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ABSTRACT 

Ideally, any organisation must endeavour to meet the demands of clients in order to favourably 

compete with other organisations. Therefore, there is need to move with time through rebranding 

of the image of an organisation.  Additionally, there is need to continuously get the views of its 

clients. However, in the case of Airtel Zambia, despite its modernization and business 

remodelling efforts, Airtel Zambia, which was a market leader in 2007, according to a Central 

Statistics Annual Report (2007) has been unable to regain market leadership in the telecom 

industry in a country with 4,971,355 subscribers. Furthermore, at the end of 2017, Zambia’s 

Telecoms regulator Zambia Information Communications Technology Agency (ZICTA) 

penalized Airtel, alongside other mobile service providers, for failing to meet service standards 

on its provision of network (ZICTA, 2017).  This affected service provision and compromised 

the quality of services to the customers and subsequently affecting their satisfaction.  The 

research problem addressed in the study was to find out whether or not Airtel customers were 

not satisfied with the Service Quality and delivery being offered by the company. The study thus 

investigated SQ and CS vis-à-vis the company’s recent business re-modelling in mobile service 

delivery. The main research objective of the study was to find out if Airtel customers are satisfied 

with the SQ delivered by Airtel Zambia following modernisation and business remodelling 

efforts. In doing so, the researcher established the dimensions and perceptions of SQ that can be 

considered as main predictors of CS for Airtel Zambia.  To facilitate the conduct, the study 

employed both qualitative and quantitative research methods where a questionnaire composed 

of closed and open-ended questions was generated in order to collect data exclusively meant for 

respondents. A sample of 110 respondents were randomly selected. The analysis was done 

through a software; Statistical Package for Social Sciences (SPSS), supported by Microsoft 

Excel. The findings generally revealed that 30 percent of the indicated that the services offered 

by Airtel Zambia were poor. The ability to provide quality products has been rated as poor by 

40.9 percent of the respondents, very poor and very good as rating of the ability to provide quality 

products by Airtel have the same rating of 20 percent. The research strongly recommends 

continuous re-branding in order to meet the customers’ expectations at the same time improving 

the quality of services offered.   

Keywords: SERVQUAL Model, Service Quality, Customer Satisfaction, Perception, 

Dimensions 
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     DEFINITION OF TERMS 

Quality :  This is a set of total set of features and characteristics of a product or service that 

defines its ability to satisfy stated and implied needs (Moorhead and Griffin 2000:45). 

Service Quality :  Service quality is comprised of service product, service environment, and 

service delivery, or consists of interaction quality, physical environment quality, and outcome 

quality (Karatepe 2013). 

Customer :  Is commonly used to refer to end-users of a product. According to Hayes (1997), 

Customer is a generic term referring to anybody who receives a service or product from some 

other person or group of people. 

 Customer Satisfaction : Customer Satisfaction “it is the consumer’s fulfilment response and 

judgment that a product or service feature, or the product or service itself, provided (or is 

providing) a pleasurable level of consumption-related fulfilment, including level of under or 

overfulfilment”(Grigoroudis & Siskos 2010). 

Relaiblity :  Reliability is  the degree of consistency with which an instrument measures the 

attribute it is designed to measure (Sileyew, 2019)  

Validity : The validity of an instrument is the degree to which an instrument measures what it is 

intended to measure (Kubai Edwin 2019). 
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CHAPTER ONE: 

INTRODUCTION  

1.1 Background of the study 

According to International Telecommunication Union (2020), globally, the 

Telecommunication (telecom) industry has become a vital revenue generation sector. For 

instance, at the end of 2008, worldwide mobile service revenues stood at USD 912.1 billion; 

outperforming the respective revenues generated by the pharmaceutical, IT hardware and semi-

conductor sectors. (Buzzell, Gale, & Sultan, 1975).  Both in the IT and telecommunication 

industry, corporate directors, technology leaders, and industry pundits have over the years 

considered modernization and business remodelling as the most viable solutions to 

technological morass. Business remodelling is also seen to have the capacity of reducing the 

need for organizations to continually evolve their applications portfolios and thereby ensuring 

service quality (SQ) and customer satisfaction (CS) (Parasuraman et al., 1985,1988). Indeed, 

as in every other sector, quality in the telecom industry is generally regarded as the main factor 

in creating of wealth and also influencing customer satisfaction. In Zambia, the telecom 

industry, particularly the mobile phone sector, has been one of the fastest growing business 

segments of the country providing massive value addition to society with its services and 

creation of employment opportunities (Buzzell, Gale, & Sultan, 1975).  

Statistically, from the three mobile service providers in Zambia, Zamtel has the lowest 

subscriber base. -, MTN with a dominant subscriber base of 6million subscribers, followed by 

Airtel Zambia with 5million customers and Zamtel with 2.2million users (Zambia Daily Mail 

23/05/2019) furthermore, new expectations from customers, internal operations leaders, 

employees and competitors have forced telecom companies to modernize and remodel their 

business operations and do so quickly. (Grzegorz Krzysztoszek, 1998), IAEA International 

Atomic Energy Agency (2009), and European Union, (2011) revealed that the desire to 

promptly remodel business operations has come with its own challenges and effects evidenced 

by customer complaints, high tariffs and network failure which have all led to inability to 

achieve operational goals and objectives. In the case of Airtel Zambia, research conducted by 

the company’s marketing department highlighted the areas to be considered for business 

remodelling which included; building of more network towers and its transmission, 

distribution, supply and customer service i.e. metering and meter reading, billing, complaints 

and faults management, communication and new service connections (Airtel 2015-16 Annual 
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report).  Notwithstanding the fact that Airtel customers have been complaining about service 

delivery and service quality by the company mostly in the areas deprived off network towers, 

faults management, billing, and mainly the quality of supply and delayed new service 

connections (Airtel 2020 facebook page).  It is against this background that the company 

decided to invest in modernizing its operations by replacing the manually and semi-computer 

based systems with modern operations. 

Over the years, the total number of active mobile telephone subscribers in Zambia increased 

significantly. For example, subscribers increased by 4.0 percent between 2015 and 2016 to 

reach 12.0 million representing a penetration rate of 74.9 percent (M. Matakala 2018). The 

surge in subscription was partly on account of increased accessibility to the mobile phone 

services following continued investments into the network by operators as well as the 

government through universal access program that facilitated the construction of 204 

communication towers in unserved and underserved areas. As aforementioned, MTN Zambia 

and Airtel Zambia Limited have continued to have relative dominance over Zamtel in terms of 

subscription numbers. In addition, at the end of 2016, MTN Zambia Limited had the largest 

market share of 48.3 percent (5.8 million) while Airtel Zambia had market share of 41.4 percent 

(4.9 million) Zamtel had the least market share of 10.3 percent (1.2million) (Thomas, 2016). 

Without a doubt, the success of telecom industry has been seen to depend on prudent efforts 

and feasible investments. The telecom industry in Zambia is a competitive market, service 

providers are expected to compete on both price and quality of services and also it is necessary 

for the service providers to meet the consumers’ requirements and expectations in price and 

service quality (Melody, 2001). 

Airtel Zambia is not a start-up business in Zambia. The Company in Zambia has been in the 

transformative process of modernisation for nearly two decades. Airtel Zambia entered the 

Zambian market initially, as Zamcell communications limited in the year 2000. In the year 

2004 Celtel International acquired Zamcell in order to have a large network coverage in Africa. 

With this strategy, Celtel entered into the Zambian market with hopes of becoming as dominant 

in Zambia as it is in the other African countries where it operates. This acquisition by Celtel 

was outlived because in the year 2007 Kuwait’s MTC Group, which owns the mobile telephone 

operator Zain a market leader (CSO annual report 2007), bought Celtel’s operations in African 

countries and was later re-branded to Zain international and in Zambia as Zain Zambia. This 

was a very expensive buyout which meant that Zain was the largest mobile phone service 
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operator in Africa but still not able to conquer the Telecel (MTN) and the Zambian national 

company CellZ now Zamtel. In the year 2010 Zain was later bought out by Indian giant mobile 

operator Bharti Airtel and its now currently operating as Airtel Zambia. 

All along through these acquisitions Airtel continued operating on the footsteps set out by the 

original company. This strategy of Zamcell was to target the low end consumers as it was to 

cater only for the mass and corporate members of the society. This was evident in the low 

prices that it was charging for its services which were affordable to a large number of citizens 

of the Republic of Zambia. Airtel ’slow market share means that it is not getting the profits 

which it might have been hoping to get as compared to its rival competitors that recorded profits 

in the billions. Therefore, it is very important to establish criteria to evaluate the effectiveness 

of income remodelling measures and compare the effectiveness and efficiency of service 

delivery and service quality before and after income remodelling. Some of the criteria for 

measuring effective service delivery programs are frequency of complaints, types of 

complaints, stakeholders’ acceptability of complaint resolutions and service delivered, quality 

of service, and level of customer satisfaction. (Airtel 2020 facebook page) 

1.2 Statement of the Problem 

An organization can measure and improve on its deficiencies relating to dimensions of service 

quality, thereby satisfying customers leading to loyalty and high business volumes which are a 

good sign for high business performance and improved competitiveness. In the case of Airtel 

Zambia, despite its modernization and business remodelling efforts, Airtel Zambia, which was 

a market leader in 2007, according to a Central Statistics Annual Report (2007) has been unable 

to regain market leadership in the telecom industry in a country with 4,971,355 subscribers. 

Furthermore, at the end of 2017, Zambia’s Telecoms regulator Zambia Information 

Communications Technology Agency (ZICTA) penalized Airtel, alongside other mobile 

service providers, for failing to meet service standards on its provision of network (ZICTA, 

2017).  The problem rested on the poor quality of services delivery and subsequently affected 

the satisfaction.  This case study of Airtel Zambia thus investigated SQ and CS vis-à-vis the 

company’s recent business re-modelling in mobile service delivery.  The research problem 

addressed in the study was to find out whether or not Airtel customers were not satisfied with 

the Service Quality and delivery of all its products being offered by the company.  Therefore, 

the research was aimed at finding out the factors affecting the provision of Service Quality and 
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Customer Satisfaction by the company mainly on the network connectivity to Airtel subscribers 

and indeed other mobile subscribers. 

1.3 Aim of the Study 

To find out if Airtel customers are satisfied with the SQ delivered by Airtel Zambia following 

modernisation and business remodeling efforts.  

1.4 Research Objectives 

1.4.1 Main Objective 

The main research objective of the study was to find out if Airtel customers are satisfied with 

the SQ delivered by Airtel Zambia following modernisation and business remodelling efforts. 

1.4.2 Objectives 

1. To establish the dimensions of SQ that can be considered as main predictors of CS for 

Airtel Zambia. 

2. To assess the effect of SQ perception on CS following Airtel Zambia’s modernisation 

and business remodelling.  

3. To determine how Airtel Zambia can improve its overall SQ and CS.  

1.5 Research Questions 

The study examined the perceptions of Airtel customers in order to answer the primary 

question: What are the effects of Airtel Zambia’s SQ on satisfaction of its customers following 

the company’s modernisation and business remodelling efforts? 

The following were the specific research questions: 

1. Which dimensions of SQ could be considered as main predictors of CS in Airtel 

Zambia? 

2. To what extent has SQ perception translated into CS following Airtel Zambia’s 

modernisation and business remodelling? 

3. How can Airtel Zambia improve its overall SQ and CS? 
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1.7 Significance of study 

This study was significant given the growing investment in the sub-sector by mobile service 

providers, increase in the subscriber base as well as improvement in service penetration across 

the country. In lieu of the speculations as to why Airtel failed to regain market leadership, this 

study provided valuable information for the entire telecommunications industry in the country. 

The study should therefore form a useful material for reference to other researchers and other 

readers in general and provide valuable information for the growing telecommunications 

industry in Zambia and mobile service providers such as Airtel. The importance of this research 

in this area of study cannot be over-emphasised. This research will provide a platform for 

further research to be conducted.    

1.7 Scope of the Study 

The study analysed the effect of service quality on customer satisfaction specifically in Airtel 

mobile company. There are a number of reasons that provide for this. Firstly, the rebranding 

efforts of Airtel failed to improve quality of services delivered to the satisfaction of the 

customers. Secondly, this was a relatively narrow topic to allow for in-depth analysis. Thirdly, 

this was the core or main effort of any mobile company.  

1.8  Study Limitations 

 The research focused on the effects of service quality on customer satisfaction a case 

study of Airtel Zambia. This restricted the generalization of findings to Airtel Zambia 

only, as opposed to obtaining findings from Airtel outlets in other African countries. 

Despite the limited period, the study gave a clear picture of the effects of service and 

customer satisfaction in the mobile service delivery using Airtel Zambia as a case study 

 Respondents were not keen to provide all the required information due to their busy 

schedules and fear of the unknown. 

