoglu, sevcan kirmaci (2014)." customer relationship management
and customer loyalty".

5- Emily,atieno (2010).” analysis of customer satisfaction in the mobile
telecommunication industry in kenya”.

6- Esteban kolsky (2017). ” 50 important customer experience stats for business
leaders”.

7- Gerpott,t. j., rams,w., & schindler (2001).” customer retention, loyalty, and
satisfaction in the german mobile cellular telecommunications market
telecommunications policy”. german

8- Gruber, t., szmigin, i. and voss, 1.(2009).” handling customer complaints
effectively”.

9- Muhammad Shahid Igbal and Masood Ul Hassa (2017).” Interrelationship
among Corporate Image, Service Quality, Customer Satisfaction, and
Customer Loyalty”. Pakistan

10- Jawaria f.a., imran ali, waseemullah, ishfag ahmed, muhammad akram
(2009).” determinants of consumer retention in cellular industry of pakistan”.
pakistan.

11-  Joseph halim (2015).” the causes of churn in the telecommunication
industry”.  kenya.

12- Justice kingsley boakye mensah (2016).” effectiveness of customer
complaint handling and its impact on customer retention”. ghana.

13- Mike george (2007).” complaint handling: principles and best practice”.
leicester.

14- Mohammad z. shammout & shafig i. haddad (2014).” the impact of
complaints' handling on customers' satisfaction”.jordon.

14- Nielsen holdings n.v(2014). ” connecting with the consumer”. new york

15-  Ntc -national telecommunication corporation (2017).” annual report”. sudan.

62



16- Parasuraman a, zeithaml va, berry Il (1988).” servqual: a multiple item scale
for measuring consumer perceptions of service quality”.

17-  Shahzad khan , saima afsheen (2012). “determinants of customer satisfaction
in telecom industry”. pakistan,

18- Vijay kumar, nagaraju .kolla, dinarayana (2011).” service quality gaps in
cellular telecommunication”. india.

63



APPENDIX

Appendix A: Customer questionnaire

64



Sudan University of Science & Technology 2l caa i oy Lia o 53S5T 5 2 glell o)) gual) Az ala

o kil g 34 gall 3alas
Dean of Quality and Development — o e = =4 e
= | Sl ALLA 52500 38
¢ y

o dsiadl/ i)
S g dlll daa 5 2SHle DL

o Dfivaldl a0 o Jeanll clillie e LSS iy aualal) anl ) 4l aSisbd G
U\WBM\}EMU‘JJ“J\WBL}AJ;’)Lﬂ\)bd);j\

LAY pUad b oS bl £ g9 sl o (o gAY B la) alad i)
o g oS b Lale LgilE e aen o adla W) 5 488 jal) alinl) Lo o Sl aSiols s S (e 52l

bl Candl (al eV VI aadis () 5 4l 4y e Jalad

(38 5l Ul

o) Gl Al s sl

65



Sudan University of Science & Technology

Dean of Quality and Development

pin ) Gl L 51 53830 9 a glatd 03 paud) dals

| @ l Jhia¥) g ALaLid) 3agadl 3S e

Avaddd) ) 1 J o) saall

oiadl 1
()
()

>l 2
430 N 18 uml( )
445 N31omlk( )
460 N 46 ol ( )

45 60 o SS1( )

Sy (5 sial) 3

bl ()
> ()

s*ala 38 ()
sAI( )

Jaall dga 4
s ()
s ()
Juet Jay / ali( )
e ()
gl ()

dlaiall eyLaiy) 48 ,i 5
ZAIN &) ()
MTN ¢g<al ()
SUDANI (Slasw (1)
CANAR S (1)

Alzaial) 4 il B &) iiY) Bae .6
w3 N1oa( )
b A 4o )
9 N7 oa( )
43 9 g JSI ()



Sudan University of Science & Technology sl a1 ) sy L ol il g o glall 05l guad) daaly

ghail) 34 gal) dales
Dean of Quality and Development //\ G 3asalls
' l Jeia¥l g ALLEY 3asal 38 e

S idad) £Y g9 ;%Juééjw\ 513l Baga i ;@&\JM\

ey @Y Alaa &8 &8 <) Ll #
oy 2 3 4 oMy
1 5

M\yéhm#cwsw\uuhﬁ)mdw\um

@ e Osimlatie ¢ (S AL Clead S e iBse
‘ phic 52 (A5 ¢ (pmae Ay
5555 gl (8 S il s S e Juai¥l 235l

:\TA:\SAAM

S idiall clead als gl J g ol Jeadl (30 4

5SS asaiy aS,dll b dd e Jg sl sl 5

e AL\S Bl gialy (€ jitiall Ciladd S e Cala ge Jalay
Lg\jS..i

iy A S da sl 7

O idiall ciland S el islae Jsf e Laily JSLEe Ja3
nlie cus B Bl S bl Glead S je Calh g padiy
5 SL3 dudia il 5

Sl Lad s Llaial (S yidall cilasd Calh e jeday 10

YORVEN
e Daxd) JST A Jardi el agal 0 jidiall iladd S e 12

oy Lils (ora Jalady S jidiall cilead S e abige o)) 13

“ 585 ) Laic
CS el ladd € 50 A (e dediall el e al Ul 14
lad 5 (5 5 pn ladd (€ jidall Ciledd S e 15
OS idiall Claddd & a5l La g sl JSLEWN ol 16
Gladd S ja (e dwediall Gleaddl slad anlanly dhasdl Co g
OS il

17



