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Executive summary

This study made an assessment of service recovactiqe: in the case of Ethio telecom
enterprise broad band customers. The study foousedsessing the broadband service recovery

system of Ethio Telecom.

The study adopted a mixed methods research app(qaahtitative and qualitative approach) to
achieve the objectives of the study and answeraresBequestions. Specifically, the study used
guestioner to assess the service recovery perfagnah Ethio telecom by stating diverse
guestions from different perspectives. Interviewsvedso conducted with the customer relation
manager of Ethio telecom (enterprise division). Btedy also employed consultation with
secondary data’s. The qualitative data’'s were aealythematically by using percentages and

tabular presentations.

The findings of the study is enterprise customams not satisfied with the employees of Ethio
telecom that are engaged in service recoveringgs®and on the employees readiness to help
customers on recovering the problems they encousderell as the employees lack of

technical knowhow on how to recover service fagure

The equipments and technologies used by Ethiodeleare not modern which makes service

recovery process difficult as well as time taking.

The expected time of service failure resolutionas properly communicated to customers
although the working processes indicated that eegeane of trouble ticket resolution will be

informed to customers.
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Chapter One
Introduction

1.1 Background of the Study

Service recovery refers to the actions a providkes in response to a service failure (Gronroos,
1988). A failure occurs when customers’ perceptiohghe service they receive do not match
their expectations. According to this definitiorengce recovery is not restricted to service
industries, and similarly, empirical research shavat dealing with problems effectively
constitutes the most critical component of a refiutafor excellent (or poor) service for a broad
range of industries Thus, any company that senv&srel or internal customers must accept that
failures happen and institute systems and procéssi=al with them (Johnston, 2001)

The goal of service recovery is to identify custosngith issues and then to address those issues
to the customers' satisfaction to promote custaetention. However, service recovery doesn't
just happen. It is a systematic business protegsiust be designed properly and implemented
in an organization. Perhaps more importantly,drganizational culture must be supportive of
idea that customers are important and their voaeMalue. Service recovery relates to customer
satisfaction with and without a product failure.stiates that with a highly effective service
recovery, a service or product failure offers and®ato achieve higher satisfaction ratings from
customers than if the failure had never happenéddtl@ bit less academically, this means that a
good recovery can turn angry and frustrated custemmo loyal customers. In fact it can create

even more goodwill than if things had gone smoothlghe first placeRoshoff, 1999).

Nevertheless, not all service recovery efforts \ei#ld to increased satisfaction ratings as several
studies have already shown. The key is to undeddtsat there are certain situations when it is
highly likely that a service recovery will lead facreased customer satisfaction. Service
recoveries that are likely to be efficient are aogly those where the service failure is perceived
to be not systematic or that the company has t&tilgrol over it. But even in cases when there is

a systematic failure and the company has contret the failure, there is a benefit when service



recovery activities are put into action to ensurat tone can win back customers and that the
source of failure is eliminated /Robert,1995.

Telecommunications infrastructures are assignepeaial position in policy partly because of
their important roles in the everyday functioninfgsociety. In addition to the direct effects of
loss of service, failure of the telecom infrasturet cripples coordination capabilities,
significantly hindering rescue and recovery operai Effective disaster preparedness and
recovery is a socio-political objective that anyvgmment must attend to, under whatever
industrial structure. In the case of governmentpiivate-monopoly provision, the government
may issue general directives to the managemerggttiirintervene in management functions
under “emergency” conditions, and assume all or kthék of disaster recovery costs/
Rajasekhara, 2010.

The introduction of telecommunications servicegkthiopia dates back to 1894, when Minelik
II, the King of Ethiopia, introduced telephone tecology to the country. However the first
Ethiopian pioneer of telephony was his cousin Rakdhnen who came back with telephone
apparatus in 1889 after his visit of Italy and bkshed a company. The company was placed
under government control at the beginning of thentieth century, and was later brought to
operate under the auspices of the Ministry of Pastl Communications. In 1952,
telecommunications services were separated frompdl&al administration, and structured under
the Ministry of Transport and Communications. Thei&pian Telecommunications Corporation

is the oldest Public Telecommunications OperatdiQJPin Africa.

Under the Derge Regime the Ethiopian Telecommuioicatwas reorganized as: Ethiopian
Telecommunications  Service from  October 1975 to rékaly 1981; and
Ethiopian Telecommunications Authority (ETA) on dary 1981. It retained this name until
November 1996. The Ethiopian Telecommunicationsvi8er as well as the Ethiopian
Telecommunications Authority (ETA) was in charge bafth the operation and regulation of
telecommunications service in Ethiopia. The EthaopiTelecommunications Authority was
replaced by the Ethiopian Telecommunications Cafpan (ETC) by regulation number
10/1996 of the Council of Ministers to which allethrights and obligations of the former
Ethiopian Telecommunication authority were transféito the Corporation.