 There was limited availability of local literature concerning service quality and 

customer satisfaction. This was resolved by reference to other related locally published 

material and wide consultation of foreign literature. 
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CHAPTER TWO  

LITERATURE REVIEW 

2.1 Introduction 

The purpose of the study was to establish the perspectives of Airtel customer’s vis-à-vis the 

company’s SQ and CS in light of the recent modernisation and remodelling of business 

operations. The previous chapter presented the problem statement, the objectives as well as the 

research questions which the study sought to answer. This chapter reviews literature on the 

study and was organized and guided by the study research questions. These include; 

modernization, factors leading to service quality, and measures employed to promote customer 

satisfaction. The chapter will further critically look at previous studies in the telecom industry 

and will analyse studies in terms of their focus and conclusions in order to learn and establish 

whether indeed a model meant for analysing the factors affecting SQ and CS on businesses in 

the telecom industry does exist. The study is based on the theory of service delivery, service 

quality and customer satisfaction in relationship to their applicability to the smooth operations 

of Airtel as a Mobile service provider. 

2.2 Conceptual and Theoretical Framework 

2.2.1 Modernization in the Telecommunications Industry 

According to Melody (2001), success in the telecommunications industry depends on prudent 

efforts and feasible investment. In a competitive market, service providers are expected to 

compete on both price and quality of services and it is also necessary to meet the customers’ 

requirements and expectations. (Melody 2001) In the industry, investigators have discovered 

that customer satisfaction is a function of satisfaction with multiple experiences with the 

service provider. In general, satisfaction is developed on the information from all prior 

experiences with the service provider and is considered a function of all prior transactions and 

information (Parasuraman et al., 2000). By and large, as a result of modernisation and 

sophisticated data analytics, modern companies are able to collect infinite amounts of customer 

data. As such, the major source of competitive advantage has shifted from product and service 

differentiation toward the application of knowledge and information to achieve customer 

satisfaction. Therefore, in IT and telecommunications, new modernization techniques utilize 

best-of-breed accelerators, adaptors, and tools and leverage open source, cloud, outsourcing, 
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and reusability of architectural components to support business processes (NTT DATA, 2014: 

6-8). 

2.2.2 Defining Quality 

According to Moorhead and Griffin (2000:45), quality is the total set of features and 

characteristics of a product or service that defines its ability to satisfy stated and implied needs.  

The Oxford American Dictionary (2000:953) defines quality as “a degree or level of 

excellence.” The official definition of quality by the American National Standard Institute 

(ANSI) and the American Society for Quality Control (ASQC) is “the totality of features and 

characteristics of a product or service that bears on its ability to satisfy given needs. According 

to Kotler and Keller (2006:148), “Quality is the best assurance of customer allegiance and 

retention, the strongest defence against foreign competition, and the only path to sustained 

growth and earnings.”  

2.2.3 Service Quality 

Service quality is a complex construct, which has been the focus of a number of studies in the 

services marketing literature. Two schools of thought dominate this literature: The Nordic 

school of thought and the North American school of thought. Specifically, the Nordic school 

of thought is based upon Grönroos' (2005) two-dimensional model while the North American 

school of thought is based upon Parasuraman et al.’s (1985) in (Karatepe 2013) five-

dimensional SERVQUAL model.  Other significant conceptual and empirical studies in this 

research stream suggest that service quality is comprised of service product, service 

environment, and service delivery, or consists of interaction quality, physical environment 

quality, and outcome quality (Karatepe 2013).  

2.2.4 Customer Satisfaction 

Hayes (1997) aptly describes “customer” as a generic term referring to anybody who receives 

a service or product from some other person or group of people. It commonly refers to the end-

users of a product or service. Researchers suggest that, customers go through a five-stage 

decision-making process in most purchase situations namely; need recognition and problem 

awareness, information search, evaluation of alternatives, purchase and post-purchase 

evaluation (Kotler and Keller, 2006). Therefore, much of the extant literature on customer 

satisfaction is centred on the acceptance that customer perception is key to determining their 
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satisfaction and the quality of a service. As such, a comprehensive definition of customer 

satisfaction is that “it is the consumer’s fulfilment response and judgment that a product or 

service feature, or the product or service itself, provided (or is providing) a pleasurable level 

of consumption-related fulfilment, including level of under or over fulfilment” (Grigoroudis & 

Siskos 2010).  

From extant literature, it is evident that many researchers have explored the issue of service 

quality and customer satisfaction in different business settings. What seems to consistently 

come to the fore when such literature is examined are the words of Edosomwan that customers 

as the final judges who determine product and service satisfaction level and without satisfied 

customers, a company can have no market value. In conclusion, the theoretical framework has 

been summarized and the conceptual frame work to the study has been discussed in relation to 

the performance of Airtel before and after income remodeling of its operations. The hypothesis 

that emerged from the concept was highlighted. The next chapter looks at the methodology that 

was adopted in pursuit of the research. 

2.2.5 Service Delivery System  

To understand how effective customer service delivery is applied, one needs to be aware of 

service delivery systems. Kotler and Keller (2006:378-402) describe delivery as how well the 

product or service is delivered to the customer, this includes speed, accuracy, and care attending 

the delivery process. A service is any act or performance that one party can offer to another 

that is essentially intangible and does not result in the ownership of anything. Zeithaml and 

Bitner (2003:3) define services as deeds, processes, and performances. According to Martand 

(2007:456), service delivery system consists of the workforce providing the service and other 

physical elements used to produce service. The important elements in service delivery systems 

are: 

 The degree of automation of service 

 The degree of customer contact 

 The place of service 

 The skills and capabilities of workforce. 

However, Lynn (2005:3) stresses that organisations generally want to improve the standard of 

service they offer in order to increase competitiveness. Martand (2007:213) believes that a 

good quality reduces costs due to less returns and increased productivity and profits. Quality 

has become the fundamental strategy for survival and competitiveness of business 
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organisations. According to Brown and Harvey (2006:96) the industrial and business 

environment at present is characterised by turbulence and change. Under such circumstances, 

no organisation is safe and no industry or business organisation can sit back and relax enjoying 

the present glory of the business. Managers must therefore examine their strategies in place as 

to whether they meet customers’ needs and expectations. Customers can only be satisfied if 

their expectations are exceeded. According to studies conducted by Hinson, Dasah and 

Frimpong (2009:49) quality of service is critical to corporate success and high quality of 

service is linked to profitable performance, cost savings and increasing market share. The 

marketing concept holds that the main task of the company is to determine the needs, wants 

and preferences of a target market to deliver the desired satisfaction. A study by Roberta and 

Taylor (2003:614) revealed that when it comes to consumers’ perception customers know that 

certain companies produce better quality products than others, and they buy accordingly. Lynn 

(2005:7-9) stresses that delivery of total quality of service is highly dependent on the 

customers’ perceptions of the organisation, its products, its procedures and the way it deals 

with complaints and problems.  

According to Zeithaml and Bitner (2003:60) customers’ expectations are beliefs about service 

delivery that function as standards or reference points against which performance is judged 

because customers compare their perceptions of performance with these reference points when 

evaluating service quality. Lynn (2005:7-9) classifies perceptions in different ways. Perception 

is as an example, a way to exceed customers’ expectations. The delivery of total quality is 

highly dependent on customers’ perception of the organisation, its products, its procedures and 

the way it deals with complaints and problems. To achieve quality of service the researcher 

feels it is necessary to know the types of perceptions organisations experience in organisations’ 

day to day businesses 

2.2.5.1   Differences in perceptions relating to products 

Differences in perception occur between the product the organisation provides and customer ‘s 

expectations of the product. 

2. 2.5.2   Differences in perception relating to procedure 

Differences in perception occur between the procedures the organisation follows and the 

customer’s expectations of those procedures. Many of these procedures just like is obtaining 
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in banks are routine, standardised operational methods defined by the organisation by way of 

operational manuals. 

 

 

2.2.5.3  Differences in perception relating to provider (personal dimension of service) 

Differences occur in the way customers are treated and the way they expect to be treated. This 

is the most challenging because it needs to assess non adaptive responses to customers and 

their needs. 

2.2.5.4   Differences in perception relating to problem solving 

The ability of the employees to deal with unique, unusual and problematic situations is crucial 

to success of the organisation. Perceptions related to problem solving have often assisted 

decision makers to apply what people perceive to be the real issues in organisations. However, 

Martand (2007:216) argues that in many cases, knowledge of customer behaviour is not 

adequate basis for decision making since customers act on perceptions and confirms that 

customers’ perceptions assist product developers to revise their product features to respond to 

those perceptions. 

According to Martland (2007:220), quality is everything an organisation does in the eyes of 

the customer which will encourage them to regard that organisation as one of the best in the 

field of operation. Quality is the measure of the achievement of the customer satisfaction. The 

Oxford American Dictionary (2000:953) defines quality as “a degree or level of excellence”. 

The official definition of quality by the American National Standards Institute (ANSI) and the 

American Society for Quality Control (ASQC) is “the totality of features and characteristics of 

a product or service that bears on its ability to satisfy given needs. A reflection on the quality 

of service indicate that customer preconceived expectation may lead to some sort of 

assessments of quality of service. One other factor that may need to be understood is to whether 

the type of service being offered is equipment based or people based. If it is equipment based, 

how effective the equipment in use is, how many times does the equipment break per week or 

if people based how skilled or unskilled are the employees, or professional workers. 

Quality might be measured in terms of the outcome of having a satisfied customer. The input 

is the customer with certain expectations. The organisation delivers a service that is intended 
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to meet those customer expectations. Goldstein et al. (2002:121-134) think understanding the 

needs and expectations of customers are a pivotal factor of success design. Quality of service 

is directly related to consistency from the customer perception comparing what was specified 

or promised to what was delivered. It is the result of the match or mismatch between customers’ 

expectations and customer perception of what was delivered.  

Following this line, Zeithaml and Bitner (2000:69) identified the existence of some 

expectations: 

 The desired service or what the customer wants. 

 The adequate service or what the customer is prepared to accept. 

 The expected service, or what the customer is seeing as the most likely result of the 

service interaction. 

The design activity creates a service delivery that matches or exceeds customer expectations. 

Good design therefore ensures that both the service outcome and the process of service delivery 

are perceived as being of good quality by customers. The study is based on the theory of service 

delivery, service quality and customer satisfaction in relationship to their applicability to the 

smooth operations of Airtel as a Mobile service provider. 

2.3 Service Quality 

Many different models have been developed to explain and measure service quality in different 

settings of business operations (Nitin et al., 2005). Gronroos (1984) pioneered the field with 

the model that stressed technical and functional service quality (i.e., what and how). 

Parasuraman et al, (1985) introduced the Gap-model that focused on a number of gaps in and 

between the views of consumers and marketers. Cronin and Taylor (1992), described a service 

quality model based upon perceptions, not the expectations as in the previous models. (Oh 

1999) suggested an integrative model of service quality, customer valve and customer 

satisfaction. The proposed model focused mainly on post purchase decision process. The 

models are discussed in the sections that follow. 

2.3.2. Technical and Functional Quality Model 

Gronroos (1984), developed a service quality model that has three components of service 

quality, namely: technical quality; functional quality; and image (see Figure 2.1). He maintains 

that the customer evaluations of perceived performance of service against his/her perceived 

service quality result in a measure of quality. 



12 
 

 

Figure 2.1: Gronroos Model of Service Quality 

Technical quality: is the quality of what a consumer actually receives as a result of his/her 

interaction with a service firm and is important to him/her and to his/her evaluation of the 

quality of service. In simpler terms, technical quality is how the service is delivered.   

Functional quality: is how a consumer gets the technical outcome. This is important to him/her 

and to his/her views of service he has received. Technical quality describes what the customer 

received during a service delivery. 

Image: which could be referred to as reputation quality, is very important to service firms and 

this can be expected to build up mainly by technical and functional quality of service including 

the other factors (tradition, ideology, word of mouth, pricing and public relations). The 

organization’s image works as a filter and can thus positively or negatively modify the 

customers’ perception of service quality. In a thoughtful critique of the Gronroos theory of 

service quality, Bernhardt and Shostack (1983), found the theory deficient in three areas. First, 

she believed that two dimensions of technical and functional quality do not fully describe all 

elements of service. Second, she took exception to the priority of functional over technical 

quality. Shostack (1983) believed that, the final problem with the theory is its overwhelming 

bias toward services rendered by people. 

Scholars conclude that technical quality attributes are scant in the literature and most of the 

researchers have ignored this dimension of service quality (Ladhari, 2012; Tamwatin et al., 
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2015). Based on review of the related literature, qualitative and empirical research, Wu and Ko 

(2013) proposed three dimensions of technical/outcome quality which are namely: Sociability, 

refers to the number, type and behavior of the people within the service-setting, Valence refers 

to customers’ post-consumption assessments of whether the service outcome is acceptable or 

unacceptable and Waiting time referring to the amount of time that customers spend waiting to 

be served.  

2.4 Gap Model 

The Gap model was proposed by Parasuraman, Zeithaml and Berry in 1985.The model 

presupposes that service quality is the difference between expectation and performance relating 

to quality dimensions. These differences are referred to as gaps. The gap model (see Figure 

2.4) conceptualizes five gaps which are: 

 Gap 1: Difference between consumers’ expectation and management’s perceptions of 

consumers’ expectations (not identifying what consumers expect); 

 Gap 2: Disparity between management’s perceptions of consumer’s expectations and service 

quality specifications (inappropriate service-quality standards); 

 Gap 3: Variations between service quality specifications and service actually delivered (poor 

delivery of service quality) 

 Gap4: Difference between service delivery and the communications to customers about 

service delivery (promises mismatch delivery). 

