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ABSTRACT

Telecommunication plays a key role in economic development of a country. It is not
only a dynamic growth sector but is also the backbone of growth for other sectors.
This study aimed at establishing factors influencing customers satisfaction in the
provision of telecommunication services. The sample used was selected using
revenue proportions contributed by the two groups of customers that 1‘s‘corporate and
individual customers. A sample of eighty (80) corporate and Twenty (20) Individual
customers was used. From the list of 300 corporate customers in Nakuru
Municipality 80 were selected using random sampling. The questionnaires were
delivered and picked from the respondents premise. A research assistant was located
at the company receipting office to serve the questionnaires to the 20 individual
customers systematically after an interval of three. A response rate of 95% was
realized. Data obtained was analyzed using cross tabulation and factor analysis. The
hypotheses were tested using Chi-square. Factors found to be of importance to the
study included customer perception, competition, exchange capacity and the billing
system adopted by the company The results depicted customer perception and
billing system to have a significant influence on customers service satisfaction. It is
recommended that constant review by the management of these factors be made to

improve customer satisfaction which in turn leads to improved returns.
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GLOSSARY

TKL-Telkom Kenya Limited

CRV- Central Rift Valley

CORPORATE- include parastatals and business bodies
COMPANY- Telkom Kenya limited.

INTELLIGENT NETWORK (IN) - Modern technology network consisting of
computerized services. |
EXCHANGE- Investment infrastructure.

K P& T C- Kenya posts and telecommunications corporation.
G .0 K —Government of Kenya.

PTO-Public Telecommunication Operator

CALLING CARDS- Prepaid service

TELECOM-Telecommunication



DEFINITION OF TERMS.

Factor Loadings - Represent the degree of correlation between the
particular
variables and the factor. They are derived by the

principle of least squares.

Factors - are linear combinations of data
Principal Component- Is the empirical method for reduction of voluminous
data

so that a maximum of the variance is extracted.
Communalities - Communality 1s a measure of the amount of a
vanable’s

variance that i1s explained by the extracted factors and

15 obtained by adding the squares of factor loadings.
Eigen value - This represents the percentage of variation for the
variables

Studied that is accounted for by the extracted factors.
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CHAPTER ONE

LOINTRODUCTION

1.1 Background

Telecommunication has long been recognized as the engine for economic growth
(Afullo, 1999). 1t is not only a dynamic growth sector itself, but it is also the
backbone of development and economic growth in other sectors of the economy:. It is
an enabler, a facilitator and a sumulator of economic vrowth. The telecommunication
market is one of the largest market in the world’s economy, ranking third after
banking and health services (McLarty, 1998). As service businesses have become
more international, telecommunication services are rapidly srowing and are the
fastest growing part of international service trade (Gronroos, 1999). In addition,

telecommunication is an important infrastructure of other businesses.

The increasing growth of international telecommunication and the importance of the
telecommunication business in the current global economy has stimulated research
mto the telecommunication business. Historically, telecommunication was a natural
monopoly. and because of national security concerns. was state-owned 1 most
counmines  (Economides, 1998; Sarkar, Cavussgil, and Aulakh, 1998).
Telecommunication has developed because of globalization forces and technology
turbulence In the 1900s, the telecommunication business was moved towards free
markets (Economides et al,, 1999). The increasing information mtensity of economic

actnaty and the globalization of capital flows, manufacturing and trade have resulted

& R po——



Global competition and tremendous advances in information technology have rapidly
reformed telecommunication markets from traditional public telecommunication
operator (PTO) model mto private capital markets for funding their modernization
(Sarkar et al, 1999). Countries around the world such as, United Kingdom,
Germany, and Argentina, have deregulated and developed into more competitive
markets (Sarkar et al..1999). By the early 1900s, there existed more than one

competing firm in many regional markets (Economides, 1998).

Social-Political groupings such as the European Union have contributed to reforms
m the sector. This union issued directives to all 1t’s member countries to liberalize

thewr sectors by 1998 otherwise they were to face sanctions. In the case of developing

g

sminies. besides the issue of technological changes in the sector and the abysmal
performance of the incumbent operator. pressure from World Bank and other
sernational organizations are influencing the opening up of the sector to
competition (Wallsten, 1999). The main premise of the reform was to allow
meluplicity of the operators to take advantage of the technological innovation in the
sector 1o provide services that will meet the different needs of the subscribers.

Thes change has created a wave of privatization and liberalization, and thus new
market opportunities. In the Kenyan environment poor infrastructure has been a
significant drag on economic growth and development. High level of investment 1s

required to rehabilitate, upgrade and expand infrastructure to attain growth targets set

v the covernment for the economy To achieve this objective and due to insufficient



s=sowrces to finance these investments, the Kenyan government introduced a
Telecommumication  regulator  to  regulate  services  provided by  the
ssecommunication providers. This saw the split of KP&TC into three entitles 1.e.
Tei_ Renva a telecommunication company wholly owned by the Kenya

svermment. Postal Corporation of Kenva and the Communication commission of

Kemz

Telkom Kenya Limited was expected to mobilize capital from the private sector
Swough jont ventures and revenue sharing arrangements by issuing shares to the
publc through the Nairobi stock exchange (GOK, 2000) but this has not been
#fzcted The mobile operators Kencell and Safaricom Limited have brought in
Campenion in the provision of Telecommunication services thus a need for Telkom

Semva Lid to improve its services despite inadequate modern infrastructure.

Table 1.1: Telecommunication services operators in Kenya

COMPANY OWNERSHIP TYPL OF SERVICE PROVIDED

Telom Kenya Limited 100% G.O.K All (National network operator)

Semeedl communication Ltd. | 60% Irench Telecoms-vivendt | Cellular mobile telephone

4024 Naushad Merah fanuly

Saffancom Limited ) o0% GOK Cellular mobile telephone

40% UK Vodalone

Source: Compiled from data from the various companies

Telhom Kenya Limited has adopted a new billing technology to enable it compete in



She market but it seems the exasting mlrastructure i1s not sulficient to meet customers
Semmand The company has divided its operations according to geographical areas to
ematie smooth operations and control. Central Rift Valley region has a total line
capmonty of 26.712 lines and a current telephone connection of 16,833 lines. At least
S of these lines are connected to digital exchanges while the rest are analogue or
mamual Telkom Kenya Ltd services can be grouped based on the mode of payments.
The company offers postpaid, prepaid and spot services. The customers are grouped
wio two categories -Corporate and other customers. The corporate customers
cominbutes 80% of the revenue while 20% is contributed by the other customers both
Gowernment departments and individuals. [t is evident from the revenue statistics on
mble 1 1 below that there has been unexplained revenue decline over the last few