There are 966 public service stations and exchaagesss the country. The number of rural
kebeles - the lowest administrative unit - withef#lone access increased from only 60 in
2004/05 to 8 676 in 2007/08, and the target isrtwvipe access to telecom services to all 15 000
rural kebeles by 2010. By the end of 2007/08, thenlwer of cellular telephone (mobile)
subscribers increased nearly five times from th@4Zlb level, reaching 1 954 527; the number
of broadband customers reached 1 496, up from 65lyn 2002/03; and the dial-up Internet
subscribers were 34 110, almost twice the numb&0B¥/05. Tele density, excluding mobile
phones, has tripled since 2000/01 to reach 1.23@@households in 2007/08. Including mobile
phones, tele-density reached 3.88 in 2007/08 frolp @.48 in 2000/01.

1.2 Statement of the Problem
Satisfying a customer is a difficult task, espdgialhen it comes to services, since studies have

shown that consumers’ level of satisfaction is gelhe lower for services than products
(Andresen, 1977). Particularly in the case of mhecservice, where there is frequent service
failure, related with network problem and othersgcwred. Thus service recovery is a valuable
marketing tool which constitutes a second chancetlie telecom industry to satisfy the
customer. Studies have shown that the outcome reiceerecovery, whether it is positive or

negative, will strongly influence the customer'saige of the service provider.

Satisfactory service recovery does contribute tetamer retention/loyalty/commitment and
other beneficial outcomes, such as positive wordiolith communication, trust, enhanced
perceptions of the firm’s competence, and a faMerahage in terms of perceived quality and
value. In fact effective service recovery is vergfiable. On the other hand, failure to ensure
customer satisfaction through service recovery @dehd to a decline in customer confidence,
lost customers, negative word-of-mouth, possiblgatiee publicity, and the direct cost of re-

performing the service (Berry and Parasuraman, Y1998

Ethio telecom is striving to provide quality andriesy of telecom services to its customers. As
the number of its customers grows overtime, theedfor support from the company also
increases. The support varies from pre sales tb g@des support. Maintaining service related
failures is one part of the post sales supporttmpany provides to its customers. The company
segments its customers and provides different lef/@re and after sales service based on the

customer category. Enterprise customers are oneptre segment which gets special attention
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from the company. This special attention to thersag also includes giving greater emphasis in
maintaining service failures when compared to otlustomer categories.

Since Ethio telecom is the sole telecom serviceiges in the county, losing customers will not
be an issue to the organization for failure in E&rvecovery, customers’ dissatisfaction, decline
of customers’ confidence on the company and negatiord of mouth will be impacts of bad
service recovery system. The research problemdstites to investigate the service recovery
performance of Ethio Telecom broad band enterprissomers based on the assessment of
service recovery performance of the company. Thi ipeoblems of the company towards its
service recovery specifically are methods of complaandling mechanisms, the maximum time
required to recover service when there is a seffaibgre, lack of employees technical capability
to make repair on the technical failures and tipe t9f technological equipments used by Ethio

telecom to gratify its customer need.

1.3 Research Questions
+ What is the level of enterprise customer’s satisfaction with the

broadband service recovery practice of Ethio Telecom?

+ What is Ethio Telecom employee’s level of commitment towards service
recovery practice for broadband customers?

+ What are the areas that need improvement in relation to the service

recovery practice of Ethio telecom?

1.4 Objective of the Study

The general objective of this study is to assesmdivand service recovery system of Ethio

Telecom enterprise customers.
The specific objectives are:

+ To indicate the level of enterprise customers ftimn with the broadband service
recovery system of Ethio Telecom.
+ To signify employees level of commitment and knalgle towards service recovery.

+ To identify areas of improvement related with seeviecovery problems.



1.5. Significance of the Study

The findings of the study will help the company itentify the gap between customers’
expectation towards the service recovery and thgabperformance. So it is the belief of the
student researcher that this paper will serve amput for Ethio Telecom in making further
survey with related issues. Furthermore, this stuelps to advance the academic scope and to

widen the student researcher’s knowledge on tlsedassue.

1.6. Delimitations of the Study

The study is undertaken to assess the level ofdbayal service recovery performance of Ethio

Telecom. The study is limited to enterprise broadbsubscribers that get the service from the
Ethio telecom branch office found at the Churctothd and the enterprise customers that have
started getting the service from 2002E.C till tbeda

1.7. Research Design and Methodology

The principal aim of this study is to investigatéib Telecom enterprise customers’ perception
towards Broad band service recovery system. Foresstul accomplishment of this objective

descriptive research method was used which codsistae quantitative survey.

1.7.1. Sampling Designs and Sampling Techniques

The student researcher applied probability (stemtifrandom sampling) method because
enterprise customers have five sub divisions. Thdysconsidered a total of 1022 enterprise
customers of which financial institutions 79, gaveent administration 154, service enterprise
340, production enterprise 125 and internationghnization and embassy enterprise customers
324, the student researcher applied a simple rarsdonpling in case to study each strata in
each division and also to fulfill the minimum samgl criteria of 30%. The sample was taken
from the main Enterprise customers’ service enariEnterprise division office at Churchill
road because it is the only enterprise center effilhe questionnaires were filled by volunteer
enterprise customers on the service encounter.