 Service delivery versus external communication: as a result of inadequate horizontal 

communications and propensity to over-promise. 

 Gap 5: Difference between consumers’ expectations and perceived service, this gap depends 

on size and direction of the four gaps associated with the delivery of service quality on the 

marketers’ side. 

Based on this, the SERVQUAL instrument was developed and it initially consisted of ten 

dimensions of (Parasuraman et al., 1988). The ten were later refined into five dimensions: 

reliability, responsiveness, tangibles, assurance (communication, competence, credibility, 

courtesy, and security) and empathy which capture access and understanding or knowing the 

customers. Later in 1991, SERVQUAL was revised by replacing “should” word by “would” 

and in 1994 by reducing the total number of items to 21, but the five dimensional structure 

remaining the same. 
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2.5 Criticism of the SERVQUAL Measuring Instrument 

There has been extensive debate about the SERVQUAL instrument. Cronin and Taylor (1992 

and 1994) and Teas (1993 and 1994), argue that, there are serious conceptual and operational 

drawbacks associated with the SERVQUAL model, leading to Cronin and Taylor (1992), to 

propose a perceived quality model called SERVPERF. The perceived quality model postulates 

that an individual’s perception of the quality is only a function of its performance. Considering 

that, the 22 performance items adequately define the domain of service quality, Cronin and 

Taylor (1992), proposed the SERVPERF instrument, which according to them was a more 

concise performance-based scale; an alternative to the SERVQUAL model. In response to the 

criticisms, Parasuraman (1994), claimed that many of those concerns were questionable and 

offered a set of research directions for addressing unresolved issues. 

Brown, Churchil and Peter (1193), criticized SERVQUAL on the basis of the difference score 

(i.e. perception minus expectation) conceptualization invoked by SERVQUAL to 

operationalise service quality. Specifically, they voiced out the psychometric concerns about 

this conceptualization and based on an empirical evaluation of SERVQUAL, and an alternative 

non-difference score measure, concluded that, the latter was superior. However, Parasuraman 

et al., (1993) in response to the critique, defended SERVQUAL. In one of their defenses, they 

argued that the expectation component of SERVQUAL was a general measure and pertains to 

customer normative standards i.e. the service levels customers believe excellent companies in 

the sector must deliver. They further urged that, the perception component on the other hand, 

pertains to customer perceptions of a given company’s service within the sector. They 

contended that, as a result, there was no conceptual reason for customer’s general evaluation 

standards to be correlated with his or her company-specific assessment Gronroos, (1996); 

Mangold and Babakus (1991); Richard and Allaway (1993), criticized the SERVQUAL 

instrument stating that it mainly focuses on the service delivery process. Using only functional 

quality attributes to explain or predict consumers’ behavior might be a misjudgment of service 

quality as it does not represent all the service quality attributes of a service encounter and 

therefore, has low predictive validity (Gronroos, 2001, Babakus and Boller, 1992; Carman, 

1990; Cronin and Taylor, 1992). Cronin and Taylor (1992), and Teas (1993), questioned the 

effectiveness of SERQUAL in evaluating service quality and criticized the measurement of 

service quality through the SERVQUAL questionnaire. However, Parasuraman et al (1994) 

claimed that, diagnosis ability is a major practical benefit of the SERVQUAL model, as the 
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purpose of measuring service quality is to diagnose the service shortfalls which need attention 

or action. 

2.6 Best Practices of Service Quality Management 

Kotler and Keller (2006:415-417) identify the following common practices in well managed 

service companies that have great influence in achieving quality of service in an organisation: 

2.6.1   Strategic Concept 

Top service companies are customer obsessed. They have a clear sense of their target customers 

and their needs. They have developed a distinctive strategy for satisfying these needs. 

2.6.2   Top Management Commitment 

Most companies have a thorough commitment to service quality. Their management look not 

only at financial performance on a monthly basis, but also at service performance. 

 

2.6.3   High Standards 

The best service providers set high service quality standards. The standard must be set 

appropriately high. A service company can differentiate itself by designing a better and faster 

delivery system. Kotler and Keller (2006:416) mention three levels of differentiation mainly 

reliability, resilience and innovativeness. 

 

2.6.4   Self Service Telecom Technologies (SSTTs) 

As is the case with products, consumers value convenience. Many people to person interactions 

are being replaced by self-service technologies. Not all SST2Ts improve service quality, but 

they have the potential of making service transactions more accurate, convenient, and faster. 

2.6.5   Monitoring Systems 

Top firms audit service performance, both their own and those of competitors’ on a regular 

basis. They collect voice of the customer (VOC) measurements to probe customer satisfiers 

and dissatisfies. They use customer’s surveys, suggestions and complaint forms, and service 

audit teams. 
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2.6.6   Satisfying Customer Complaints 

Customers whose complaints are satisfactorily resolved often become more company loyal 

than customers who were never satisfied. Companies that encourage disappointed customers 

to complain and also empower employees to remedy the situation on the spot have been shown 

to achieve higher revenues and greater profits than companies that do not have a systematic 

approach for addressing service failures. 

2.6.7   Satisfying employees as well as customers 

Excellent service companies know that positive employee attitude will promote stronger 

customer loyalty. It is important to audit employee job satisfaction regularly if an organisation 

can meet expected quality of service. 

2.7  Factors Controlling Quality 

According to Martland (2007:218) reputation for quality being good or bad is not by mere 

chance or coincidence but it is as a result of the policy of the company in respect of design, 

establishing and maintaining the quality of programmes. To make such quality programmes 

operationally effective the company has to exercise a good control over them in order to 

achieve the quality goals. To justify his views about quality Martland identifies the following 

9Ms as fundamental factors controlling quality: 

 Markets - organisations have to make the customer believe that there is a product or service 

to meet every need of the customer. Markets are growing in teams of both size and variety 

and also there is a shift from local and global. As a result, the business should be flexible 

and responsive to meet expectations of customers with new innovation, cost effective, 

quality and reliable products and services. 

 Money - Always there is pressure on profits margin due to increase in competition and 

changing business environment throughout the globe.  

 Management - Responsibility for quality mainly lies with the management. It is the 

responsibility of the human resource (HR) to motivate human resource to perform their 

functions efficiently and effectively to develop quality mindedness. Management should 

have strong belief and faith. 

 Men - People from the dynamic resource of the organisation. People should be flexible, 

adaptive and responsive to the changing technology and production processes. 
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 Motivation - Employees should be motivated to accept the challenges of quality and 

constructively channelize their potential to achieve excellence in quality. 

 Machines and Mechanization - Good quality is becoming critical in maintaining the machine 

up tine for the full utilization of the equipment. 

2.8 Defining Customers 

The term “customer” is commonly used to refer to end-users of a product. According to Hayes 

(1997), “Customer is a generic term referring to anybody who receives a service or product 

from some other person or group of people.” Broadly, there are internal and external customers, 

where internal customers refer to the staff or employees and external customers refer to 

stakeholders of the organization. Within the external customer group there are several customer 

categories: clients, compliers, consumers, and constituents. It is important to identify the types 

of customer surveyed when reporting service quality provision. In the study the term customers 

is referring to Airtel customers particularly in the residential tariff category. These are the 

customers who use network provided by Airtel. 

2.8.1 Customer Purchasing Process 

Researchers suggest that, customers go through a five-stage decision-making process in most 

purchase situations namely: Need recognition and problem awareness, information search, 

Evaluation of alternatives, Purchase and Post-purchase evaluation (Kotler and Keller, 2006). 

Lovelock and Wirtz, (2007), propose a three-stage model of service consumption. In this 

model, they conveniently grouped the decision making process of service consumption into 

three; Pre-purchase stage, service encounter stage and post-encounter stage. These are further 

explained as follows (Lovelock and Wirtz, 2007): 

Pre-purchase: This stage has three main components. It includes the awareness of need, 

information search in which needs are clarified, solutions explored and suppliers and 

alternative service products are identified by customers, and finally an evaluation of the 

alternative solutions and suppliers for a decision on service purchase. This stage is affected by 

the consumer’s search for certain service attributes, and the perceived risk and expectation of 

customer regarding desired service, predicted service, adequate service levels as well as the 

tolerance zone.  
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Service-encounter: This stage involves a request from the chosen supplier or initiate self-

service of which payment may be upfront or billed later. It also includes service delivery by 

personnel or self-service. It is the moment of truth as the service is encountered through a 

service delivery system of an organization. 

Post-encounter: This stage involves an evaluation of the performance of the service 

encountered and its effect on future intentions. It is at this stage that satisfaction and 

dissatisfaction occur and decisions to remain loyal are taken by customers. 

2.9 Monitoring of Performance 

According to Cointreau-Levine and Coad (2000), performance monitoring establishes a basis 

for evaluating the efficiency, effectiveness, and cost of service delivery. Further, they propound 

that performance monitoring involves the following activities by government or its hired 

agents: 

 Review of quantity and quality of service delivery from all service providers. 

 Comparison of results of the monitoring among the different service providers 

 Comparison of the results of the monitoring with the results obtained from 

earlier monitoring exercises 

According to Cointreau-Levine and Coad (2000), the aspects of performance that are 

monitored include: 

 Service frequency and quantity; 

 Service efficiency and productivity; 

 Service reliability; 

 Service quality; 

 Service cost 

Cointreau-Levine and Coad (2000), further proposed examples of poor performance as outlined 

below: 

 Irregular or unreliable service; 

 Incorrect or inadequate record-keeping; 

 Use of unqualified operational personnel or inadequately maintained equipment; 

 Inadequate or inappropriate response to valid complaints; 

For each activity being monitored, based on the literature review, a wide variety of performance 

measures is possible and some examples of performance measures for network supply are: 
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 Clear and complete billing information about charges, terms, and conditions for 

available services. 

 Accessibility to information about services, connection, quality of service, 

service problems, meter reading, billing procures, price structure, complaint 

procedures, disconnection and termination of service. 

 Accessibility to fair, courteous and expeditious complaint resolution 

mechanisms to redress grievances. 

 Observance of the terms of service connection contract. 

Outlined below are examples of poor performance that are considered in the study: 

 Irregular or/and unreliable service. 

 Incorrect meter reading 

 Inadequate maintenance 

 Delayed service connections 

 In adequate response to valid complaints 

2.10 Technologies of Service Delivery 

Technology is an important fact to consider and is at the core when modernizing the 

instruments of service delivery in an organization such as Airtel. Modernization in Airtel has 

involved literally the whole supply chain: 

 Generation of wireless network 

 Transportation (transmission) of the network from the generation points to the 

load centers 

 Distribution and Supply of network within the load centers 

 Measuring (metering) quantity of supplied 

 Billing 

 Collecting revenue for network supplied 

 Provision of before, during and after service delivery services such Short 

Messaging System (SMS), SCADA, Fibre Connectivity, monitoring quality of 

supply and service, call center, etc. 

 

 

 



20 
 

2.11  Relationship between Service Quality Dimension and Performance. 

Tangibles →    

     

     

Assurance →    

     

     

Responsive → 

Overall Service 

Quality → 

High 

Performance 

     

     

Empathy →    

     

     

Reliability →    

     

 

Figure 2.2: Research Conceptual Framework: Relationship between Service Quality 

Dimension and Performance. 

Each service quality dimension has measurement criteria to assist the reader understand what 

it stands for. The ten general attributes are: 

 Reliability involves consistency of performance and dependability. It means that the 

firm performs the service right the first time and that the firm honours its promises. 

 Responsiveness concerns the willingness or readiness of employees to provide service. 

It involves timeliness of service. 

 Competence means possession of the required skills and knowledge to perform the 

service. 

 Access involves approachability and ease of contact. 

 Courtesy involves politeness, respect, consideration, and friendliness of contact 

personnel. 
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 Communication means keeping customers informed in language they can understand 

and listening to them. 

 Credibility involves trustworthiness, believability, and honest. 

 Security is the freedom from danger, risk, or doubt. 

 Knowing the customer involves making the effort to understand customer’s needs. 

 Tangibles include appearance of physical facilities, equipment, personnel, and 

communication materials. 

The same views of quality of service dimensions have been expressed by Lynn (2005:27-28). 

Lynn believes that good performance is not judged solely by management but evaluation of 

service quality is something the customer does based on quality model. Kotler and Keller 

(2006:413) identify five determinants of service quality as follows:  

 Reliability - the ability to perform the promised service dependably and accurately. 

 Responsiveness – The willingness to help customers and prompt service. 

 Assurance – the knowledge and courtesy of employees and their ability to convey trust 

and confidence. 

 Empathy – the provision of caring, individualised attention to customers.  

 Tangibles – The appearance of physical facilities, equipment, personnel and 

communication material. 