Ve

Il‘

Table 1.2 Telkom Kenya Limited/ CRV Revenue Analysis

Year 1999-2000 2000-2001

2001-2002 2002-2003

s RS == = THE CIOMCERE S

l
| [
Kshs ) 1,246,000,000 | 1,035.143.000 | 972,117,000 \ 844.533.000

Sewrce: TKL reports (1999-2003)

12 Problem Statement

Lberalization of the Telecommunication industry has seen the entry of other
operators in the provision of telecommunication service. New entrants to an industry
mg new investment, new products and even new technology. The seriousness of

the threat depends on the barriers present and the reaction from existing competitors



was the adoption of modern technology to match those provided by the mobile
semoce providers. The products introduced includes itemized billing system and the
calme card which 1s a prepard service tem which should represent a quick return on
mwestment. The prepaid service operates along side with the post-paid service have
=n advantage of being flexible to use and the ability for the customers to control their
expenditures. The calling card can be utilized from any telephone connected to a

Svzntal exchange, hence 1t 1s expected that this will encourage many users of the
company services.

The problem can thus be stated as despite the many years that TKL has been in
eperation. its revenue 1s constantly dechining and itis not clearly known what factors
wmfuence customers satisfaction of the services provided.

13 Objectives

The general objectives of this study 15 to determine the factors influencing customers
satisfaction in the telecommunication services provision. The specific objective is -

{1) To determine factors that influences TKL customer’s satisfaction

1.4 Hypotheses

The following hypotheses are proposed to guide the study:
The existing exchange capacity does not have any significant influence on
customer’s service satisfaction.
Industry competition in the provision of Telecommunication service has no
significant influence on customer preference for telecommunication services.

Customer perception on Telkom Kenya services has no significant influence on



cestomer demand.

The balling svstem has no significant influence on customer service satisfaction.

1.5 Scepe and Limitations
Weseanch m telecommunication services is in the early stage, there are a few studies
Some on the subject matter. Therefore analysis of this study 1s based on newspapers,

maszrines articles and Internet materials.

1.8 Justification of the Study

T Lberalization of the Telecommunication service has brought in competition in
e prowision of telephone service. Competitive firms are able to generate revenue,
Wiuch s then used to improve on the service and consequently becomes more stable
ans profitable. The study 1s very useful since telecommunication is not only a
Symamuc growth sector by itself but also is the backbone of development and
scomomic growth in other sector. The performance of telecommunication influences
those of other sectors therefore 1t 1s necessary to estabhish the factors influencing the
Semand of the services offered by the sector. The increasing growth of international
s=lecommunication business in the current global economy has encouraged research
moo the telecommunication busiess This research will help venerate information
“hat can be used as an input into future financial decisions by TKL. The research will
250 generate information to investors who would like to know the performance of
e company over time to enable them make informed investment decision .To the

mmerested researcher it may be an mput for further research.
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LITERATURE REVIEW

Definition of a Service

s defimitions of a service exist by vanous authors Kotler and Armstrong
1 have defined services, as “Any act performance that one party can offer to

that 1s essentially intangible and does not results in the ownership of

Al , : o _ _
- #mthenz The American marketing Association (Palmer, 2000) defined services as

~ mmwmes, benefits and satisfaction, which are offered for sale or provided in

@ammection with the sale of goods.

- 22 LUnique Characteristics of Services
RaR)

- Semvices have certain characteristics that distinguish them from physical goods.

. Theseare mtangibility, variability, inseparability and Perishability (Palmer, 2000).

Intangibility

Services are intangible. They cannot be seen, tested, heard or smelt before they are
. pmschased. Services are performances that can be experienced only as they are
@elvered (Berry et al,, 1982). They are therefore said to be riskier than physical

2oods since they cannot be experienced before they are purchased.



cannot be produced consistently and the customers are usually present in

production process (Palmer, 2000). Production may differ from day to day

Fom ume to time thus making uniform quality difficult to assure.

sces cannot be seen but the buyer has to have faith in the service provider. The
semoce provider therefore need to do certam things to improve on the clients
“emfidence to enable them develop loyalty to the service. A service is inseparable
e uts source whether the source is a person or machine. The entertainment value is

] ~ mseparable from the performance.

- 23 Telecommunication Services

Telecommunication is one of the important service for economic growth (Afullo,
1599 Services are classified into dimensions: General dimensions and international
. &imensions. In general, there are three types of services: People-processing services,
f_ Passession processing services. and Information-based services (Lovelock and Yip

1996) People-based services involve tangible actions to customers in person.



Fassession-processing services involves tangible actions to physical objects to
g e their\-’alues to customers. The objects need to be involved in the production
grocess Finally, iformation-based services depend on collecting, manipulating,
wmerpesting and transmutting data to create value. Telecommunication service,
sccording to this classification is people-based service. In terms of international
semoces, telecommunication is classified as vehicle-based service. International
semace s classified mto four ideahized tvpes (Clarke and Rajaratnam. 1999) First,
comtact-based services are services where people (producers or consumers) cross
Soarders 1o engage in transactions (e.g. consultant service, temporary labor). Second,
welucle-based services are communications that are directed in and out of nations via
maiie. welevisions, satellite, transmissions, wires and/or wireless or other facilitating
“Wehucles” (eg telecommunications). Third, Asset-based service are commercial
semoce wdeas that are tied to foreign direct investment and which cross boarders to
esmbish an operating platform (e.g. Banks) Fourth, object-based services are
pimsacal objects impregnated services which move into a nation (e.g. Computer

software, video cassette, repairs to machinery).