Respondents were from the two major categories nbérprise customers which are Key

accounts and small office home office or small aretlium enterprises (SOHO/SME). The key



account customers are further decomposed in to duke categories which include Financial
Institutions, Service Enterprise, Production/Mawctdang, and International Organizations&

Embassies and Governmental institutions.

The SOHO/SME comprises of the small office homécefind small medium scale enterprises
which have trade license of the country, religiarganizations, small NGOs, commercial
buildings etc.

The study incorporated all types of enterpriseausts in the sample study.

1.7.2. Types of Data Collected

In this study both primary and secondary sourcelaith were used. The primary data’s were
collected from enterprise customers through questoes and interview with the customer
relation manager of Ethio telecom (enterprise dwis In addition, the study deems secondary

data from previous researches and service rec@recgdures of the company.

1.7.3. Methods of Data Collection

Questionnaires and interview were developed and customized by referring to previous studies
conducted on related subjects. Both close ended and open ended question types were used to

extract potential information

1.7.4. Data Analysis Methods

For the analysis both the quantitative and qualgamethods were applied. While analyzing
guantitative data frequency count and percentagere wsed whereas data were collected
through open ended questionnaire and secondaryvaata narrated following the result of

gualitative data. To present analyzed data tabldgarcentages were used in meaningful ways.

1.8. Limitations of the Study
In this study, an assessment was made only onpeisercustomers from the overall Ethio

telecom customers only because of financial, tinmel @esource constraints. The major
limitations of the study were broad band in Ethéopiarted from 2002E.C so the researcher used
a recent data. Other limitations of the study aneesthe system of broad band being a recent

experience to Ethiopia along with absence of sigfficdocument and research works in the area
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it made the review of literature works challengargd time consuming. In Addition because of
financial and time constraints the researcher embk a sample of 306 out of the total 1022

broadband enterprise customers.

1.9. Organization of the Study
The remaining parts of the paper are organizedobewis: chapter two presents a review of

literature and relevant research’s associated thighproblem addressed in this study. Chapter
three focuses on the methodologies and procedwsed for data collection and present an
analysis, interpretation and presentation of theults. Chapter four reveals summary and
conclusion of the researcher's findings and recomaiaigons for future research. The references

and appendix are presented at the end of the,pagseectively.



Chapter Two

Review of related literature

2.1 Definition and Purpose of Service Recovery

One way to think about service recovery is thas & positive approach to complaint handling.
Complaint handling has serious negative connotafiozvhereas, service recovery has positive
connotations for it is a proactive solution to sesv failures. Complaint handling is
placating/appeasing people, minimizing a negati8ervice recovery practices are a means to
achieve the potential, latent value a customer hétd a company by fostering an ongoing
positive relationship. Service recovery has a sdapy value. It creates positive word-of-mouth
about your company and minimizes the bad spin ldEkt of service recovery practices can

create.

According to Stefan Michel, David Bowen and Rohkkrhnston, (2006), Service recovery refers
to the actions a provider takes in response ta\aceefailure; a failure occurs when customers’
perceptions of the service they receive do not mabeir expectations. According to this
definition, service recovery is not restricted éowsces industries. These Authors’ assessments of

empirical researches show the reasons for SeneceRry Engagements are:

> Dealing with problems effectively constitutes thesncritical component of a reputation for
excellent (or poor) service for a broad range distries.

» Any company that serves external or internal custsrmust accept that failures happen and

institute systems and processes to deal with them.

Because bad service experiences often lead toroastwitching

To prevent a loss in customer lifetime value

Favorable recovery has a positive impact on custaaesfaction

Y V VY VY

To get favorable word-of-mouth behavior

The goal of service recovery is to identify custosnsith issues and then to address those issues
to the customers' satisfaction to promote custaetention. However, service recovery doesn't
just happen. It is a systematic business protegsrmust be designed properly and implemented

in an organization. Perhaps more importantly,dtganizational culture must be supportive of



idea that customers are important and their voaseMalue. The process property implementing
with production and consumption of service prodonzkes service failure inevitable, so the
“zero failure” of service quality will never happeand the service industry has to face the
problem how to make customers “secondary” satigfacivhen failure occurs in the service
(Qing Cong and Jianbo Fu, 2008). According to thmes authors findings’, although some
studies show that good initial service is bettemtlan excellent recovery, other empirical work
suggests that an excellent recovery can lead ta bigher satisfaction and loyalty intentions
among consumers than if nothing had gone wronparfitst place; and the latter phenomenon is

usually referred to as the “service recovery paxado

2.2. Why Service Recovery?

Every company has something of value it can giveatoustomer who has experienced a
problem. It can cost the company from nothing teva dollars but, as long as it has value in the

customer’s eyes, it will be effective”(Tschohl, )0

Service recovery has received attention for oveyedrs within service management and service
marketing. Since the cost of gaining a new custamseaglly greatly exceeds the cost of retaining
a customer (it is often stated that it costs fivmes as much to attract a new customer as
maintaining one), managers are increasingly comckmith minimizing customer defections.