Lack of Management commitment could lead to service gaps or cause gaps to widen. Service 

delivery refers to an entire process not just the final act at the customer or client interface. 

Further, Parasuraman, Zeithaml and Berry (2006:413) put forth the proposition that while 

quality was multidimensional in nature, it could be enhanced or lost undimensionally. 

2.12. Previous Studies 

2.12.1 Studies in Service Quality and Customer Satisfaction 

To be sure, there are numerous studies on SQ and CS from different parts of the world, most if 

not all of these studies apply the expectancy-disconfirmation paradigm. This paradigm in 

simple terms implies that service quality is understood as the extent to which consumers' pre-

consumption expectations of quality are confirmed or disconfirmed by their actual perceptions 

of the service experience.  
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2.12.2 Study in the Banking Sector 

SQ and CS studies in the banking sector can be summarised by the work of Sara Qadeer (2013). 

Qadeer used the qualitative research method and conducted interviews in a bank as professional 

service industry. The research findings are analysed by qualitative data analyses techniques to 

build analyses and draw conclusions. Findings revealed that quality of service does affect the 

customer satisfaction up to some certain level as both concepts are distinct and the relationship 

found between them is casual. Also, the quality of service has significant contribution towards 

customer satisfaction because it is affected by various factors such as human interaction, 

physical environment, value, price, performance etc. therefore, to improve performance system 

companies should focus more on introducing employee oriented policies by establishing a 

service culture followed by a strong strategy in place and by removing gaps between 

management – employees and its customers.  

2.12.3 Study in the Food Sector 

Abadh Jibi Ghimire (2012) conducted research in Vantaa, in the Nepalese restaurant 

Sagarmatha located in Helsinki. The rationale behind Ghimire’s study was that if the customers 

are satisfied with the services and goods offered by the organization, then it also the benefits 

the organization. Using both quantitative and qualitative methods with a questionnaire survey 

and interviews, the results of the questionnaires survey determined that the customer 

satisfaction and service quality in Restaurant Sagarmatha is very good.Most of the customers 

commented that the food was quite good and tasty but, in some cases, the lunch list that is 

outside the door and inside is completely different. Further, there was a lack of marketing of 

Restaurant Sagarmatha.  

2.12.4 Studies in the Telecommunications Sector 

Rajkumar and Rajkumar (2011) conducted a research study with an objective to understand the 

India consumers’ perception choice in selecting cellular mobile telecommunication service 

providers. In the study, customers’ perception was widely varied in accordance with the 

communication quality, call service, facilities, price, customer care and service provider’s 

attributes. A structured questionnaire was developed and data collected was analysed and 

reliability and factor analysis were carried out. The study showed that communication and price 

were most influential and most preferential factors in selecting telecommunication service 

provider. However, product quality and availability have a significant impact on consumer 
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perception choice in selecting cellular mobile service provider. Using the SERVQUAL model, 

Loke et al., (2011) conducted a study aimed to examine the impacts of reliability, 

responsiveness, assurance, empathy and tangible aspects on customer satisfaction. A total of 

200 users of a GSM provider participated in the study. Gap analysis was used to determine the 

perceived importance and satisfaction on each dimension of service quality, and regression 

analysis was conducted to test the relationship between service quality and levels of customer 

satisfaction. Results indicated that reliability, responsiveness, assurance and empathy 

significantly positively influenced customer attitudes in terms of satisfaction and loyalty. In 

addition, t-test results showed that there was a significant gap between the perceived 

satisfaction and importance (P-I) on all of the service quality dimensions. Dankwah (2013) 

undertook a study to examine the overall customer satisfaction (CS) with service quality 

delivered by TIGO Ghana and to also ascertain whether service quality exerts a strong 

influence on the level of customer satisfaction. Using simple random and purposive sampling 

and a sample of 120 customers, the study revealed in the survey carried out that customers of 

TIGO did not think that TIGO provided a more competitive service in terms of quality. They 

expressed their dissatisfaction with the services and products of TIGO by stating emphatically 

that they would not recommend the company to other people. In addition, they mentioned some 

of the problems they have with the company and these included; unresponsive nature of the 

company’s call centre, sending across to customers, unsubscribed messages, poor internet 

services and charging for calls not made amongst others. 

The study by Ojo (2010) investigated the relationship between service quality and customer 

satisfaction in the telecommunication industry with a focus on mobile telecommunication 

network (MTN) Nigeria. The study revealed that service quality has effect on customer 

satisfaction and that there is a positive relationship between service quality and customer 

satisfaction. It was also revealed that it costs to attract new customers than to retain existing 

ones. However, Goel (2014) found that service quality is positively related to perceived value, 

customer satisfaction, and post-purchase intention. The positive relationships among service 

quality, perceived value, customer satisfaction, and post-purchase intention in mobile added-

value services offered a great scope to the mobile value-added service providers. The study by 

Rahman (2012) found that most of the telecom customers in Bangladesh are highly concerned 

about service quality followed by corporate image. It also discovered that mobile phone service 

providers in Bangladesh compete not only for networking quality by a large amount of 

investment in network quality, network extension and upgrading but also for the acquisition of 
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new customers and retention of old customers by direct and indirect price reduction. 

Meanwhile, in their study on factors affecting customer satisfaction, Hanif, Hafeez, and Riaz 

(2010) found that price fairness and customer services contribute to customer satisfaction but 

comparatively price fairness has a larger impact on customer satisfaction than customer service. 

The study by Paulrajan and Harish (2011) showed that communication and price were most 

influential and most preferential factors in selecting telecommunication service provider. Price 

also plays a significant role in the purchase decision of the telecommunication sector. However, 

product quality and availability has a significant impact on consumer perception and choice in 

selecting cellular mobile service provider. 

According to another study conducted Onigbinde & Odunlami (2014) titled 

‘Telecommunication Service Delivery and Customer Satisfaction: A Study of Telecom 

Subscribers in Ogun State, Nigeria’. The objective of the study was to determine the extent to 

which telecommunication service providers in Nigeria have satisfied the needs of their 

numerous customers in Ogun State, Nigeria. Descriptive survey research design was adopted 

as the study guide. Convenience sampling technique was used in which four hundred and 

twenty-three (423) copies of questionnaire were administered to selected telecom service 

subscribers from three geo-political districts of Ogun State, Nigeria in which four hundred and 

two (402) copies of the research instrument were filled and returned. Pearson Product Moment 

correlation was used to analyse the data gathered from the respondents. The study revealed that 

service quality and customer service have no significant relationship with customer 

satisfaction, while there is a significant relationship between price and customer satisfaction. 

The study concluded that satisfied customers will keep patronizing the business entities and 

tell others about their good experiences, while dissatisfied customers will withhold their 

patronage and tell others about their unpleasant experiences. It was recommended that telecom 

service providers must be fully committed to quality service so as to ensure optimal quality 

service delivery. 

2.12.5 Studies in the Telecommunications Sector in Zambia 

There is very little substantive extant literature on SQ and CS in the telecommunication 

industry in Zambia. A prominent study was a thesis by Mukupa Alick on the factors including 

customer satisfaction, service quality, customer service, price, corporate image and network 

coverage are crucial to influencing customer loyalty within Zambia’s mobile network service 

sector.This research intended to make an explanatory study into the aspects/ attributes that 
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customers consider relevant in deciding whether to continue with the current service provider 

(retain) or to switch to an alternative provider (migrate) or to switch off completely (defect). 

The research concluded that in the wake of weakening market growth rate of the mobile 

network service sectors in Zambia, acquiring new customers and retaining existing ones has 

become both costly and extremely difficult in terms of marketing for mobile operators. With 

subscriber numbers at its highest, and three players scrambling to either protect their market 

base, or win over competitors’ customers, the industry-wide belief that “the best core marketing 

strategy for the future is try to retain existing customers by heightening customer loyalty and 

customer value” (Kim et al., 2004, p. 146) couldn’t be far from the truth in the case of Zambia. 

The previous studies had been presented to show the effect of Service Quality (SQ) on 

Customer Satisfaction (CS) in mobile service delivery specifically for the service sector has 

never been done before by reviewing various sectors other than the mobile service delivery. 

The hypothesis that emerged from the concept was highlighted.  

2.13. Theoretical Framework  

Customer Satisfaction Vs Service Quality Theory. Customer satisfaction theory by Kotler 

(2011) postulate that for long term sustainability, business entities needed to build customer 

satisfaction. Customer satisfaction involves, customer creation, customer maintenance/ 

retention and quality of service. Kotler (2011) argued that customer creation looked at the ways 

a business entity can create new customers. Further, the theory analyzed the factors that compel 

customers to choose a particular product against the available companies providing similar 

services.  Kotler (2011) concluded that possibly, clients buy from that business entity they 

perceive offers the highest customer delivered value.  

Customer delivered value (CDV) is the difference between Total Customer Value and Total 

Customer Cost. In his theory, Total Customer Value is the bundle of benefit customers expect 

from a product/ service. Total Customer Cost is the bundle of cost customer expect to incur in 

evaluating/ obtaining of using product or services (Gonroos, 2010). 

Kotler (2011) looked at customer satisfaction as person’s feelings of pleasure/ disappointment 

due to a comparison of a product perceived performance with his/ her expectations. High 

satisfaction happens when perceived performance exceeds expectations. The buyer’s 

expectations are influenced by past performance, friend’s/ associated advice, competitor 
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information/ Promise, marketer’s information/ Promise, successful companies raise 

expectations & deliver performances. 

This theory guided this research based on the following assumptions: The first assumption is 

based on the facet from the theory that stated that creation of more/new customers goes with 

the quality of services being offered. The high the quality offered by Airtel, the customers it 

will have. Subsequently, high turn-over in terms of profit margin. The second assumption is 

the that the customer expectation must be met in order to have a huge clientele. Customers are 

ready to pay as long as the quality of services are equal to the sum paid.     

2.14  Critique  

Despite a lot of insight brought to the fore through this literature that have been reviewed. 

There are a number of gaps that the researcher has identified. Firstly, the study conducted by 

Rajkumar and Rajkumar (2011) on the need to understand the India consumers’ perception 

choice in selecting cellular mobile telecommunication service providers. The study lacked 

comprehensive research methodology especially on the sampling methods and how that data 

was analysed. Secondly, most of the study reviewed looked at other variables very different 

from what this research looked at. This provided the basis for this research to uniquely analyse 

these variables on Airtel company as a mobile service provider.    

Furthermore, findings from the global perspective showed that service quality does affect 

customer satisfaction but did not include the effect it may have on customer satisfaction. A 

study in India used customer perception in a widely varied way in accordance with the quality 

of communication, call service facilities, price and customer care among other things. The 

findings were that price, was most influential and preferred factor in customer selection of a 

service provider. 

Among regional studies in Africa, one study in Nigeria that included a descriptive survey, 

concluded that service quality and customer service had no significant relationship with 

customer satisfaction. Locally, a study conducted revealed that in the wake of weakening 

market growth rate for mobile service providers, acquiring new customers retaining already 

existing ones became costly resulting in difficulties in growing the business. This shows that 

none of the reviewed literature provided information of the effect that service quality has on 
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customer satisfaction. This is why it was necessary for the researcher to carry out studies in 

this light. 

2.15  Chapter Summary 

This chapter reviewed literature on SQ and CS with examples from different research studies 

that cover different business sectors including the telecom industries. As aforementioned, study 

and was organized as guided by the themes established from the problem statement and the 

study research questions. By and large, reviewed literature showed that SQ perceived by 

customers was as a result of a comparison of customers’ expectation (E) of services that the 

organization should offer versus their perception of the performance (P) delivered by the 

service organization. Therefore, management of service quality largely focuses on managing 

the gaps between expectations and perceptions of customers.  Other significant conceptual and 

empirical studies reviewed suggested that service quality was comprised of service product, 

service environment, and service delivery, or consists of interaction quality, physical 

environment quality, and outcome quality. Nevertheless, the connection between SQ and CS 

in the telecom industry in Zambia has not been adequately addressed as purposed in this study 
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CHAPTER THREE 

RESEARCH DESIGN AND METHODOLOGY 

3.1  Introduction 

The previous chapter discussed the appraised literature and theories on which this study was 

hinged on. This chapter describes the methods that were used by the researcher to answer the 

research questions set out for the study. The purpose of the study was to establish the 

perspectives of Airtel customer’s vis-à-vis the company’s SQ and CS in light of the recent 

modernisation and remodelling of business operations. The previous chapter looked at 

literature that was reviewed which was done by different researchers and scholars related to 

this study. This chapter looked at the methodology used in the study. The chapter outlined the 

research designs, the population and sample, sampling procedures, research instruments used 

procedures in data collection, processing and presentation. The chapter further explained the 

choice of the different techniques and how they were ideal for the study. 

3.2  The research paradigm 

The research paradigm adopted for this study was phenomenology because of the need to be 

holistic in analyzing the variables affecting service quality and customer service of mobile 

service delivery in Zambia using Airtel Zambia as a case study. This research was concerned 

with looking at the entire picture in order to facilitate understanding, an examination of the 

total situation and comprehensively understanding of the phenomena. 