24  (lassification of Telecommunication Services

Telecommunication is a communication-based service that is the essential ingredient
Sr ecomomic development (Clark et al., 1999). Telecommunication is both the core
@i  the nfrastructure  of the information economy (Afullo, 1999).
Telecommunication is composed of fixed-line telephone, Cellular telephones,

Teewseons, Internet, Radios, Personal computers, Satellite and cable (Fisk, 1999).



of the transmission of information between point specified by user in which
wformation delivered by the telecommunication agency are voice telephone
: packet-switched data transmission services, circuit switched data
jl mmmsaussion services, facsimile services, privately leased circuit services and mobile
semuces Enhanced telecommunication services are services in which the voice or
ses-voice information being transferred from one point to another undergoes an end
W emd restructuring or format change betore 1t reaches the customer. Enhanced
'.hnunication services include electronic mail, voice mail, on-line information,
l:‘*_fx data interchange, value-added facsimile services, code and protocol

. @mmwersion, and data processing

25 Role of Telecommunication in a Country or Global Business

The telecommunication business plays a very important role in today’s global
Susimess Itis both distinet sector of economic activity and the underlying transport
means for other business (Mc Larty,1998). As a global vehicle-based service
Susimess atself] it 1s the fastest growing service business in the global economy (Clark
and Rayjaratname, 1999). In addinon, 1t supports other service businesses in the
Zelmvery of service and allows them to communicate internationally easier and faster
than 1n the past ( Mclarty et al, 1998). Through the advanced technology of
selephone services, such as wireless communication and electronic commerce,

Istemnational services have become more diverse (Afullo, 1998). Telecommunication



Belps other services by offering and distributing services online. This
scation service 1s emerging as a key globalization driver for other
k especially information-based services.

Factors affecting Firms Performance

o (l§79) illustrated on forces that shape industry competition by scrutinizing
-competitors, customer needs, vertical industry structure, channels of
cost, barriers to entry, availability of substitute and sup}ﬂiers. A

st seeks to determine whether the firm current internal capabilities represent

or weakness in the competitive arena.

Z.1: Forces driving industry competition

Potential entrance

Threat of new entrance

Bargaining | Industry e
. Bargaining )
power of competitors Buyers
Suppliers | Rivalry amongst power of
Existing firm
buvers

Threats of substitute
products

Substitute

Source: Porter (1979)



The mature and degree of competition in an industry hinge on the above five forces,

e theeat of new entrants, the bargaining forces of suppliers, the threat of substitute

raducts or services and the jockeying among current contestants. Looking at the
Sampentors, firms in the same industry often have different marketing skills,
~ Smamcml resources technical know-how, brand images, level of integration,
mamagenal talents and other qualities. These may represent strength or weakness
d@epending on the strategies the firm adopts. The weaker the collective forces, the
ereater the opportunity of the stronger/superior firms to perform better. The

Sorporate strategists goal is to find a position in the industry where the firm can
| ~ d=fend iselfagainst those forces.

Tllm Renya Lid. 1s on a restructuring process that could help reposition the
- “ommpany as a market leader in the increasing competitive market.

E Fremprong (2002) noted that one of the offshoots of hiberalization is the itroduction
@ competition in the provision of telecommunication services in a country. In Ghana
@ompetition in the telecommunication sector is taking place on two fronts among the
Swed operators on one hand and between mobile operators on the other. In his study
i" %= found out that financial difficulties affect the capacity of the companies to
“@empete effectively thus influence customers satisfaction and effect has an impact of

Sems revenue the growth of revenue.



¥ined Versus Mobile Network Evolution —complements or substitutes
previous economic studies have addressed the question whether fixed-line
communication substitute for or complement one another (Gruber and

== 2000). In various countries e.g. Finland and Portugal the number of

Me subscribers has grown rapidly and is currently higher than the number
éimd;lme services subscribers. This trend suggests that mobile communication
may subsutute for fixed telephone line use. Nevertheless, an increase in mobile
selephone use may also increase traffic in the fixed telephone network. In other
words 1t is credible that wireless and wire line network use are complements. The
1 ‘mes effiect of mobile phone diffusion on the demand for fixed telecommunication
seems unclear. Gruber and Verboven (2000) as well as Ahn and Lee (1999)
we<: that in the central and eastern European countries investmenté; in fixed
 slecommunication network have not been sufficient to sausfy the demand for

services, mobile phones complement the fixed telephone lines. Empirical
=< by Borros and Cadima (2000), instead suggest that an increase in the mobile

penetration rate has decreased fixed-line telephone penetration in the

-se markets. High capacity networks made competition viable n the

of fixed-line services, but the economic reasons for liberalizing

scation markets have primarily arisen from dissatisfaction with the

1 Samcsomsne of monopoly markels.
:

Conceptual Framework

2 huashly technological and fast-paced environment especially  of

!
,'1I



telecommunication, patience with service shortcomings tend to run out pretty
quickly. Quality service 1s quite essential since new customers would not like
waiting for too long to be connected. It 1s important for the service provider to install
adequate modern infrastructure, which will meet the customers demand therefore
leading to increased return to the company. It 1s reasonable to expect that with the
opening of the market, licensed operators are competing to increase their market
share therefore it is expected that prices will come down, quality of service improved
and new modern services introduced. Telkom Kenya Ltd. has introduced the prepaid
services to the existing post-paid service to be able to compete with the mobile
service providers. However its exchange capacity 1s not fully modernized. Customers
opting to use the new products may not be accommodated due to inadequate
exchange capacity.

The company facilities are highly susceptible to vandalism this has led to delay in
the expansion and modemization of the network. It is expected that as a result of the
theft of the telephone wires, customers are not able to generate calls and this leads to
a decline in revenue. Line diversion on the other hand leads to the company loosing
revenue especially on numbers not allocated to customers. Similarly if customers

lines are diverted the company revenue drops due to the disputed accounts.



Fig. 2.2 Conceptual framework

1. Competition
2. Capacity. Revenue
3. Billing system. .
- Customer
4. Vandalism »| Satisfaction p | Performance
5. Maintenance
6. Line diversion
7. Customers perception

Source: Author’s own, 2003

This model signifies the effect of the vanous variables on customer’s service
satisfaction.

The provision of services to the customers 1s affected by various variables including
competition, investment capacity, the billing system, natural catastrophes and
vandalism, line diversion and other variables. All these variables have influence on
the customer’s satisfaction, which affect the company revenue. To achieve the
desired results, 1t is important for a firm to ensure sustained improvement in the

availability, reliability and quahity of telephone service



CHAPTER THREE

3.0 METHODOLOGY

3.1 Introduction

This section covers research design, study area, target population, type of data to be

collected, data collection instruments, sampling procedure, data analvsis and

presentation. A survey study was to be carned among various catezories of Telkom

Kenya Limited customers

3.2 Area of Study

-The study concentrate in Nakuru town. Nakuru 1s the headquarters of Rift Valley
Province and also i1s the Headquarters of Central Rift valley region as per Telkom
Kenya regional segmentation. The town is centrally placed and is the fifth revenue
earner and being the fourth largest town in Kenva after Nairobi, Mombasa and

Kisumu it harbors most of the customers of interest.

3.3 Population
The population of concern included all Telkom Kenya Limited customers in Central
Rift of about 16,000. This region cover five districts (Nakuru, Koibatek, Nyandarua,

Baringo and part of Laikipia).