According to (De Matos et al, 2007) the major fetffects that service failure and subsequent

recovery have on customers’ loyalty towards theiserof a company:

Service failure has a negative effect on customilty intentions.
Failure resolution has a positive effect on loyafitgntions.

Customer satisfaction with the recovery has a peséffect on loyalty intentions.

A

Outstanding recovery results in loyalty intentiomkich are more favorable than they

would be had no failure occurred.

Whereas the three first findings could be expedtssl fourth is somewhat of a surprise and has
become known as the service recovery paradox. €hace recovery paradox means that a
customer might be more satisfied with a compankoaigh they didn’'t deliver on their first



attempt than if they had delivered the service eutherrors, if the recovery action is perceived

as very good

2.3 Service Recovery Strategies
“The customer is king” is a saying often heard ia tbtailing industry. This is why many

retailers are service oriented. But even when fogu®n the customer’s needs, different
problems might always occur that affect the custtgrsatisfaction (Robbins and Miller, 2004

In this case, an effective service recovery stsategeeded. Different service recovery strategies
as well as customer satisfaction in general hawen libscussed academically in the past as a
connection between different service recovery agfias and the customer’s satisfaction has been
established in these studies, the importance ofl geovice recovery strategies was underlined.
In addition (Reichheld and Sasser, 2000) argue ithatjust as important to maintain current

clients as it is to recruit new clients.

In the past different effects of good service rexgvstrategies were identified: Keeping a
customer loyal (Buttle and Burton, 2002), thus inpdy cost savings as for not having to attract
new clients, keeping the customer satisfied andneitt@d (Bejou and Palmer, 2003). Some last
positive outcomes of effective recovery strategietude a stimulus on the repurchase intention
of the customer as well as influencing the positiverd of mouth spread about the service
provider (Holloway and Beatty, 2003; Maxham andedxatyer, 2002).

2.4 The Steps of Service Recovery
According to Schoenberg Consulting firm (2006), #esvice recovery process consists of the

following five steps:

1. Apologize.: Start by telling the member, personally and singefém sorry.” Members don't
care whose fault the problem was - they want some@orchampion their cause. So sincerely

apologize on behalf of the credit union and talspoasibility for the error.

2. Listen and Empathize You need to listen, and you need to care. Thesehe tools for
service recovery. Avoid using phrases such aspdewstand” and "I know how you feel.". There

is no way you can understand how someone else fastgad try, "I can only imagine how you
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feel.", "That's got to be so frustrating.”, or "Whan unfortunate situation". Listening and

empathizing helps members unwind and feel like eireybeing understood.

3. Fix the Problem: Once made aware of the situation, the employest da whatever is

necessary to resolve the problem, as quickly asilples One of the most effective ways to move
forward is to ask the member what he or she waoidlel to have happen. To solve problems,
employees must be empowered. They must be ablenid énd break the rules in order to satisfy

the member. However, most of the time, all the mamants is what they originally asked for.

4. Offer Atonement: A recovery process will be valued by memberstifincludes, even
symbolically, some form of atonement/compensatiti‘eslike to make it up to you." The bigger
the service problem and the more valued the mertehigger the atonement will have to be to
restore the member to a state of satisfaction.iray a refund, gift card or other compensation,
depending on the severity of the problem, remaipswaerful method for service recovery. No
credit union can afford to lose members, if onlgdnese it costs much more to replace a member
than it does to retain one - five times more, negterts agree. A credit union's effort to ensure
that its members are satisfied over the long termewarded by an increase in revenue through
repeat business, referral sales, decreased men#etemance costs, and reduced exposure to

price competition.

5. Follow-up: A few days after you feel the problem has beeedjXollow up. Call the member
and ask, "Have we fixed everything for you?" andhaWelse can we do for you?" Make sure
they are satisfied.

It is important to create a service recovery predéke above) that includes specifically defined
steps that must be followed. Create examples oficgerecovery with strict instructions for

employees to meet or exceed them. For exampléharcase of a miss-posted loan payment,
offered to let the member skip a payment or giertla gift card. Have pre-printed coupons for

a 1/4 % off their next loan or a free order of dieec

Schoenberg states that all employees should beettdo follow the above five steps. Use real
examples of complaints in the training. How woulsliyhandle it? What could we have done

better? Make sure employees understand the extémtioempowerment. If you want to be able
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to deal effectively with complaints, it is necesstirat you absorb the process. That is something
that takes practice.

2.5. Service Quality and Customer Satisfaction
The fact that the perceived quality of the prodgcbecoming the most important competition

factor in business world has been the reason ofntathe present business era as “Quality Era”
(Peeler, 1996). Consequently, service marketinglledtuals and researchers have offered
several metaphors of this issue. For example, (Kaopailly, 1998) calls it the most powerful
competition (weapon and Clow, 1993) calls it thgamization’s life-giving blood. Quality is a

multi-dimensional phenomenon.