3.2.1  Research Design 

The descriptive research design was considered ideal for the study because it is concerned with 

describing, recording, analyzing, and reporting conditions that exist or existed and was widely 

used to obtain data useful in evaluating present practices and providing basis for decisions.  

Furthermore, as its research philosophy, the study used the positivist approach, along with a 

realist reflection. This allowed for the generation of both quantitative and qualitative data 

which was triangulated to enhance the credibility and reliability of the study. Given the 

descriptive nature (exploratory and explanatory) of the study, the qualitative research was used 

as the main research approach supported by quantitative research methodology to some extent. 

The aim of employing qualitative research as the main research methodology was to obtain a 

deeper understanding on the issues related to Service Quality and its relationship with 
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Customer Satisfaction that leads to the achievement of organisational goals (Irby and 

Lunenburg, 2008). 

A quantitative approach was followed. Burns and Grove (1993:777) define quantitative 

research as a formal, objective, systematic process to describe and test relationships and 

examine cause and effect interactions among variables. Surveys may be used for descriptive, 

explanatory and exploratory research. The respondents were identified from the stakeholders 

involved in the supply of network services comprised of AIRTEL customers in various tariff 

categories hereto referred to as service recipients. Questionnaires were administered only to 

residential and commercial customers. 

3.2.2  Research Setting 

The study was conducted in Zambia in the capital Lusaka and the largest city in the country 

with a population of about approximately 1.7million people as of 2010 census. The city is the 

centre of both commerce and government in Zambia with 9 suburbs and 8 notable residential 

areas. 

3.3  Target population 

According to the regulator ZICTA (May 2018) in their report showed the total number of 

subscribers in the country to be 13million out of the 16million people. Airtel was in second 

position with 5million subscribers representing 38.46%. According to Burns and Grove 

(1993:779), a population is defined as all elements (individuals, objects and events) that meet 

the sample criteria for inclusion in a study. The study population consisted of targeted 

commercial and consumers (end users of services and goods) adult, young adults as 

respondents in Lusaka. These were represented by a calculated average of the entire population 

of subscribers using the percentage representing Airtel subscribers in 10 provinces at calculated 

target figure of 500,000 subscribers were targeted for Lusaka district only. With 9 suburbs in 

Lusaka a calculated average of 55,556 subscribers represented a population per suburb. Out of 

the calculated average, 2 suburbs were randomly picked including Kabwata and the central 

business district (CBD) which was purposive thereby representing a target population of 

111,111 subscribers. Burns and Grove (2003) define eligibility criteria as a list of 

characteristics that are required for the membership in the target population.  In this study the 

researcher will consider the criteria below for inclusion in this study: this will only include 
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subscribers on the Airtel network. The Airtel Zambia subjects have to meet the following 

criteria to be included. 

The commercial population met the following criteria to be included: 

. Be mentally sound in order to consent to participation 

· be willing to participate 

· be 16 years or older 

· be of either sex or any race 

The Consumers population had to meet the following criteria to be included. 

They should be: 

 living in Lusaka 

 mentally sound 

 willing to participate 

 16 years or older 

 of either sex or any race 

 Should be current or previous subscribers of the Airtel Network.  

3.4  Sampling Procedures 

In this research simple random sampling and purposive sampling procedure were used. Simple 

random sampling involves giving a number to every subject or member of the accessible 

population, placing the numbers in a container and then picking any number at random. The 

subjects corresponding to the numbers picked were included in the sample. According to 

Mugenda (2003) random sampling allows generalizability to a large population. This sample 

was used on Airtel subscribers. Purposive sampling involves selection of the units to be 

observed on the basis of knowledge of the population, its elements and the purpose of the study 

(Babies (2010). This will be used to select participants from the regulating institutions. 

These are presumed to have information needed for the study because they regulate the 

operations of mobile service providers in the country. The procedure will involve selecting 

individuals who are involved with service quality inspections. 
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Fig: 3:1: Types of sampling applicable to this study 

 

 

 

 

 

 

 

 

 

 

 

3.4.1  Sample size 

There are many ways of calculating a sample size. According to Kirlinger (1964), 10-30% of 

the target population forms a representative sample. Mugenda and Mugenda (2003) asserts that 

10-30% of the total target population forms a representative sample, while, Kothari (2003) 

indicate 30% of a target population which is homogeneous is adequate to use as sample for a 

study.  From a Target population of 111,111 subscribers, a 10% was considered as a sample, 

but 11,111 participants was too large a sample. According to Mugenda and Mugenda 10% of 

1000 will give a sample of 111 subscribers. Rounded off to the nearest 10, the Sample 

participants represented 110 consumers and commercial subscribers of Airtel Zambia. 

 

3.5 Data Collection Methods 

3.5.1 Data collection instrument 

A questionnaire was used as a data collection instrument. A questionnaire is a printed self-

report form designed to elicit information that can be obtained through the written responses 

of the subjects. The information obtained through a questionnaire is similar to that obtained by 

an interview, but the questions tend to have less depth (Burns & Grove 1993:368). Data was 

collected with the aid of questionnaires to evaluate the commercial and consumer’s users of 

the service’ knowledge on the effect of service quality and customer service of mobile service 

delivery at Airtel Zambia. 
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3.5.2 Advantages and limitations of the methods used for data collection 

Questionnaires were decided upon as they ensured a high response rate as they were distributed 

to respondents to complete and were collected personally by the researcher. Questionnaires 

were also useful due to the following: 

- They required less time and energy to administer.  

- hey offered the possibility of anonymity because subjects’ names were not required on 

the completed questionnaires. 

- There was less opportunity for bias as they were presented in a consistent manner. 

- Most of the items in the questionnaires were closed, which made it easier to compare 

the responses to each item. 

Apart from the advantages that have been listed above, questionnaires have their weaknesses; 

for example, there is the question of validity and accuracy (Burns & Grove 1993:368). The 

subjects might not reflect their true opinions but might answer what they think will please the 

researcher, and valuable information may be lost as answers are usually brief. 

3.6 Assessment of reliability and validity of measurement instrument 

3.6.1 Assessment of reliability 

(Sileyew, 2019) refer to reliability as the degree of consistency with which an instrument 

measures the attribute it is designed to measure. Reliability can also be ensured by minimising 

sources of measurement error like data collector bias. Data biased and minimised by the 

researcher as the only one able to administer the questionnaires and standardize conditions such 

as exhibiting similar personal attributes to all respondents, e.g., friendliness and support. 

The physical and psychological environment where data was collected was made comfortable 

by ensuring privacy and confidentiality. Subjects were requested not to write their names on 

the questionnaires to ensure confidentiality. In establishing the reliability of the instrument, 

data for 10 questionnaires were collected and entered in the SPSS computer package to test for 

reliability. Cronbanch’s alpha coefficient (2004) was used to assess the internal consistency, 

the score was found to be 0.7 and above which assured the researcher that the instrument was 

considered reliable for the study.  
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3.6.2. Hypothesis testing 

The test method involved is a statistic and sampling distribution. Computed from the sample 

data, the test statistic meant a score, proportion difference between means, difference between 

proportions, z-score, t-statistic and its sampling distribution. The researcher assessed 

probabilities associated with the test statistic. This was where if the test statistical probability 

was less than the significance level, the null hypothesis was rejected. 

Test statistic = (statistic - parameter)/standard deviation of statistic 

Test statistic = (statistic - parameter)/ standard error of statistic 

Where the parameter is the value appearing in the null hypothesis and statistic is the point 

estimate of parameter. 

Given the sample of statistics, Airtel. The researcher used hypothesis testing to understand 

whether any differences or effects discovered in the study exist in the population. The testing 

was used to establish whether the research hypothesis extended beyond Airtel. 

The researcher generalised the results to a population of all service providers rather than just 

Airtel. 

Service quality definition: How service providers grow their market share in the service sector. 

These included 

Tangibility 

Reliability 

Responsiveness 

Assurance 

Empathy 

Hypothesis: The effect of Service Quality On Customer Satisfaction in mobile service delivery 

Dependent Variable = Customer Satisfaction. 

Independent variable = Service Quality dimensions  
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Figure 3.2 Relationship between independent and dependent variables 

Null hypothesis - This was a position that assumed that what the researcher was trying to prove 

did not happen meaning it was equal to zero.  

(Ho) Modernisation has no effect on customer satisfaction 

Alternative Hypothesis: This was the one the researcher needed to prove that 'service quality 

has an effect on customer satisfaction. 

(Ha) The mean between service quality and customer satisfaction variables is not the same in 

the population. This is because other service providers are able to have more subscribers than 

Airtel. 

3.6.2  Statistical evidence 

Significance trends were used which led to finding the p-value = 0.03 and it was less than 5% 

chance for the Null hypothesis and the researcher Rejected it. 

The study was then based on the Alternative hypothesis. In addition to descriptive 

statistics used, whereas inferential statistics helped the researcher make predictions from the 

data. Since, Hypothesis testing are applications of statistical inference, the data was taken from 

the sample randomly and allowed the researcher to generalize and make inference on the 

population using the above mentioned sampling techniques. Inferential statistics helped the 

researcher assess the relationship between the dependent and independent variables as 

highlighted above in figures 2.3. 
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3.6.3 Assessment of Construct Validity 

The validity of an instrument is the degree to which an instrument measures what it is intended 

to measure (Kubai Edwin 2019). Content validity refers to the extent to which an instrument 

represents the factors under study. To achieve content validity, questionnaires included a 

variety of questions on the knowledge of consumers, about the effect of service quality and 

customer service of mobile service provision meant to benefit both Airtel and customers 

(subscribers). To check the content validity, the researcher used Content Valid Index= Total 

number of valid items / number of items, the result gotten was 0.7 and above then the 

instrument was considered valid for the study (Kubai Edwin 2019). 

To assess the parameters of service quality the using both discriminant and convergent 

validation techniques. To help eliminate items that did not discriminate well among categories, 

Q-sorting was applied on persons of interest to the study who are users of the service. 

A confirmatory procedure was used and an analysis was made by calculating a percent for 

correct classification of each item from a construct. In order to establish discriminant validity, 

the researcher saw it fit and appropriate to use AVE (Average Variance Extracted) analysis. 

In an AVE analysis, the researcher tested to see if the square root of every AVE value belonging 

to each latent construct was much larger than any correlation among any pair of latent 

constructs. AVE measured the explained variance of the construct. When comparing AVE with 

the correlation coefficient, the researcher wanted to see if the items of the construct explain 

more variance than do the items of the other constructs. AVE, which is a test of discriminant 

validity, was calculated as: 

                  Σ [λi 2] 

 AVE = ────────────,  

          Σ[λi 2 ]+Σ[Var(εi)] 

where λi is the loading of each measurement item on its corresponding construct and εi is the 

error measurement. (Larcker, 2017). The rule says that the square root of the AVE of each 

construct should be much larger than the correlation of the specific construct with any of the 

other constructs. The value of AVE for each construct was above 0.50. 
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3.7  Data Processing and Analysis 

Out of the 110 questionnaires distributed, 102 were collected. The researcher used Statistical 

Package for Social Sciences (SPSS) version 25 to help analyse quantitative data, this is because 

SPSS program is found simpler and makes it easy to analyse and interpret social science 

findings. The process included the preparation of a simple grid to collate the data provided in 

the questionnaires, the designed a simple coding system of questions and the form that answers 

took was simplified in this process. then data was entered on to the grid. Percentages were 

calculated with the proportion of respondents who answered per category of each question 

among the 25 questions that were asked. 

In this regard, participants were asked to indicate the importance or level of agreement of 

factors (research variables) by rating them on a five point Likert scale, (1-Strongly Disagree, 

2-Disagree, 3 – Uncertain, 4 - Agree and 5-Strongly Agree) and it is used to calculate the 

importance index for each factor that is used to determine the relative ranking. The importance 

index for each variable of effect of service quality and customer care in the performance of 

mobile service delivery in relation to customer satisfaction was computed by using the 

following formula; 

Importance index ∑i = (Wi x fxi) x100 

3n 

Were  

∑i = importance index 

Wi = weightage given by the respondent 

 Fxi = frequency of each respondent 

 i = 1,2,3,4 and 5  

n = total respondent 

(Tawil et.al 2008) 

The data collected was analysed using the importance index method with the help of the SPSS 

software package, each factor was obtained which helped rank factors that determine service 

quality. The factors included; satisfaction, tangibles, reliability, responsiveness, empathy and 

assurance on the overall service quality. 

Further, at-test was also used to analyse data to determine the significance of the gap between 

the perceived satisfaction and importance (P-I) on all of the service quality dimensions. The 

qualitative data was analyzed using concept analysis procedure. This procedure involved 
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categorizing similar responses and identifying similarities and patterns among the responses 

(Lee, 1991). The first step of the process involved reading through all the questionnaires 

leading to the selection of one questionnaire and making notes from the emerging themes and 

ideas. Then responses from the interviews was compiled into concepts and clusters of the 

responses were entered into a fully coded SPSS data set. 