3.4 Sampling Procedure
A sample of 100 customers was used for this study. It is expected that most of the

customer’s opinions on the company’s service are similar across the board therefore



due to limited finances and time a sample of 100 was sufficient. The sample was
selected based on revenue contribution. A hist of the (300) company corporate
customers who contribute 80% of the regional revenues was used to extract those in
contribute 20% of the total regional revenue Therefore stratified sampling based on
revenue contribution was used. In this case a sample of 80 corporate customers was

selected using random sampling method. The population was numbered from 1 tc
100, 80 customers were selected from the random table in a systematic wav A
Sample of (20) representing other customers using Telkom Kenya Limited service
was selected by placing a research assistant at Telkom receipting center (Telecare
center). Systematic sampling method was utilized to obtain the required sample of 20
customers. The first customer was selected at random. after that an interval of 3

1S

maintained until the 20 customers were obtained.

3.5 Data Collection and Instruments Used

A cross sectional study was conducted. Primary data was collected usimg both
Structured and semi-structured questionnaires. The primary data collected included
customer’s attitude towards Telkom Kenya service provision, maintenance of
Telephone numbers, the billing method and their preference. use of other telephone
services apart from TKL fixed lines, the lines preferred by customers, the ease of use

of TKL services.



3.6 Data Presentation and Analysis
Data was analyzed using both descriptive and analytical methods. This included

frequency tables, cross tabulation and Chi-test of independence and factor analysis.

3.6.1. Measurement of variables

Qualities associated with the specific variables conceptualized were all gauged in a

likert scale.

3.6.2. Model of analysis

Px = gk @R B A,

Where

Py = Principal Component (Factor identified)
K =1.23.---n

agj = Factor loading (coetticient)

X = Variables

] S - [



CHAPTER FOUR

4.0 FINDINGS AND DISCUSSIONS

4.1 General findings

The targeted population for the study was stratified based on revenue contribution. A
sample of eighty (80) corporate and twenty (20) individual customers in Nakuru
municipality was used for the study All the 100 gquestionnaires were served to
various respondents. A response rate of 95% was obtained. This response was

considered representatives as the respondent were drawn from various categories of

customers.

4.1 Distribution of Corporate Customers

Type of business I'requency Pereentage

Motor vehicle T e =
| Insurance — Jou i -

ISP 3.0 3.9

FFarm mput 5.0 6.6

Bookshop 4.0 53

Hard ware 9 () s
Product processing 10,0 az

Hotel 10.0 132

Supermarket 5.0 6.6

NGO 30 35

Banking 4.0 5.2

Tolal

Source: computed from survey data

From table 4.1, the corporate customers who responded to the questionnaire were 76

representing 95% of the expected response

The motor vehicle dealers formed 22.4



% while the least was the NGO forming 3 9%,

Table 4.2: Distribution of fixed telephone lines amongst the corporate customers

Lines I'requency Percentage

1-5 49.0 64.5

6-10 2l 820G

T A |30 R
36-40 0 00

Total 76 100.0

Source: Computed from survey data

Table 4.2 shows that 64.5% ol the respondents have between 1-5 lines, 22.4% between 6
— 10 and 13.1% have over 21 lines. It can be concluded from the findings that most of
Telkom Kenva corporate customers have more than one telephone line and none has
over 36 lines. This group ol customers could be using the telephone for lax lacility and

even Internet services the TKL needs to concentrate on provision of quality service to

maintain these customers.

Table 4.3 : sufficiency of telephone lines

Response Irequency Percentage Telephone
Application
Yes ET 72.4 No
No 21 276 Yes
Total K 100%

Source: Computed from the survey data

Table 4.3 indicates that 72.4% are satisfied while 27.6% are not, This study revealed

that most of the corporate customers are satistied with the telephone lines already




installed in their premises. The table above indicates that of the 76 respondents, 55
were satisfied with the number and the performance of telephone lines owned while
the remaining 21 were not satisfied have already applied for extra telephone lines.

Table 4.4 Distribution of personal Customers according to sex

—

Sex ‘ I":_'ugluciiC)' Pcrcb—ﬁlugc
Male 10 52.6
Female 9 474

SSource: Computed from the sur\rcy data
Table 4.4 indicates that of the 19 indinvidual customers who responded 52.6% of
them were male while 47.4% were females. Though the male represent the highest
percentage the differential is very minimal. This could be interpreted to mean that

sex 1s not a critical determining factor of ownership of telephone service

Table 4.5 : Distribution based on age and income

Income l Age ‘ FFrequency ' Pereentage ]
lo.o0u-30.000 " Rtiedty g TTHEE T -
20.000-30.000 T | 33
Total 19 100

Source: Computed from the survey data

Table 4.5 showed that most of the individual customers having fixed telephone lines
are of age between 30 and 40 years and earn an income of between 10,000 and
20,000. This basically shows that age and income determines individual ownership

of telephone service but it doesn’t determine the satisfaction of the same.




Table 4.6: Telephone line owned

INDIVIDUALS CORPORATE

Series I'requencies Y Irequencies %o

TIXXRR (= JEER | S - S i e
5T G T — ) S I e W —
BXXXX 3.0 158 -

Others 2.0 10,5 -

No lixed lines 3.0 158 -

Totals v oo 176 L 100

Source: Computed f rom the survey data

From table 4.6 both groups of customers have differing opinions concerning the kind
of services offered by Telkom Kenya. 85.5% of the corporate customers and 47 4%
of the imdividual customers prefer telephone numbers with series 2 Ixxxx. Further
investigations indicates that most of those respondents with other series of numbers
have already consulted for change of number but the response received from the
company 1s that the optional numbers are not available. The telephone line series
most preferred have modern facilities which are designed to meet the requirement of
the customers. Thus there is a tendency for the customers to shift from the outdated
technology to modem technology where they are able to control their consumption
by using call barring facilities, callback services, use of prepaid cards and even

recording their calls.



Table 4.7: Prepaid services usage

CORPORATE

PLERSONAL

' L0ty

Responses Frequency | % Frequency Yo
Yes Il [4.3 3 13.8
No [t N il ’7.\?47: N

Source: Computed from the survey data

Table 4.7 shows that both corporate and personal customers have not extensively

adopted the use of prepaid services. Out of 76 corporate customers only 11

representing 14.5% use this service and out of the 19 individual customers only 3

representing 15.8% uses this service. The prepaid service has not been extensively

adopted by TKL customers

Table 4.8: Purchase trend of the prepaid cards.