Thus, reaching the service quality without distisping the important aspects of quality is
impossible. In his discussion of service qualigrgnroos, 2000) refers to three dimensions of
output technical quality, service performance dyalnd organization’s mental picture. Also
(Harrison, 2000) have referred to dimensions ofsptal quality, interactive quality, and
organizational quality as three dimensions of erguality. Although these attempts have had a
major role in division of service quality into pess quality and output quality, but they lack
enough details. On this basis, (Zeithaml et al96)have referred to ten dimensions of service
quality in their primary researches. But, in théurther researches, they found a strong
correlation among those dimensions. Thus, they aoedbthese dimensions and applied the
fivefold dimension of Reliability, Responsivenesssurance, Empathy and Tangibles as a basis
for making a tool for testing the service qualityhey also said that this tool is applicable in an
extensive spectrum of service domains such as diaamstitutions, libraries, hotels, medical
centers and although some of its components shmiletphrased, or more components should
be added to it.

Customer satisfaction is a key factor in formatmicustomer’s desires for future purchase
(Mittal & Kamakura,2001). Furthermore, the satidfieustomers will probably talk to others

about their good experiences. Although satisfachias been defined as the difference between
expectation and performance, but there are diftmerbetween quality and satisfaction. For
example, (Parasuraman et al., 1991) say that aetiizh is a decision made after experience
while quality is not the same. On the other handatisfaction literature, expectations for goods

is “would”, while in service quality literature, pgctations for goods is “should”.( Cadotte&
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Turgeon ,1988) have introduced another group ofofacknown as neutral factors. Besides,
(Liljander&Strandvik, 1993) say that experienceat needed for evaluating service quality, and
service can be evaluated on the basis of the kmlg@labout service provider, while satisfaction
is an inner view, resulted from customer’'s own eigpee from the service. Finally, several

researches have been done on the relation betveeenesquality and satisfaction: findings of

some of these researches show that satisfactiatgas service quality (Parasuraman et al.,
1988). Also, the research conducted by( Sureshdaraet al.,2002) shows that, there is a two-
way relation between satisfaction and service guali

2.6. The Satisfactory and Dimensional Nature of Service Recovery

2.6.1. The Satisfactory Nature of Service Recovery

According Qing Cong and Jianbo Fu, researches atetic that the service recovery could
enhance customers’ perceptive value, satisfactelyng, loyalty and credit, and the satisfactory
service recovery is favorable to reduce customeosiversion intention and fluidity (Bitner,
1990, Brown, 1996, Lewis, 2004 & Cong, 2007). MdGugh’s “service recovery paradox”
even pointed out that Customer’s satisfaction afewice recovery would exceed customer’s
satisfaction without service failure, which moreosfed the importance of service recovery
(Boshoff, 1999).

According to the same authors, Customer Satisfactiibh service recovery is that customer’s
actual experience to service recovery is betten tia expected psychological evaluation and
perception. To confirm customer’s expectation fnvie recovery is the premise and important

base to study and establish the strategy of sergamvery for enterprises.

2.6.2. The Dimensional Nature of Service Recovery
The researches about service recovery expectatiorexisting literatures involve three

dimensional opinions, four dimensional opinions &ue dimensional opinions.

i) Three Dimensional Factors Aiming at aviation service and bank service, Bo#ftet al put
forward the three factors including attribution,oblggy and empowerment of service
recovery expectation by the method of experimembuph the investigation to 239

informants, and emphasized that the importancesefyefactor to the customer is not same,
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and the attribution of assuming mistake is moreartgnt than other dimensions (Boshoff,
1998).

i) Four Dimensional Factors Through the researches about 700 key servicet®wariuding
Bank, catering, hotel and aviation, Bitner et alrfd that successful service recovery should
include four key factors such as admitting failurexplanation, apology and
compensation(Bitner, 1990).

lii)  Five Dimensional Factors: Bellet al thought that the service recovery shouldeast
include apology, urgent repair, pure-hearted urideding, symbolic compensation and
follow. Subsequently, Bell et al put forward anatlginion of five factors and thought the
apology, fair solution, pure-hearted treatment, gensation, promise and other service
recovery modes could be used to eliminate custamamsatisfactory emotion when they
studied the service recovery of training departni@nenterprise (Bell, 1992).

2.7. E- Service Quality
Traditional service quality refers to the qualitiyadl non Internet based customer interactions

and experiences with companies (Parasuraman £#9&8). Service quality is determined by the
difference between expected service and perceigedce from companies (Zeithaml, 1998).
Parasuraman et al. conduct empirical studies fereifit service industries to develop and refine
the service quality in instrument (SERQUAL) to asseompanies’ service quality (Parasuraman
et al. 1988, 1991, 2005).They aim at providing aege instrument for measuring service

guality across a broad range of service categories.