In addition to this reliability and validity of the measuring instruments was done through 

confirmatory factor analysis. SPSS was used in factor analysis, reliability and correlation 

analysis. Frequency counts and percentages were used in data analysis. Since the research used 

a qualitative approach, the open-ended questions were analyzed interpretively.  

3.8  Research ethics 

The university regulations and values were observed by the candidate during the research. 

Professional code and research ethics were observed such as respecting the respondents, 

confidentiality, not cohesing the respondents. To enter research sites, the researcher used a 

letter of permission which stated the study objectives clearly, this was helpful to respondents 

understanding of the research aims and goals. It was signed by all respondents randomly 

selected in Lusaka CBD and Kabwata suburbs. The researcher draws examples from Bassey, 

1999, p75), who observed that a research study needs ethical issues such as respect for 

democracy, truth, persons, knowledge and quality for educational research. 

3.9 Chapter Summary 

This Chapter presented the research methodology used for the study and outlined the Research 

Design, Sampling Technique and methods of data collection. The Chapter also highlighted how 

data was analysed and the tools used for the processes. By and large the study used quantitative 

and qualitative approaches and non-probability sampling. Therefore, the reliability of the study 

is considered high because all the information is gathered mainly from interviews and relevant 

theories. Further, some of the respondents selected for interviewees were senior managers at 

Airtel Zambia with vast working experience and knowledge in the telecom industry. The 

research work was also done by following a proper structural process at each stage for better 

understanding that confirms the reliability of the study.  
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CHAPTER FOUR 

 DATA PRESENTATION, ANALYSIS OF FINDINGS AND DISCUSSION 

4.1   Introduction 

This chapter aims to present the data that was collected during the research study which was 

conducted in Lusaka's Kabwata suburb and to assess the effect of service quality on customer 

satisfaction in mobile service delivery using Airtel Zambia as a case study. The data is 

presented in tabular form as well as in graphical form. Data collected was analysed and 

interpreted for an easy understanding of the reader. The responses were grouped according to 

categories and results summarized using tables.  From tables, major findings were made and 

the data collected in the field was cleansed and coded. In order for the collected data to be 

understood, all information and the findings pertaining to the study were presented together. 

A total of 110 questionnaires were distributed and 106 were responded to representing 96% 

response rate. This was to the satisfactory of the researcher. The questionnaire had Twenty-

Five (25) questions and the following is a presentation and analysis: 

  

4.2. Questionnaire responses 

     Table 1.1: Gender 

 

  

Frequency Percent Cumulative Percent 

Valid Male 
52 47.2 47.2 

Female 

58 52.8 100.0 

Total 

110 100.0 
 

Source: Field Data 
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Table 1.1 indicates statistics on the gender perspective of the respondents. Out of 110 

respondents, 52.8% (58) were females while 47.2% (52) were males. There is a minimal 

difference between the two mutually exclusive categories.   

Table 1.2: Type of respondents 

 

  

Frequency Percent 

Cumulative 

Percent 

Valid Staff 28 25.5 25.5 

Organisational Customer 57 51.8 77.3 

Individual Customer 25 22.7 100.0 

Total 110 100.0  

Source: Field Data 

 

Table 1.2 shows the results on the type of respondents. Out of 110 respondents, 51.8% 

represented by 57 respondents were organizational customers, while 25.5% represented by 28 

respondents were staff and 22.7% represented by 25 respondents were merely individual 

customers. From the statistics, majority were organizational customer and the least was 

individual customers.  

 

 

Male

47.2%Female
52.8%
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Table 1.3: Ages of Respondents 

 

  
Frequency Percent 

Cumulative 

Percent 

Valid Less than 20 years 17 15.5 15.5 

20-29 Years 22 20.0 35.5 

30-39 Years 18 16.4 51.9 

40-49 Years 28 25.4 77.3 

50-59 Years 14 12.7 90.0 

More than 50 Years 11 10.0 100.0 

Total 110 100.0  

Source: Field Data 

The Table (1.3) above shows statistics on age groups for the respondents. 25.4% of the 

respondents were aged between 40 and 49 years, while 20% were aged between 20 and 29 

years, 16.4% were located the age group between 30 and 39 years, 15.5% were less than 20 

years, 12.7% were found be between the ages 50 to 59 years and finally those above 50 years 

constituted 10% of the respondents. The majority were between 40 and 49 years with the least 

being more than 50 years of age.  

Table 1. 4: Quality of services received from Airtel 

 

  
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Very Poor 27 24.1 24.5 24.5 

Poor 45 40.2 40.9 65.5 

Good 22 19.6 20.0 85.5 

Very Good 12 10.7 10.9 96.4 

Superior 4 3.6 3.6 100.0 

Total 108 98.2 100.0  

Non Response 2 1.8   

Total 110 100.0   

Source: Field Data 
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Table 1.4 indicates statistics on the quality of services offered by Airtel. Out of the 110 

respondents, 40.9% rated the quality of the services provided by Airtel as poor, 24.5% rated 

the services as very poor, while 20 rated the services offered as good, they services were rated 

as very good by 10.9% of respondents and finally services rated as superior by 3.6% of the 

respondents.   

Table 1.5: Timely Airtel Service delivery 

  
Frequency Percent 

Cumulative 

Percent 

Valid Very Poor 27 24.5 24.5 

Poor 45 40.9 65.4 

Good 22 20.0 85.4 

Very Good 12 10.9 96.3 

Superior 4 3.7 100.0 

Total 110 100.0  

Source: Field Data 

Table 1.5 above shows the findings from the field on the timely service delivery by Airtel. The 

findings showed that 24.5% of the respondents said that timely service delivery was poor, 

24.5% indicated that timely delivery of services by Airtel was very poor, while the timely 

delivery if services was indicated as good by 20% of the respondents, very good was the rated 

indicated by 10.9% of the respondents and finally superior was only realized by 3.7% of the 

V E R Y  P O O R P O O R G O O D V E R Y  G O O D S U P E R I O R

24.5%

40.9%

20%

10.9
3.6%
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respondents. The majority rated the timely delivery of services as poor with the least standing 

at superior.   

Table 1.6: Reliability of Airtel services 

  
Frequency Percent 

Cumulative 

Percent 

Valid Very Poor 12 10.9 10.9 

Poor 11 10.0 20.9 

Good 50 45.5 66.4 

Very Good 25 22.7 89.1 

Superior 12 10.9 100.0 

Total 110 100.0  

Source: Field Data 

Table 1.6 above clearly shows the results on the reliability of services provided by Airtel. 

45.5% (50) responded that the services were reliably good, 22.7% (25) indicated that the 

services reliably very good, 10.9% (12) said that the reliability of Airtel services was very poor 

and superiors respectively, while 10% (11) said that the reliability of the services offered by 

Airtel was poor.    

  

Table 1.7: Meeting customer’s expectations 

 

  
Frequency Percent 

Cumulative 

Percent 

Valid Very Poor 9 8.2 8.2 

Poor 23 20.9 29.1 

Good 43 39.1 68.2 

Very Good 28 25.5 93.6 

Superior 7 6.4 100.0 

Total 112 100.0  

Source: Field Data 
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The findings on meeting the respondents’ expectation was displayed in table 1.7 which showed 

that out of the 110 respondents, 39.1% represented by 43 respondents said that Airtel met their 

expectations in a good manner, 25.5%  of the respondents said that the meeting of their 

expectation was very good, poorly met the expectations from 20.9% (23) respondents, 8.2% 

(9) said that Airtel very poorly met their expectations, and finally 6.2% (7) said that the meeting 

of their expectation was superior. The least was the superior rating in the meeting of their 

expectations by Airtel and the largest was meeting their expectations in a good way.     

 

Table 1.8: The Airtel service technical quality provided 

 

  
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Very Poor 12 10.7 11.0 11.0 

Poor 13 11.6 11.9 22.9 

Good 42 37.5 38.5 61.5 

Very Good 25 22.3 22.9 84.4 

Superior 17 15.2 15.6 100.0 

Total 109 97.3 100.0  

Missing Non response 3 2.7   

Total 110 100.0   

Source: Field Data 

8.2%
Very Poor

20.9%
Poor

39.1%
Good

25.5%
Very Good

6.4%
Superior
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The results on Airtel technical service quality offered are indicated in Table 1.8 above with the 

following specific findings. Airtel provided technical services in a good way as indicated by 

38.5% (42), the technical service quality provided by Airtel was rated very good by 22.9% (25) 

of the respondents, it was rated superior by 15.6% (17) respondents, this was followed by rating 

it as poor standing at 11.9% (13) and finally rated as very poor by 11% (12) respondents. There 

was 2.7% (3) respondents who never responded to this question.       

 

Table 1.9: Responsiveness of Airtel staff 

 

  
Frequency Percent 

Cumulative 

Percent 

Valid Very Poor 7 6.4 6.4 

Poor 21 19.1 25.5 

Good 44 40.0 65.5 

Very Good 29 26.4 91.8 

Superior 9 8.2 100.0 

Total 110 100.0  

 

Source: Field Data 

 

Table 1.9 above shows the results on the responsiveness of the Airtel staff when attending to 

the needs of the clients. Out of the 110 (100%) respondents, 40 % (44) said that the Airtel staff 

were good in responding to their needs, 16.4% (29) indicated that Airtel staff were very good 

when it came to responding to their needs, 19.1% (21) rated the responsiveness of the Airtel 

staff as poor, 8.2% (9) rated it as superior and finally 6.4% (7) rated the responsiveness of the 

Airtel staff as very poor.     
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Table 1.10: Value for money in Airtel services 

 

  
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Very Poor 8 7.1 7.3 7.3 

Poor 31 27.7 28.2 35.5 

Good 26 23.2 23.6 59.1 

Very Good 32 28.6 29.1 88.2 

Superior 13 11.6 11.8 100.0 

Total 108 98.2 100.0  

Missing Non Response 2 1.8   

Total 110 100.0   

Source: Field Data 

 

Table 1.10 indicates the value for money in the process of service provision by Airtel. The 

value for money was rated as very good by 29.1% (32), 28.2% (31) rated this variable as poor, 

while 23.6% (26) rated the value for money by Airtel as good, it was rated superior by 11.8% 

(13) and finally rated as very poor by 7.3% (8) respondents. There were 2 respondents who 

wilfully decided not to respond to this particular questions.    

   

Table 1.11: Access to information about its product offerings 

 

 

 

Source: Field Data 

 

Table 1.11 shows the access to information by Airtel clients on the product being offered. Out 

of the 110 respondents, 27.3% represented by 30 respondents indicated that access to 

  
Frequency Percent 

Cumulative 

Percent 

Valid Very Poor 25 22.7 22.7 

Poor 30 27.3 50.0 

Good 21 19.1 69.1 

Very Good 18 16.4 85.5 

Superior 16 14.5 100.0 

Total 110 100.0  
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information on products offered by Airtel was poor, this was not the case by 22.7% (25) of the 

respondents who said that access to information products offered was very poor, again, 19.1% 

(21) said that the access to information on products offered was good. Findings on very good 

and superior access to information on products offered were indicated by 16.4% (18) and 

14.5% (16) respectively by the respondents.      

 

Table 1.12: Visually attractive offices, equipment and materials 

 

  
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Very Poor 11 9.8 10.2 10.2 

Poor 17 15.2 15.7 25.9 

Good 26 23.2 24.1 50.0 

Very Good 23 20.5 21.3 71.3 

Superior 31 27.7 28.7 100.0 

Total 108 96.4 100.0  

Missing Non response 4 3.6   

Total 110 100.0   

Source: Field Data 

 

 

On how visually attractive offices, equipment and materials are, Table 1.12 above shows the 

findings. 28.7% represented by 31 respondents indicated that the facets were superior in 

outlook, in descending order this was followed by 24.1% (26) who indicated that the visual out 

10.2%
Very Poor

15.7%
Poor

24.1%
Good

21.3%
Very Good

28.7%
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look of Airtel offices, equipment and materials were good. Further, 21.3% (23) of the 

respondents showed the components in question were very good, the facets were rated poor 

and very poor by 15.7% (17) and 10.2% (11) of respondents respectively.        

  

Table 1.13: How attractive and professional appearance of Airtel staff 

 

  
Frequency Percent 

Cumulative 

Percent 

Valid Very Poor 6 5.5 5.5 

Poor 10 9.1 14.5 

Good 25 22.7 37.3 

Very Good 37 33.6 70.9 

Superior 32 29.6 100.0 

Total 110 100.0  

Source: Field Data 

Table 1.13 above shows the rating on the attractiveness and professional appearance of the 

Airtel staff. In terms of appearance, the Airtel staff were rated very good by 33.6% (37) of the 

respondents, 29.6% (32) rated them as superior, 22.7% (25) respondents rated them good, they 

were rated poor by 9.1% (10) respondents and very poor by 5.5% represented by 6 respondents.    