Corporate \ Individuals . N ==
Responses 00 [ s00 1 1o | ""j'(‘,[F: iiiiii 2001 300 | 1000 Iizn(iﬁ
Ve - gl T 207 ors ] T N T G
No(%) 605 | 803 974 355 63.2 100 | 100 | 94.7 |
Total 100 | 100 100 100 100 100 | 100 100 |

Source : Computed from the survey data

Table 4.8 indicate that corporate customers who buy prepaid cards buy more of the

2000/= denomination cards representing 64.5% while the individual customers buy

more of the low valued cards of 200" representing 36.8%



Table 4.9 : Ranking of TKL services by

rusers
Corporale Personal
Response Frequency % Frequency %
Excellent 90 I8 2.0 10.5
Very good 40.0 32.6 | 4.0 i I
Good 46.0 303 100 526
Poor 4.0 53 20 10.3
Very poor - - 1.0 5.3
Total 76 100 14 100

Source: Computed from the survey data

Table 4.9 shows that 52.6% of the corporate respondents rang TKL services as very
good while 52.6% view the services as good. Further investigations revealed that
about 77.6% of the corporate respondents used mobile services while 89.50% of the
individual customers use the mobile services as an alternative means of
communication. There was a common reason given by both groups of reliability and

convenience.

Table 4.10: Telkom Billing system

Individual Corporate
I'requency Percentage Frequency Percentage
| B o 7 ) om  ou ?K, - = N
Very Expensive 4 2.1 | 8.0 s
Expensive 2.0 iz 61.0 80.3
Normal 3.0 158 7.0 9.3
Total 19 100% 76 1 100%

Source: Computed from the survey data

Table 4.10 indicates that 80.3% of the corporate respondents and 63.2% of the



individual respondent’s feel that the services offered by TKL are expensive. Those
who find the billing to be normal are 15.8% corporate and 9.3% of the individual
customers. TKL needs therefore to reconsider 1ts billing system and compare 1t with

the service provided.
4.2. Factors Analysis
The section presents the extractions of factors that influence customers satisfaction

using the principal component method.

Table 4.11 Variable affecting customers satisfaction

| Vamable | -
X, Prepaid cards are easy to use i
Xz Prepaid cards good budget
Xz Calling cards cheaper than scratch cards
X Calling'c?ards can activate disconnected line
Xs Faulty lines are repaired immediately
j - G usto'megl_iﬂgalﬁways available N -
X7 Customers are attended promptly
Xs Disputed accounts are rectified immediately
Xo TKL Services best mmpuicd o mobile ]
Xio0 Low access charges '
X1 Fixed lines are economical.

Source: Field Studies, 2003.

Factor analysis was performed on corporate customer’s response to reduce the large

set of variables into few significant factors. The process helped to reveal the

by
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underlying factors that determine relationship between the observed data. The
coordinate of each variable was measured to obtain the factor loading. Table 2
(Appendix 1I) reflects the interrelationship between the various factors. A strong
correlation is indicated by factor loading greater than or equal to 0.5. The findings in
Table 2 (Appendix 11) shows that the variables are highly correlated. The analysis
of the principal component was used to group the variables into few factors. Table 3
(Appendix 1I) identified to two factors, which explained the highest variability in the
variables. It is indicative in table 3 (Appendix II) that factor 1 explains 78.86%
variability while factor 2 explams 21.81%.

A varimax rotation was carried out to establish more factors since the factor loadings
obtained were very high.

Table 4.12. ldentifies the factors associated to the variables with factor loading of

over 0.5 extracted from table 4 (Appendix II)

Table 4.12 Identification Factors (corporate respondents)

Factor Name ' Vanables B Factor Loading ‘ Varation %o
Customer perception Xs 6927
X (.987
X5 0.976 78.86
Xs 0.984
X 0.837
Xiu (0.975
Billing Svstem X | 0.946
X (.903
X 0.905 21.81
X 0.808

Source: Computed from Survey data.



The equation related to this factor are as follows:

P1=0.927Xs + 0.987X; + 0.976X; + 0.984X3 + 0.837X9 +0.975X0

P2 =0.946X, + 0.905X, +0.905X: +0.868X,

A similar analysis was done to the same varnables with the response data from the
individual customers. Table 3 appendix (llI) shows that there were four factors
extracted. After varimax rotation factors 1,2,3,4 constituted 25.07%, 21.94%,
18.94%. 12.46% of the variation respectively. The factors identified according to the

strength of variability were as tabulated below:

Table 4.13: ldentification of factors (individual Respondents).

Factor Name Varuble ' Iactor Loading B V\H.ruui?ﬁifl
Customer Pereeption X4 0897 7

X3 0.609 25.07

X9 0.908
Billing System X6 0.849

X7 0.584 21.94
Exchange Capacity Xl L 0.696

NR 0.67% 1894

[ X10 | 0731

Compelition - . o 0870 11240

X5 0.607

Source: Computed from survey data

The equations related to these four factors are as follows:

Pl =0.897X, + 0.609Xs + 0.908Xy

P2 =0.849Xs + 0.584X5

P3 = 0.696X; + 0.678Xs+ 751Xy

P4 = 0.8706X; +0.607X5




high variability and the various variables associated are seen to be significant for the
study:.

Other lactors extracted included exchange capacity and competiion which also showed
an extend of variability. The general conclusion obtained is that customer satisfaction 1s
influenced by a combination of factors including customer perception, the billing
svstem. exchange capacity and idustn competition.  To establish which lactor has a
great influence over the firms performance the independence of each factor was
measured using the Chi-square test.

4.3. Hypothesis Testing

The hypothesis of this study were tested using a Chi-square test of independence

Hypotheses |

Ho: The existing exchange capacity does not have any influence on customers
service satisfaction. The chi —square calculated was on 0.500 while the Chi-tabular
was 0.7779 at 5% level of significance. Decision rule — reject Ho if the Chi-square
calculated is greater than Chi-tabular. The null hypothesis therefore failed to be
rejected and a conclusion reached that there 1s insufffient evidence of a relationship

between exchange capacity and customer satisfaction,

Hypotheses 2

Ho: Industry competition in the provision of Telecommunication service has no



significant influence on customer preference for Telecommunication services. The
computed Chi-square value was 0.00 and the table value was 1 at 5% level of
significance. Decision rule reject Ho if Chi- calculated 1s greater than- Chi tabular.
Since Chi- calculated was less than Chi-tabular the researcher failed to reject Ho and
conclude that there’s insufficient evidence of a relationship competition and

customers preference of Telecommunicaton services

Hypotheses 3

Ho: customer perception on Telkom Kenya services has no significant influence on
customers demand. Chi- square computed was 0 while the Chi-tabular was 1 at 5%
level of Significance. Decision rule reject Ho if Chi- calculated is less than Chi
tabular we fail to reject Ho and conclude that there’s insufficient evidence of a

relation ship between customer perception and satistaction.