With the increase of E-service adoption in busingsisl, the importance of measuring and
monitoring E-service quality in the virtual worlé$ been recognized, and eservice quality posits
to be a hot topic in research field. Some acadessearchers have already been conducted to
develop eservice quality measurement. From theiegilterature, it is evident that these studies
have been conducted mainly in the domains of ontt&iling service, online shopping website
guality, and eservice quality. There has been éichattention on online service sector. Much of
the studies in E-service quality take a combinatbtraditional service quality dimensions and

web interface quality dimensions as the startingtpo
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Dabholkar (1996) conducts a research work on theedsions of E-service quality focusing on
website design, and he argues that 7 dimensiofiss#rvice quality can be illustrated as the
basic parameters in the judgment of eservice guafitluding website design, reliability, and
delivery, ease of use, enjoyment and control. (Yaod Donthu ,2001) develop a
4dimensionscale called SITEQUAL to measure onleise quality of website, and the four
dimensions are ease of use, aesthetic design,gsiogespeed, and interactive responsiveness
(Yoo and Donthu, 2001). Cox and Dale (2001) se6ugimensions of online retailing service
quality with the comparison of the traditional dimséons of service quality, and the six
dimensions are website appearance, communicaieessibility, credibility, understanding and

availability.

2.8. Service Encounters
In an increasingly competitive market the elemehtacial exchange may hold the key to

maintaining a sustainable competitive advantage ovals through satisfied customers and the
generation of healthy profits via repeat business r@ferrals from positive word of mouth. The
importance is such (Zeithaml and Bitner, 2003) baahed quite simply that “service equals
profits”. The social exchange that takes place betwthe employee and customer during the
service encounter is crucial to the customer satigfn particularly for service businesses with
high levels of consumer contact and person-to-pernsteraction (lacobucci and Ostrom,
1993;Gronroos, 2006; Surprenant and Solomon, 198%.financial benefits of good service
encounters are well recognized within the relatigqmsnarketing (RM) literature which suggests
that customer satisfaction with the service encaulgads to the possibility of a relation ship
which in turn creates long-term financial benefitgepeat purchase behavior, positive word of

mouth and preparedness to pay price premiums.

The importance of the service encounter in a ti@msais clearly evident in the statement by
Bitner, Booms and Tetreault (1990) that “the senaacounter frequently is the service from the
customer’s point of view” (emphasis added). Theegahthinking of many influential academics
also supports this idea that customers stronglysam the service encounter when evaluating a

service. Furthermore, satisfaction with the sengoeounter flows on to have a positive and
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direct impact on the profitability of a businessotigh behavior such as repeat purchase and

positive word of mouth.

2.9. Customers Response to Service Failure
Even the best service providers produce errorgiivice delivery. One reason for these failures

is the labor intensive nature of many services,ctvhinevitably leads to more heterogeneous
outcomes compared to mechanical production prose@erry, 1980). Service performance
variability and failures also arise from the inseglity of service production and consumption,

which prevents quality inspections of most servigesr to delivery.

Service marketers therefore have a large stakaderstanding both the consequences of failure
and how to provide an effective recovery, so tha&ytcan minimize customer dissatisfaction
following a failure and thus retain the customelp'ssiness. Many researchers in services
marketing have suggested that the quality of aoowst-organization relationship affects
customers’ responses to service failures. Someopmthat customer relationships provide an
important buffer to service firms when service dedls occur, resulting in less customer
dissatisfaction. For example, (Berry, 1995) suggesthat customers may exhibit greater
tolerance for failures when service personalizaéiod customization lead to social relation ships
with the service provider (e.g., regular communara, continuity with the same employee,
name recognition, and service augmentation). Siipil@rax, Brown, and Chandrashekaran
,1998) found that positiveprior service experienuéigated (buffered) the negative effects of

poor complaint handling on customer commitment tanst.

Customer responses to service failure also depertteir beliefs about the level of preparation
that is appropriate after a service failure (ZetthaBerry, and Parasuraman,1993). Because a
recovery provided by an organization attempts tomensate a customer for the losses produced
by the service failure (Gronroos, 1988), a constsnexpectations about appropriate levels of
recovery should involve equity judgments. Equitgdty proposes that partners in an exchange
judge its fairness by comparing the ratio of eaatirer’s investments (inputs) to their rewards
(outcomes). A failure can upset the balance betwleerustomer’'s and service provider’s ratios
in two ways: by diminishing the customer’s outcoraad by lowering the customer’s perception

of the service provider’'s inputs. An organizatiomérovery efforts can compensate for the
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failure by increasing the customer’s perceptionbaih the customer’s outcomes and the service

provider’s inputs (Oliver and Swan, 1989).

2.10. The Service Recovery System of Ethio Telecom

Since Ethio telecom is one of the national Corponat with frequent Service Failures, the issue
of Service recovery should be most relevant to @oesnpany next to nothing. In order to have
adequate view of the Service Recovery of Ethio daie it is worthwhile to have a detailed look
at the types of service failures and their cauaed,the readiness to recover and responsiveness

levels.