Table 1.14: Able to keep promises to its customers 

 

  
Frequency Percent 

Cumulative 

Percent 

Valid Very Poor 40 36.4 36.4 

Poor 13 11.8 48.2 

Good 27 24.5 72.7 

Very Good 21 19.1 91.8 

Superior 9 8.2 100.0 

Total 110 100.0  

Source: Field Data 

 

Table 1.14 above shows the ability by Airtel to keep promises to its clients. The keeping of 

promises was rated as very poor by 36.4% (40) of the respondents, on the other side 24.5% 

(27) rated this variable as good. Meaning that the clients have the ability to keep promises to 
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its customers. 19.1% (21) rated the Airtel staff in having the ability to keeping promises to its 

clients as very good. 11.8% (13) of the respondents rated this facet as poor and 8.2% (9) as 

being superior in observance of promises made to customers. 

 

    

Table 1.15: Airtel dependable and consistent in solving customer’s complaints 

 

  
Frequency Percent 

Cumulative 

Percent 

Valid Very Poor 35 31.8 31.8 

Poor 23 20.9 52.7 

Good 17 15.5 68.2 

Very Good 19 17.3 85.5 

Superior 16 14.5 100.0 

Total 110 100.0  

Source: Field Data 

 

Table 1.15 shows the Airtel dependability and consistent in solving customer’s complaints. Out 

of the 110 respondents, 31.8% (35) indicated that the consistent in solving customer’s 

complaints was very poor by the Airtel staff, 20.9% (23) showed that the Airtel staff was poor 

in consistently solving customer’s complaints. Further, 17.3% (19) indicated that Airtel staff 

were very good in being dependable and consistent in ensuring that the problems/complaints 

of the clients are solved.       
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Table 1.16: Airtel always insist on zero defects in its product offerings 

 

  
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Very Poor 15 13.6 13.8 13.8 

Poor 9 8.1 8.3 22.0 

Good 14 12.6 12.8 34.9 

Very Good 19 17.2 17.4 52.3 

Superior 52 47.7 47.7 100.0 

Total 109 99.1 100.0  

Missing Non response 1 .9   

Total 110 100.0   

Source: Field Data 

 

Table 1.16 above shows the results on the Airtel’s insistence on zero defects in its product 

offerings. The insistence on zero defects in product offerings has being highly rated as superior 

(47.7%/51) by the majority of the respondents. This was followed by 17.4% (19) who indicated 

that their insistence was very good in ensuring zero defects in product offerings. Very poor 

insistence stood at 13.8% (15) while 8.3% (9) showed that the insistence was poor among Airtel 

staff to always insist on zero defects in product offering.      

  

Table 1.17: Airtel is able to tell its customers when services will be performed 
 

  
Frequency Percent 

Cumulative 

Percent 

Valid Very Poor 28 25.5 25.5 

Poor 11 10.0 35.5 

Good 49 44.5 80.0 

Very Good 13 11.8 91.8 

Superior 9 8.2 100.0 

Total 110 100.0  

Source: Field Data 
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Table 1.17 above shows the Airtel’s ability to tell customers when services will be performed. 

Out of the 110 respondents, 44.5% (49) respondents indicated that the staff’s ability to tell 

customers when services will be provided was good, 25.5% (28) indicated that the ability to 

tell customers on the services to be performed was very poor. 11.8% (13) rated this facet as 

very good as exhibited by the Airtel staff in ensuring that the customers were told on the 

services to performed. 10% (11) indicated that the ability was poor while 8.2% (9) indicated 

that the ability to tell customers on the services to be performed was superior.    

 

Table 1.18: Airtel is able to provide prompt services and attends to customers' needs 
 

  
Frequency Percent 

Cumulative 

Percent 

Valid Very Poor 34 30.9 30.9 

Poor 37 33.6 64.5 

Good 27 24.5 89.1 

Very Good 6 5.5 94.5 

Superiors 6 5.5 100.0 

Total 110 100.0  

Source: Field Data 

 

Table 1.18 above shows the findings on the Airtel’s ability to provide services and attitude in 

attending to customer’s needs. In descending order, the findings were as follows; 33.6% (37) 

rated it as poor while, the 30.9% (34) of the respondents said that the ability was very poor, 

24.5% (27) said that this facet was good as exhibited by the Airtel staff. Similar results (5.5%/6) 

were recorded which indicated that the staff were rated very good and superior in the ability to 

provide prompt services and attitude in attending to customer’s needs.       
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Table 1.19: Airtel employees are willing to help customers in emergency situations 

  
Frequency Percent 

Cumulative 

Percent 

Valid Very Poor 17 15.5 15.5 

Poor 51 46.4 61.8 

Good 26 23.6 85.5 

Very Good 7 6.4 91.8 

Superior 9 8.2 100.0 

Total 110 100.0  

Source: Field Data 

 

The helping of customers in emergency situations has been rated in table 1.19 above. 46.4% 

(51) rated the Airtel employees’ willingness in helping customers in emergency situations as 

poor, 23.6% (26) rated them as being good while they were rated as being very poor by 15.5% 

(17) of the respondents. 8.2% (9) of the respondents rated them as being superior in attending 

to the clients in emergency situations, and finally, 6.4% (7) of the respondents rated them as 

very good in willingly helping clients in emergency situations.   

 

Table 1.20: Airtel's technical support staff is approachable and easy to contact 
 

  
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Very Poor 40 35.7 37.4 37.4 

Poor 19 17.0 17.8 55.1 

Good 30 26.8 28.0 83.2 

Very Good 11 9.8 10.3 93.5 

Superior 7 6.2 6.5 100.0 

Total 107 95.5 100.0  

Missing Non response 5 4.5   

Total 110 100.0   

Source: Field Data 
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Table 1.20 above shows variations on how approachable the technical Airtel staff are and how 

easy they are to contact. The majority (37.4%/40) rated them as very poor in being 

approachable and easy contact. The second one indicated that they were good (28%/30) in 

being approachable and establishing contacts easily. 17.8% (19) indicated that Airtel technical 

support staff’s approachability and easy establishment of contacts was poor. Further, 10.3% 

(11) respondents rated this facet as very good as exhibited by the Airtel technical staff. Finally, 

6.5% (7) of the respondents rated the technical support staff as being superior in being 

approachable and easy establishment of contact.      

Table 1.21: Airtel has ability to communicate effectively with their customers 

 

  
Frequency Percent 

Cumulative 

Percent 

Valid Very Poor 29 26.4 26.4 

Poor 9 8.2 34.6 

Good 27 24.5 59.1 

Very Good 26 23.6 82.7 

Superior 19 17.3 100.0 

Total 110 100.0  

Source: Field Data 

 

The ability to effectively communicate with clients by Airtel has been rated in the above table. 

26.4% (29) of the respondents indicated that the ability to effectively communicate with clients 

by Airtel staff was very poor, to the contrary 24.5% (27) indicated that the variable was rated 

good with 23.6% (26) of the respondents rating it very good. It was rated as superior by 17.3% 

(19) respondents and 8.2% (9) rated the ability to effectively communicate with clients by 

Airtel staff as poor.    
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Table 1.22: Airtel has convenient operating times 
 

  
Frequency Percent 

Cumulative 

Percent 

Valid Very Poor 10 9.1 9.1 

Poor 12 10.9 20.0 

Good 21 19.1 39.1 

Very Good 25 22.7 61.8 

Superior 42 38.2 100.0 

Total 110 100.0  

Source: Field Data 

 

Table 1.22 above shows the findings on how convenient operating timings are for Airtel. Airtel 

was rated superior by 38.2% (42) of the respondents in providing convenient operating times, 

22.7% (25) rated Airtel as very good in providing convenient operating times, good standing 

at 19.1% (21) was yet another rating for convenient operating times provided by Airtel, very 

poor and poor stood at 9.1% (10) and 10.9% (12) respectively were the rating on the provision 

of convenient operating times by Airtel.   

 

Table 1.23: The Airtel's staff always give me a personal service 
 

  
Frequency Percent 

Cumulative 

Percent 

Valid Very Poor 17 15.5 15.5 

Poor 19 17.3 32.7 

Good 50 45.5 78.2 

Very Good 11 10.0 88.2 

Superior 13 11.8 100.0 

Total 110 100.0  

Source: Field Data 

 

Table 1.23 indicates the grading on the provision of personal services to clients by Airtel. 

Personal service provision was rated good by 45.5% (50) of the respondents, 17.3% (19) 

indicated that there was poor personal service provision by Airtel, very poor services was 
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indicated by 15.5% (17) of the respondents, 10% (11) said that Airtel’s provision of personal 

services was very good with 11.8% (13) rating the variable as superior.  

 

Table 1.24: Airtel is able to fix problems 

  
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Very Poor 30 26.8 27.8 27.8 

Poor 35 31.2 32.4 60.2 

Good 16 14.3 14.8 75.0 

Very Good 14 12.5 13.0 88.0 

Superior 13 11.6 12.0 100.0 

Total 106 96.4 100.0  

Missing Non response 4 3.6   

Total 110 100.0   

Source: Field Data 

Table 1.24 shows Airtel’s ability to resolve or fix problems. 32.4% (35) rated Airtel’s ability 

to fix problems as poor, 27.8% (30) rated the ability by Airtel to fix problems as very poor, 

14.8% (16) rated Airtel as being good in fixing problems, very good was a rating indicated by 

13% (14) of the respondents and finally, 12% (13) rated Airtel in fixing problems as superior. 

The majority indicated that Airtel were poor in fixing clients’ problems.      

 

Table 1.25: Employees have technological knowledge and skills in solving my problems 
 

  
Frequency Percent 

Cumulative 

Percent 

Valid Very Poor 35 31.8 31.8 

Poor 26 23.6 55.5 

Good 22 20.0 75.5 

Very Good 15 13.6 89.1 

Superior 12 10.9 100.0 

Total 110 100.0  

Source: Field Data 
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Table 1.25 shows the employees technological know-how and skills in solving clients’ 

problems. The respondents (31.8%/35) indicated that the technological know-how and skills in 

resolving problems by Airtel was very poor, further, it was rated poor by 23.6% (26) of the 

respondents, while 20% (22) respondents rated the employees’ technological know-how as 

good. Employees technological knowledge and skills in solving clients’ problems were further 

rated very good and superior was rated by 13.6% (15) and 10.9 (12) respondents respectively.    

   Table 1.26: Airtel has got ability to provide quality products 

 

  
Frequency Percent 

Cumulative 

Percent 

Valid Very Poor 22 20.0 20.0 

Poor 45 40.9 60.9 

Good 19 17.3 78.2 

Very Good 22 20.0 98.2 

Superior 2 1.8 100.0 

Total 110 100.0  

Source: Field Data 

Table 1.26 above shows the findings on the ability by Airtel to provide quality products. The 

ability to provide quality products has been rated as poor by 40.9% (45) of the respondents, 

very poor and very good as rating of the ability to provide quality products by Airtel have the 

same rating of 20% (22). Finally, the ability of providing quality services or product by Airtel 

was rated 1.8% (2) by the respondents.  

Table 1.27: Airtel is innovative 

  
Frequency Percent 

Cumulative 

Percent 

Valid Very Poor 21 19.1 19.1 

Poor 34 30.9 50.0 

Good 35 31.8 81.8 

Very Good 18 16.4 98.2 

Superior 2 1.8 100.0 

Total 110 100.0  

Source: Field Data 
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Table 1.27 indicates the statistics on how innovative Airtel is. 31.8% (34) indicated that Airtel 

innovation was good, 30.9% (34) said that innovation was poor by Airtel management in 

finding new ways of service provision, 19.1% (21) indicated that the innovation levels were 

very poor this was contrary to 16% (18) and 1.8% (2) who indicated that innovation levels were 

very good and superior respectively.     

 

Table 1.: 28: Service quality perception on customer satisfaction  

 

  
Frequency Percent 

Cumulative 

Percent 

Valid Very poor 21 19.1 19.1 

Poor 52 47.3 66.4 

Good 27 24.5 90.9 

Very Good 8 7.3 98.2 

Superior 2 1.8 100.0 

Total 110 100.0  

Source: Field Data 

Table 1.28 above indicates that findings on the relationship between the quality of services 

offered by Airtel Zambia and customer satisfaction. These findings show that there is a poor 

relationship standing at 47.3% with the least standing at 1.8 which indicated that the 

relationship was superior.   

 

Table 1.29: Customers Perception to recommend Airtel products to other clients 

 

  
Frequency Percent 

Cumulative 

Percent 

Valid Very Poor 51 46.4 46.4 

Poor 29 26.4 72.7 

Good 15 13.6 86.4 

Very Good 10 9.1 95.5 

Superior 5 4.5 100.0 

Total 110 100.0  

Source: Field Data 
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Table 1.29 above indicates the perception upheld by customers in recommending the would 

be customers to subscribe with Airtel Zambia. These findings revealed that there was very 

poor (46.4%) to recommend others to join Airtel Zambia. 