Hypotheses 4

Ho' - The billing system has no significant mnfluence on customer service
satisfaction. The Chi square calculated was 0.0 and the Chi -square tabular was 1.
We failed to reject the Ho and conclude that there is insufficient evidence of a

relationship between the billing system and customer satisfaction.



CHAPTER FIVE

5.0 CONCLUSION AND RECOMMENDATION

5.1 Conclusion

This study revealed that customers satislaction ol Telecommunication service is
influenced by a combination factors. The variables conceptualized in this research were
all found to be contributing to the customer satislaction for the service The study also
revealed that those flactors mlluencing the corporale customer satislaction do also
influence the individual customers but with lower variability. This 1s an indication that

the two groups of customers need to be treated dilTerently when providing services

The leading TKL corporate customers based on the study were the motor vehicle dealers
representing 22 4% of the total corporate respondents. The corporate customers have
more than one telephone lines nstalled and 64.5% ol the corporate customers have
between 1-5 telephone lines. 72.4% of the corporate customers are satisfied with the

performance of TKL services.

Most of the company revenue is obtained from these customers who own more than
one line and are satisfied with the performance. The study confirmed as was earlier
indicated that 80% of the company revenue 1s from the corporate customers.

Most of the individuals who own telephone services are of age bracket 30-40 years



and earn an income of between 10,000-20.000/=. The male represent 52.6% hence
the leading based on this observation. Therefore sex, age and income determine the
ownership of telephone services by individuals.

Both individuals and corporate customers use mobile services to a large extend. The
reason for the use of mobile services 1s due o reliabihity and convenience. This
shows that TKL services do not sufficiently meet customers needs. There 1s therefore
need for improved service provision in terms of maintenance of lines, accurate
billing e.t.c. to reduce the exit due to unreliable services. There’s a preference by
both groups of customers of telephone lines with series 2xxxxx. Statistics indicates
that 81.6% of the corporate and 52.3% of individuals prefer the numbers with the
above series. It is also indicative from the study that TKL is not in a position to
service the need for these required numbers The response from TKL 1o customers
request on change of numbers is that the optional lines are not available. It was also
observed that very few customers have adopted the use of prepaid services. 14.5%
and 15.8% of he corporate and personal customers already use the prepaid service.
The corporate customers prefer the use of 2,000/= denomination while the
individual customers prefer 200/= denomination cards. Out of these customers who
use this service 84.2% of the corporate and 78.9% of the individual customers find
the prepaid cards less expensive compared to post paid service. This shows that
Telkom prepaid services though economical in use have not been adopted by the
customers. Both groups of customers use other means of communication. The study
shows that 77.6% of the corporate and 89.50% of the mdividual customers use

mobile services with the reason of the reliability and convenience of the service. It



was observed that there was no one unique factor responsible for the observed
revenue trend as such a combination of factors were responsible for this. However it
was established that customer percepuon and the billing system adopted greatly
affected the company revenue,

52 Recommendations

To be able to survive in the competitive environment. TKL need to concentrate on
the provision of the services required by the customers. Therefore an increased in the
number of telephone lines with series 2xxxxx to be able to cope with customer’s
demand.

The company needs to improve its prepaid service to enable it be attractiv e to the
customers. Based on the findings customers tend to prefer the mobile prepaid
services as compared to TKL prepaid service despite being cheap. An inclusive
marketing of these service may be necessary to enable customers appreciate the
facility. The company to concentrate on provision of quality service to their
corporate customers since they contribute a high percentage of revenue by ensuring
that their lines are properly maintained and are in working conditions throughout,

5.3 Further research

L. A similar research study to be conducted in other regions (o test the validity of
the findings.

[1.  Establish all the factors nfluencing customers satisfaction for the
Telecommunication services and the extend (o which this factors have influenced
revenue growth.

III. To establish the performance of TKL prepaid cards in the market and ways to

improve this service.
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PPENDIX I

STELLA KORIR,
P.O BOX 536,

NJORO.

TO WHOM IT MAY CONCERN

)ear Sir/ Madam,

E: REQUEST FOR RESEARCH DATA

am a Master of Business Administration student at Egerton University carrying out
research project in partial fulfillment of the degree requirements. The research
pic 1s:- factors influencing revenue growth m the telecommunication sector: a case

tudy of Telkom Kenya central rift valley region.

hereby request you to complete this questionnaire. The informaton obtained 1s

urely for academic purpose and will be held in strict confidence.

‘hank you,

“ours faithfully,

tella C Korir.



RESEARCH QUESTIONNAIRE
(CONFIDENTIAL)

To be answered by Telkom Kenya Limited corporate customers

PART A: INSTRUCTIONS
Where necessary tick appropriately in the space provided. [:] If the space provided

is not enough use the back of the respective page.

e What is the naiie of SO OTERMZRNGNT crrrmmriinasipuhesis s somnatae s denia
2 Which business are you involved 1n? =-----semeommmmommmmmemmm oo
3. How many Fixed Telephone lines do you have in your organization?-----------
4, Are the numbers you have sufficient for your needs?

Yes B
No D

3, If Yes go to 8 . Have you applied for extra lines?

Yes |:|
No [
6. If Yes. What was the response from TKL?

Wait l_—_]
No lines D

No service of numbers required D

Others lj



8. Which series of Telephone do you have?

2] xxxx

4 xXxXxx [:l
8 XXXXX D
g (9111 1= £

10.  Are you satisfied with the performance of this line?

Yes
oo ]
11 If No which of the numbers perform well and why ---------ssnsmmmmmmmmeomonceees
2. Have you consulted Telkom Kenya for change of numbers
Yes [
No
13 If yes what was the reSpOnses---------s-=s=smemrsmmmmmooooomoomsssoomooooooomesooos
14 Do you use prepaid service?

YES []
NO [ ]



& If yes how has your telephone expenditure been affected?

More expensive |:|

Less Expensive D
Sam
une |
10. What 1s the frequency of your purchase of calling cards and m what
denomination
Kshs. “T200 (300 [1oou ] 2000 _—l
In a Week ]
17 Do you use Mobile telephone services?