2.10.1 Types and Causes of Services Failures

Some of the major types of Ethio Telecom’s Serviadares and their causes are:

i) Infrastructural Disturbances: This type of services failure when the Copper and
Optical Fiber Lines are damaged particularly locadind rarely at the international
gateways. For the local infrastructural damage, rttaén causes of the catastrophe are
illegal cutting and stealing by selfish and illegadlividuals; while lack of appropriate
mapping of Copper and Fiber lines in a map/or ngst@n also cause the damage of
these lines by other state owned Enterprises dpemiahe Urban Areas. Nature, itself,
can also cause damage to the infrastructure. Hmace failure has a multiplier effect
since without access to Broadband Z Smart Acchessdles offices stop selling services.
Once this infrastructural disturbance related serviailure occurs, it takes beyond
expected number of days to get it fixed.

i) System/Billing Related Service Failures:Due to the wrong subscribers’ Services
inputs/data front office or Technical Office sta#gscode in to the system and/or the
miscommunication between the data encoders andCtlstomers thereof, the system
miss-calculates the bills of the customers’ Sew/ideading to illegitimate service
expiry/service by the System. The time it takesséttle the bureaucratic relationship
between front line and the Technical Offices’ Stakders of the service is at times hard
to tolerate.
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ii)

Hardware/Apparatuses Related Problemsilt is rare to see and hear service failures due
to the failures/incompatibility of the hardware, dems/apparatuses or other Customer.
Equipment Premises/CPE Equipments that are owmesafe by the customers. Easy
types of Equipment faults are readily fixed, whileere are no know specialized
maintenance/repair service providers internallythe Company or externally in the
Market and this leads to delay in the recoveryhefdssociated service failures/stoppages

due to the hardware faults.

2.10.2. The Readiness for and the Soundness of Service Recovery

The readiness of Ethio Telecom and the soundnes® @ervice Recovery it provides can be

dimensionally addressed as follows:

IN)

The Readiness of Special Task Forcefn Ethio Telecom, there is no such a capable,
trained and resource endowed task forces that fawtieely trace and quickly fix
infrastructural damages and other huge/costly sydtlures. Because of lack of this
readiness, it has been common to hear and seertbdime it takes to trace and recover
major infrastructural and/or system failures; ahdré is no strong task force that has
coordination with external stakeholders like thdigeoto hunt and bring in to the court
those illegal people who have invisibly been dest® the infrastructural lines in the
country sides. Neither is there a specialized faste that can look for and locate the
area of failure of major system/ like Z Smart ach@rging system/ applications and that
can promptly coordinate and follows up the stakédérs of the technical recovery
solutions.

Customer Affairs department: The absence of strong and semi autonomous cugtome
affairs department means that the capability ardiness of the Company to recover
failed services depends on the willingness andctahce of the front line and technical
Office stakeholders of the solutions. In such sdesaven those customers with service
failures may hesitate to foreword their servicéufa to the same service provider at the
service encounter because they know the possilofityervice recovers falls under his

and/or his technical stakeholders willingness tp.he
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1)) Hardware Maintenance Stations Obviously there are no as such organized ICT
Equipments’ Maintenance and Repair Service Prosidgaternally in the Company or
externally in the Market. This means the Servicesdoot function until the hardware is
maintained. So the Company shall organize the ICJuiEnents’ maintenance
Department or it shall have a contractual agreemeith specialized external

Maintenance and Repair Providers.

2.10.3. Service Recovery Processes of Ethio Telecom

The company has developed and implemented diffevenking processes and procedures on
how to handle service failures and provide prompiut®on to enterprise customers. The
processes detail different service recovery meshasmiwhich start from receiving customers’
complaint to solving the service failure. Customeas report service failure through different
methods like by calling to 980 contact centershgdio point of sales or enterprise business

centers or informing enterprise sales executivesatiner methods.

One of the major routes of reporting service falfor enterprise customers is 980 contact center
services. The contact center is mainly focusedromiging information to enterprise customers.
Besides this task, the contact center also recaiustomers service failure related complaints

and escalate to the concerning department foriealut
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Chapter Three
Data Analysis, Presentation and Interpretation

3.1 Types of Enterprise Customers and the Type of Service Failure they

Encounter
Table 1Types of Enterprise Business and FrequehByoadband Service Failures

S/N ltem Respondents il %
1 In what type of entergse is your business engagem
A. Financial institutiol 24 7%
B. Service enterpris 68 20%
C Froduction /manufacturir 44 13%
D.NGOS/international organizatic 44 13%
E. Government organizatio 68 20%
F.SOHO/SME 91 27%
TOTAL | 339 100%
2 How often do you encounter broadband service &Hur
A. once 44 12%
B. rarely 91 27%
C. Sometime: 136 40%
D. frequently 68 20%
TOTAL | 339 100%

Iltem one of table ldepciates,the respondents wemixaof financial institutions, service
enterprise, Production /manufacturing, NGOS/inteomal organizations, Government
organizations and SOHO/SME enterprise categori@8o f the respondents were from
SOHO/SME followed by Service Enterprise and Goveantrinstitutions with equal share of
20%, International Organizations / embassies andymtion comprises 13% each and lastly 7%
were from financial institution. As illustrated item two of table 1, 40% of the respondents have
sometimes encountered a service failure , 27%evhtrarely encountered a service failure, 20%
of them have encountered a frequent service fadnce only 13% of them have once in a year
service failure.
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Table 2Types of Service Failures, Informing Meckamand Follow up