 

 

 Table 1.30: General rating of the services provided by Airtel 

 

  
Frequency Percent 

Cumulative 

Percent 

Valid Very Poor 19 17.3 17.3 

Poor 33 30.0 47.3 

Good 24 21.8 69.1 

Very Good 25 22.7 91.8 

Superior 9 8.2 100.0 

Total 112 100.0  

Source: Field Data 

 

Table 1.30 shows the general rating of the services provided by Airtel. Out of the 110 

respondents, 33 respondents standing at 30% indicated that the services were poor, 25 

respondents at 22.7% showed that services were very good, 24 respondents at 21.8% indicated 

that the services provided by Airtel were good, very poor services were indicated by 19 

respondents standing at 17.3% and those who indicated that generally the services were 

superior were 9 respondents standing at 8.2%. 

 

4.3     Analysis/Discussion of Findings 

 

The first objective was to establish the dimensions of service quality that can be considered as 

main predictors of customer satisfaction for Airtel Zambia. These predictors ranged from 

tangibles, service assurance, staff responsiveness, service empathy, to general service 

provision.  The findings from the research showed that customer satisfaction was far-fetched 

by Airtel Zambia. This was seen from the findings as indicated; for quality of service delivered 

by Airtel Zambia remained at 41% with the least indicating that it was superior standing at 4%, 

on the reliability, the findings revealed that Zambians reliability on Airtel Zambia was good 

standing at 46% and the timely delivery of services was poor with the majority (41%) indicating 
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that. This negatively affected the customers’ choice for this network provider. This was similar 

to the study conducted by Loke et al., (2011) which aimed at examining the impacts of 

reliability, responsiveness, assurance, empathy and tangible aspects on customer satisfaction. 

Gap analysis was used to determine the perceived importance and satisfaction on each 

dimension of service quality, and regression analysis was conducted to test the relationship 

between service quality and levels of customer satisfaction. Results indicated that reliability, 

responsiveness, assurance and empathy significantly positively influenced customer attitudes 

in terms of satisfaction and loyalty. These are similar results studies conducted using the same 

parameters. However, the findings were different due to a number of reasons; context of the 

studies, population and the method of analysis played a role in these discrepancies.  

 

According to another study conducted Onigbinde & Odunlami (2014) titled 

‘Telecommunication Service Delivery and Customer Satisfaction: A Study of Telecom 

Subscribers in Ogun State, Nigeria’. The objective of the study was to determine the extent to 

which telecommunication service providers in Nigeria have satisfied the needs of their 

numerous customers in Ogun State, Nigeria. The study revealed that service quality and 

customer service have no significant relationship with customer satisfaction, while there is a 

significant relationship between price and customer satisfaction. These findings are different 

from the findings from this study due to the fact that there was a different approach. This one 

predominantly looked at the tangibles, reliability, responsiveness, empathy and assurance. 

These were variables assessed to ascertain customer satisfaction. The findings largely indicated 

that the services provided by Airtel Zambia were poor.   

 

Further, another study by Ojo (2010) investigated the relationship between service quality and 

customer satisfaction in the telecommunication industry with a focus on Mobile 

Telecommunication Network (MTN) Nigeria. The study revealed that service quality has effect 

on customer satisfaction and that there is a positive relationship between service quality and 

customer satisfaction. The findings are similar to this study as it looked at customer satisfaction 

and quality of service. However, this study went ahead to establish general the quality of 

services provided by Airtel Zambia.  The study revealed that Airtel Zambia provided poor 

(47.3%) services.    

 

The second specific objective was to assess the effect of service quality perception on 

customer satisfaction following Airtel Zambia’s modernisation and business remodelling. The 
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findings showed that due to very poor (46.4%) services provided by Airtel Zambia, customers 

are not likely to recommend the would be clients to subscribe with Airtel Zambia.  

This was similar to the study conducted by Dankwah (2013) undertaken to examine the overall 

customer satisfaction (CS) with service quality delivered by TIGO Ghana and to also ascertain 

whether service quality exerts a strong influence on the level of customer satisfaction. The 

respondents expressed their dissatisfaction with the services and products of TIGO by stating 

emphatically that they would not recommend the company to other people. This results were 

similar with those found in this research as indicated by the statistics which showed that 40% 

indicated that customers were not able to keep promises with their clients. This had a ripple 

effect on the customers even to those who could be future customers. 

 

Another study by Ojo (2010) investigated the relationship between service quality and 

customer satisfaction in the telecommunication industry with a focus on mobile 

telecommunication network (MTN) Nigeria. The study revealed that service quality had effect 

on customer satisfaction and that there is a positive relationship between service quality and 

customer satisfaction. This was the same approach employed in this study. The findings 

generally revealed that Airtel Zambia provided poor (30%) services, hence, customers were 

not satisfied.  

 

Further, Rajkumar and Rajkumar (2011) conducted a research study with an objective to 

understand the India consumers’ perception choice in selecting cellular mobile 

telecommunication service providers. In the study, customers’ perception was widely varied in 

accordance with the communication quality, call service, facilities, price, customer care and 

service provider’s attributes. The study showed that communication and price were most 

influential and most preferential factors in selecting telecommunication service provider. 

However, this was different from the findings from this research which showed that which 

revealed that quality of services offered had an influence on customer satisfaction.  
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CHAPTER FIVE 

CONCLUSION AND RECOMMENDATIONS 

 

5.1 Introduction 

 

In this study, the purpose was to assess the effectiveness of service quality on customer 

satisfaction for customers in mobile service delivery. Airtel Zambia was used as a case study 

to appreciate this main idea. In order to achieve the above stated purpose, the research was 

guided by the following objectives: 

1. To establish the dimensions of SQ that can be considered as main predictors of CS for 

Airtel Zambia. 

2. To assess the effect of SQ perception on CS following Airtel Zambia’s modernisation 

and business remodelling.  

3. To determine how Airtel Zambia can improve its overall SQ and CS.  

It was upon these objectives that the literature was reviewed to validate the hypothesis and 

methodology drawn to achieve them. 

 

5.2 Conclusion 

 

In this study it was realized that, AIRTEL’s performance was below what its customers’ 

expectations. The performance against the Key Performance Indicators (KPIs) was average 

compared to what the customers and the regulator expected. The study was supported by the 

following three questions as presented below whose answers are shared in this section: 

1. Which dimensions of SQ could be considered as main predictors of CS in Airtel 

Zambia? 

2. To what extent has SQ perception translated into CS following Airtel Zambia’s 

modernisation and business remodelling? 

3. How can Airtel Zambia improve its overall SQ and CS? 

The first question was answered when dimension such as assurance, reliability, responsiveness 

and empathy were used in the assessment. The second question was addressed by finding out 

about the amount of modernization that has taken place in AIRTEL in the service delivery 

systems and establishing how this has affected service delivery. Last but not least it was found 
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from the field study that AIRTEL can develop initiatives which are useful in converting its 

weaknesses to strengths among them staff training in service quality practices in mobile service 

delivery in order to achieve maximum customer satisfaction. 

 

5.3 Recommendations 

 

In order for Airtel to realize profit and gain a competitive edge over other competitors in the 

industry, certain aspects must be put in to consideration like service empathy and service 

assurance. Customer service isn’t just about fixing things and solving problems, it’s all about 

exceeding customer expectations. The staff representing the service provider should 

understand the customer’s frustration especially when the customer reports an anomaly with 

the service they are getting.  

 

In this case the feelings of a customer can’t be ignored because the service provider is their last 

hope to addressing their matter. Customer service can’t always deliver solutions but can deliver 

empathy by assuring the customer that they understand how frustrating they feel. Empathy is 

teachable and Airtel should invest in staff training ventures in this regard. This study has shown 

that people judge an experience based on its most intense point and end point. Ending on a high 

point is the best because it makes the customer feel great. The following are some of the 

recommendations drawn by the researcher from lessons acquired on the program of study as 

well as the survey carried out; 

 

 Service Tangibles – Tangibles are very important in the service delivery for AIRTEL. The 

results show that AIRTEL is currently doing fine with room for improvement to exceed 

customer expectations.  

 

 Service Assurance– The ability to promise and honour by fixing problems will improve the 

relationship between Airtel and its users. A customer whose service complaint is not 

resolved would end up being bitter and it was observed that some of the ratings by 

respondents were marred by biasness towards the service provider.  

 

 Service Responsiveness – A service provider who keeps time when it comes to service 

delivery would be considered to be offering a good service while a service provider who 

doesn’t keep his time would be considered as not offering a good service. The low 
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percentage accorded to the attribute in by respondents was due to none upgrading of the 

equipment at Airtel. Sometimes all you may need to improve service quality is a robust IT 

system. 

 

 Service Empathy –The results from the respondents from Kabwata suburb and Lusaka CBD 

were that AIRTEL’s operating hours are convenient to all households. Yet only a few 

technical staff were approachable to customers. Empathy can be taught even to the most 

introvert person; Airtel should invest in training staff member’s especially technical staff 

in this area. 

 

 Service Reliability – Airtel did not do very well here and yet a service as it is by nature 

perishable and does not result into ownership of anything should be highly reliable. There 

is need for Airtel to improve its overall service delivery especially with delivery of timely 

services, keeping promises to its customers, consistency in solving customer complaints 

including acceptance of any defects of its product offerings once they are made aware of 

it. The service quality drive must be embraced at all levels of operations by if the company 

if it is to realize customer satisfaction and reap the benefits that come from it. 

 

As observed from the presented findings in the study, some of the respondents were in favour 

of Airtel whilst most of them were not in support of its mobile services particularly in network 

connectivity from the products they provide such as Airtel Money, Internet bundles (Mifis and 

routers). This fact can be augmented by the negative comments from its customers on their 

Facebook page which was opened for promotional basis. Therefore, in order for Airtel to regain 

its market leadership in the mobile service delivery, the organisation requires to re- position its 

marketing strategy as highlighted in the above paragraphs in this document. The organisation 

must work to improve its service quality dimensions up to the recommended standards as 

brought out in the research.  
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APPENDICES 

Appendix-1 Respondent Questionnaire 

SCHOOL OF BUSINESS 

INTRODUCTION 

Dear Respondent,  

 

The following questionnaire is administered by DANIEL K TEMBO who is a student at the 

University of Zambia studying for MASTERS IN BUSINESS ADMINISTRATION 

(GENERAL). The research focuses on AN ASSESSMENT OF THE EFFECT OF 

SERVICE QUALITY (SQ) ON CUSTOMER SATISFACTION (CS) IN MOBILE 

SERVICE DELIVERY: A CASE OF AIRTEL ZAMBIA.  

You ve been randomly selected to participate in the study. Your response to the following 

questions is greatly appreciated and will be treated with much confidence. Indicate your 

response in the space provided. 

 

 Date of completing the questionnaire ___/___/20___ 

Completed by:  

Questionnaire No:  

 

DEMOGRAPHIC INFORMATION  

Tick against the appropriate response. 

 

Gender  

Male   

Female   
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Age (Years) 

< 20  

20-29  

30-39  

40-49  

50-59  

>59  

 

 

 

Types of Respondent 

Staff   

Organizational Customer   

Individual Customer   

 

 

1. Please select the degree of satisfaction for each of the following 

(1. Very poor           5. Superior) 

  

  Overview  

  1 2 3 4 5 

1.  Services you have received from Airtel are the best services 

ever  

     

2.  Airtel’s service delivery is done timeously       

3  Airtel’s services are very reliable       

4.  Airtel’s services meet your expectations and I am satisfied       
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     Tangibles  

 

5.  The technical quality of Airtel is excellent       

6.  Airtel’s staff are very responsive       

7.  There is value for money in Airtel ’s services       

  1 2 3 4 5 

1.  

 

Airtel is able to give you access to information about its 

product offerings  

     

2.  

 

Airtel has visually attractive offices, equipment, and 

materials  

     

3.  

 

Appearance of Airtel ’s Staff is attractive and professional       

 
 

Reliability  
1 2 3 4 5 

4.  

 

Airtel is able to deliver services timely       

5.  

 

Airtel is able to keep promises to its customers       

6.  

 

Airtel is dependable and consistent in solving customers’ 

complaints  

     

7.  

 

Airtel always insists on zero defects in its product offerings       

 
 

Responsiveness  
1 2 3 4 5 

8.  

 

Airtel is able to tell its customers when services will be 

performed  

     

9.  

 

Airtel is able to provide prompt services and attends to 

customers’ needs  

     

10.  

 

Airtel employees are willing to help customers in emergency 

situations  

     

 Empathy  1 2 3 4 5 

11.  

 

Airtel ’s technical support staff is approachable and easy to 

contact  
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2. Please mark whether one the following have incurred during your cooperation with the 

Research Committee 

3. Please rate the general Airtel services  

  (1: Very Poor,                5: Superior) 

 1 2 3 4 5 

In general how would rate the services provide by Airtel 

Zambia 
     

 

4. Please give us your opinion on any issue not covered by the questions.  

  

 

 

 

 

 

12.  

 

Airtel has ability to communicate effectively with their 

customers  

     

13.  

 

Airtel has convenient operating times       

14.  

 

The Airtel ’s staff always give me a personal service       

 
 

Assurance  
1 2 3 4 5 

15.  

 

Airtel is able to fix problems       

16.  

 

Employees have technological knowledge and skills in solving 

my problems  

     

17.  

 

Airtel has got ability to provide quality products       

18.  

 

Airtel is innovative       
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THANK YOU 
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