Yes |:!
No I:l

19. How do you classify Telkom services compared with the mobile telephone

service providers?

Excellemlj Very goodg Good D Poor D\"el‘_\' poor D



20. What is the frequency of your purchase of the mobile scratch cards?

Kshs ‘ 250 500 . 1,000 \ 2,000

Ina week 1 | 1 ‘
I RO b e R

21.  How would you describe the billing systems of Telkom Kenya Ltd.
Very expensive D
Expensive [j
Normal [ ]
Fair |:]

Part 11

Please indicate on the scale by ticking (v) the extend to which you agree on the
following statement on the use of Telkom Kenya Lines.

Strongly agree = 5, Agree = 4, neither nor Disagree = 3, Disagree =2,

Strongly disagree = 1

[t is easy to follow Instructions when using calling cards

The use of calling cards represents a good amount of the budget.

Using of calling cards is cheaper than the postpaid (bills).

Calling cards can activate a call even when the phone is disconnected. |

Faulty lines are repaired immediately to enable Customers utihze services |

Customers lines are never interfered with the lines are always available for use when

required.




Customers are attended to promptly when they call on help lines.

Disputed accounts are rectified immediately they are brought to attention|

H

Telkom Kenya services are the best Compared to the mobile services.

The access fee raised on the bills 1s on the lower side.

It is very economical to utilize the fixed lines

.

FSEI% ii} ;



RESEARCH QUESTIONNAIRE (CONFIDENTIAL)
To be answered by Telkom Kenya other customers

PART A: INSTRUCTIONS
Where necessary tick appropriately in the space provided D cases
indication of “others” are given please provide information in the space
provided. If the space provided is not enough use the back of the respective

page.
1. Name of the respondent (Optional)-=-secemsemrorimmmm e
A Sex of the respondent
(a) Male
(b) Female
3. What 1s your age bracket? please tick
20-30 EI
30-40 [ ]
S50-60 B
60-Over |
4 Occupation of the respondent e.g. (a teacher, lawyer)-----------=e-mmmmececenaan
5. What 1s your income bracket”
(a) Less than 5000 [:J

(b) Between 5000-10000 [__|

(c) Between 10000-20000__|

(d) Over 20000 ]

6. Do you own a fixed telephone line?

(a) Yes D
(b) No D



4 If yes Which series of Telephone do you have?

21 sk I::'

4 XXXX D
3 XXX E

L Are you satisfied with the performance of this line?

Yes [:]
No S

8 If No which of the numbers perform well and why -------------meoeevomommmoomoooonam

9. Have you consulted Telkom Kenya for change of numbers
Yes
No [__]

Do you use prepaid senvice”
YES
NO
If yes
7 How has your telephone expenditure been affected?
(a) More expensive
(b) Less Expensive

(¢) Same I:I

8 What is the frequency of your purchase of calling cards and in what
denomination ?

[200 1500

S

| 1,000 1 2,000

| In a Week



9 Do you use Mobile services’
Yes
No

Excellemlj Very good D Good l:l Poor [:I Very poor D

11 About how much are you spending on the other services”? - -
250 500 1,000 2,000

In a week \ \
2 How would you describe the billmg systems of Telkom Kenya Ltd.
Very expensivg |
Expensive
Normal
Fair




APPENDIX 11

FACTOR ANALYSIS - CORPORATE CUSTOMERS

Table 1: The considered variables '
SA l..\ 'NND] D} SD

R =3 . L

“Varmbles 1| Lasy of use ‘Xl Do {00y TTRY (N2 LI Tooo |
Variable2 | Calling card good budget X2 000 [ 132 |13.06 |67.11 | 1842 |
Variable 3| Calling card cheaper than post paid | X3 1 0.00 | 1.3 132 (6411 ) 184
Variable4 | Activates lines during disconnection | X4 0.00 |66 197 {300 |[237
Variable 3 FFaulty lines repaired mmediately | X5 | 0.00 | 000 7.9 42,1 | 300 J

“Varable6 | Customers lines avalable L.\h Toun {000 Ji{fﬁ):'}_"t 353 | GkD
Variable 7 Customers attended to promptly X7 0.00 0.00 6.6 35 S
Varable 8 | Disputed A/C rectilied immediately | X8 000 | 000 |26 355 |6L3
Variable 9 | TKL Services the best X9 0.00 | 0.00 s [dEg {42,
Varable 10| Low access charges Xio | 118 | 000 6.6 34.2 474
Variabiel 1| Land lines ceonomcal Pxii e Toon (39 [0 | 224

Key 54 Strongly agree D - Disagree |
A - Agree SD - Strongly Disagree

NND - Neither nor Disagree

Table 2: Correlation matrix

Varables |1 2 3 4 5 6 7 8 I 10 11 :‘
1 1000 10964 0.964 [0.883 [0.496 [0.268 [0.317 [0.287 [0.656 [0.372 [0.242
2 0.064 [1.000 [1.000 [0.870 [0.697 (0489 (0542 [0.510 [0.826 [0.571 [0.296
3 5964 11000 1,000 (0070 10697 [0.488 (0542 [0.509 [0.826 (0.571 0296
4 0883 0970 [0970 'Ti’t}fjo“'p’ 2740577 10641 (0602 (0883 0623 [0438 |
5 5496 10697 0697 [0.774 [1.000 [0.962 0.980 [0.971 0.979 o.géh_tﬁiﬁﬁ
6 97268 10480 [0.488 [0.577 (0962 |1.000 [0.994 [0.999 [0.889 [0.971 |0.061
7 5377 10542 0542 10641 [0.980 [0.994 [1.000 [0.997 [0.921 [0.971 0115
8 9587 0510 [0500 [0.602 0.971 [0.999 [0.997 [1.000 [0.902 0.873 |0.081
) 0656 0826 0826 ‘0_8'8’3*0?9*.6'555'"@51_Oﬁffﬁéc? 0914 0219
W 6372 b 571 0 &71 los23 Desd D971 0971 0973 0914 1000 0094 |
11 F0.242 [-0.296 FO.TQé’j‘lﬁjﬁés“!b 165 Zb’hBi"?—'ﬁ"ﬁ'Té"—ODEﬁ “-671"9_ 6."097]1_.0'604_




Table 3: Factor loading using principle component

Pariab!es [Factor 1 _[Factor 2 [communalities B
Easy of use - “los87 L0673 (0.000

Calling card good budget 0847 [0510 0114

Calling cards cheaper than p_st pJeE ‘Q.E}gi_?__‘ifﬂ 0 0.114

Calling cards activate lines in d1sconnect|on 0.895 -0.431 0.216

Faulty lines repaired immediately 0.971 0.231 1.446

Customer lines available 0875 [0.472 1.814

Customers attended promptly lo.o06  [0.410 1.730 ]
Disputed A/C rectified immediately ~ losss 449 787 |
TKL services the best 0.999 0 036 11.070 ;
Low access charges ’O 900 |0 414 1729
Land line economical 02300452 [0.049 |
Eigen Value k?i.BBG 2181 15, 800

Mrage % explained by the factor 0.7886 |0.2181 ]1 .580




Table 4: Rotated component matrix
The factors which were important in the study are those which are significantat 0.5 (

any factor equal to or above 50%)

Variables Factor 1 Factor 2 Communalities
Easy of use 0.173 0.946 1.251
Calling card good budget 0.398 0.905 1.698
Calling cards cheaper than postpaid ~ [0.398 0.905 1698
Caliing cards activate lines in disconnection 0484 0.868 1.827
Faulty lines repaired immediately 0.927 0.371 1.685
Customer lines available 0.987 0.119 1.222
Customers attended promptly 0.976 0.187 1.354
Disputed A/C rectified immediately 0984 0.145 1275

TKL services the best ' 0.837 0546 1912
Low access charges 0.975 0.180 1.334

Land line economical 0.072 -0.502 0.184

Eigen Value 5.992 4.076 23.930
.;Tverage % explained by the factor 10599 0.408 2393




APPENDIX III

_FACTORS ANALYSIS INDIVIDUAL CUSTOMERS

Table 1: Variables to be considered

SA A | NND \ D SD
Vartables 1| Fasv ol use £ I O T T Al 204 |
Variable 2 | Calling card good budget %2 5:3 142 | 42.1 241 | 143 ‘
Vaniable 3 | Calling card cheaper than post paid X3 10.5 | 220 |26.3 21.1 42.1
Vanable 4 | Activates lines during disconnection | X4 5.3 264 | 382 15.9 221
Varable 5| Faulty lines repaired immediately X5 58 | 152 | 374 158 14.2
Varable 6 | Customers lmes available Ti\’_h—flh 3 | 11 |93 263 5.8 i
Vanable 7 | Customers attended lu@s}m?t-l.\' ] X7 10.5 | 12.3 | 309 56 | 105 ﬂk
Vanable 8 | Disputed A/C rectified immediately 7 | 263 1131 | 343 158 10.5
Variable 9 | TKL Services the best X9 21,0 [ 101 | 37.3 158 10.5 1
Variable 10 | Low access charges XI10 | 5.3 158 [42.00 | 21.1 158 |
VarableT T | Tand fines ceonomica S N (YT AT T T AT KT
Koy SA - Strongly agree R
A - Agree SD - Strongly Disagree
NND - Neither nor Disagree

Table 2 : Correlation matrix

(Vanables |~ B B 4 5 6 /AR T j‘g 10

1 1000 (0357 [0.165 -0.444 [0.023 0.325 -0.187 [0.194 I«O.254 0.317
2 0357 [1.000 [0.260 [0.449 |-0.046 |-0.484 10.533 +0.095 ]—0.310 -0.348
3 0.165 10.260 |1.000 Iﬁ).330 0.216 .'0'113 -0.149 -0.106 ‘-O‘STﬁW
F_‘Iﬁdftﬁdéf 5330 11.000 0368 0145 l0.446 "”}D258'#?83’4’_70785_
5 0.023 [0.046 0.216 *0.*36_8‘{(.60_0“61"6@'*076&7 6325 0494 0253
6 0325 [0.484 -0.113 [0.145 [0.169 [1.000 0.470 [0.376 {‘0.178 0471
7 0187 [0.533 [-0.149 [0.446 (0.269 0.470 [1.000 (0.570 }0.530 0.442
8 0194 L0.095 [0.106 0258 [0.325 |0.376 0570 [1.000 0289 0292
9 57254 (0310 L0371 0.834 0494 0178 0530 [0.289 1000 0358
i 0317 [0.348 [0.072 0.186 [0.253 [0.471 (ﬁﬁ'iﬁiﬁ%% 1.000




Table 3 : Factor loading using principle component The factors are significant at

50%

\Variables Factor 1 Factor 2 Factor 3 Factor 4 [Comm |
Calling cards good budget 10329 0.776 0.063 -0.449 0.004 |
Calling cards cheaper 10658 0261 (0.433 [0.093 [0.003
Calling cards can activate disconnected line -0.353 [0.429 i0.11? 0.733 |0.856
Faulty lines repaired immediately 0.767 [0.345 0415 L0.050 [0.618
Customer lines are always available 0463 [0.379 0.565 0380 [3.195 |
Customers are attended to promptly 0.603 0.117 0576 0.302 0199 |
Disputed A/C are rectified immediately 0.806 [0.161 -0.155 0.042 |0.730
TKL serves best compared to mobile services0.538 |0.512 0.014 E—0.132 0.869
Low access bills 0.800 }0.127 0.468 i—0.164 0.954
Fixed lines are economical 0550 0535 -0.259 '—0.184_-0_41 3
Eigen Value 3716 1.722 1338 1338 (13731 |
Average % explained by the factor  [0.3716 [0.1722 0.1338 0.1338 [1.3731

Table 4 : Principle components after rotation

Rotated Component Matrix Factor 1|Factor 2|Factor 3|Factor 4[Comm }
X, Calling cards good budget -0.352 +0.554 0696 |0.023 [0.035 |
X, Calling cards cheaper -0.221 +0.773 +0.032 [0.225 |0.641 '
X5 Calling cards can activate disconnected line -0.284 -0.084 -0.057 0.876 [0.203 ,
IXs Faulty lines repaired immediately 0.897 10.233 [0.034 -0.154 |0.885 §
Xs Customer lines are always available 0609 0013 0286 0607 2219 |
Xs Customers are attended to promptly 0,008 0.849 [0.268 0.085 [1.427 |
X7 Disputed A/C are rectified immediately ‘0.417 0.584 0433 -0.012 2019 |
Xs TKL serves best compared to mobile services0.270 [0.178 |0.678 (0.074 [1.438 i
Xs Low access bills 0.908 |0.135 |0.199 +0.139 [1.21¢9

X1 Fixed lines are economical 0.088 [0.342 [0.751 +0.038 1308

Eigen Value o507 194 [1894 [1246 11394
Average % explained by the factor 0.2507 |0.2194 |0.1894 0.1245 1 1334

Comm = Communalities