S/N Item Respondents in %
1 State the types of broadband senfailure you encountere
A. Equipment failur 37 11%
B. Line cu 24 7%
C. Power interruptio 5C 15%
D. Configuration problel 14 4%
E. LAN problerr 14 4%
F. Gateway failur 20C 5%
TOTAL | 339 100%
2 How do you inform a service failure to Ethio telet®
A. Through 980 contact center serv 10¢ 32%
B. Through sales executi 31 9%
C. Through point of sa 2C 6%
D. Through complaint lette 17 5%
E .Through customer servi representative: 165 48%
TOTAL | 339 100%
3 How do you follow up the status of the service rery?
A. Through 980 contact center serv 51 15%
B. Through sales executi 2C 6%
C. Through point of sa 17 5%
D. Through CS representati 34 10%
E. Only when maintenance people cal 203 60%
F. Through SM¢ 14 4%
TOTAL | 339 100%
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In Item one of table 2,Gateway failures, powerrintgtion, modem failure and line cuts are the
most causes of service failure. All customers, baiterprise and residential, are subjected to
service failure if there is Gateway failure, excégw customers who use satellite backups, the
survey result also affirms this fact. Next toayeay failure (59%) the most service failure
occurred is, as shown in the table above, senaderé due to power interruption (15%),
equipment or modem failures (11%) and line cuts)(®Ctistomers also faced service failure as a
result of LAN (4%) and configuration problems (4®gspondents have also stated some
internal problems of their own like switch, routard server problems cause frequent broadband

internet service failure.

As stated in Item two of table 2, here one custocaer use different methods of reporting. As
indicated above in the table 32% of the respondeate access to 980 toll free center, of the
respondents 6% of them go to the nearby Ethio debepoint of sale , 9% call their sales

executives, 5% of customers use complaint letter 4826 of them have dedicated customer
service representative. Some of the respondentsianed that they go top down the hierarchy
of Ethio telecom to get priority. Some of the respents also use their personal relationship with

Ethio Telecom employees’ to get solved their protde

According to Item three of table 2, Customers resptm how they will follow up the status of
the recovery process was surprising majority opoaslent’s i.e. 60% stated that they will know
when maintenance people contacted them, 10% stadé¢dhey will follow the status through
customer service representatives, 6% through salesutives, 5% through point of sale and

finally the remaining 4% follow service recoverydhgh SMS.

From the analysis made on Tables 1 and 2, all ®fréispondents have experienced at least a
onetime service failure. Even though trouble tickeimber is provided to customers when
reporting a case majority of the respondents douset the provided number and call contact
center to check the status. This will be relatetth whe past experience that in most cases contact
center advisors will not have the updated infororaprovided by the back office team related

with the status of the recovery process.
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I.  Enterprise Customers Attitude towards Ethio telecons Service Recovery Process

The below question set consisted of fifteen statgésevhich respondents had to rank by
indicating their choice on like rescale. Responsidrad to indicate whether they strongly agree,
agree, neutral, disagree, and strongly disagregataiang each statement. This liker scale method
therefore assessed the degree to which resporaigmes or disagree with each statement. These

guestions aimed at determining the enterprise m&ts perception towards the service

recovery system of Ethio telecom.

Table 3Enterprise Customer’s Response towards Elgooms Employees

S/N | Item Respondents| %
1 | When customers have a problem, Ethio Telecom
employees shows a sincere interest in solving it
Strongly agree 24 7%
Agree 44 13%
Neutral 112 33%
Disagree 11z 33%
Strongly disagree 47 14%
TOTAL | 339 100%
2 Ethio telecom employees gives individualized
attention to customers who encountered service
failure
Strongly agree 24 7%
Agree 20 6%
Neutral 20z 60%
Disagree 92 27%
Strongly disagree - -
TOTAL | 33€ 100%
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Item one (Table 3) , states “ When customers hapeblem, Ethio telecom employees Show
sincere interest in receiving complaints relatethwgervice failure”, 7% of respondents strongly
agree, 13% agree on the statement, while 33% af%@ dfdrespondents disagree and strongly
disagree respectively with the above statement,88%espondents are neutral on the statement.
This shows that most of enterprise customers atehappy with the complaint handling of
employees.

Item two (Table 3), states “Ethio telecom employge® individualized attention for customer,
when they complain about service failure”. Indivadimed attention means that the employee,
who is assigned to receive service failure compdairom enterprise customers, gives adequate
amount time to each customer to explain his/hee el provides appropriate help in making
the reporting procedure clear and helpful. 7% aifiéo 20f respondents strongly agree and
disagree with the question respectively, while 684hem agree. Majority of the respondents,
60%, are neutral on the statement. Here also ddmable amount of respondents believed that

enough attention is not given by employees in ordeeceive service failure complaints.
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Table 4.Enterprise Customer’s Response toward® Ettecoms Employees

S/N | Tem Respondents | %
1 Ethio telecom employees provide the contact péssation responsible
to solve the service problem to the customer fbodfioup
Strongly agree 24 7%
Agree 91 27%
Neutral 13€ 40%
Disagree 68 20%
Strongly disagree 20 6%
TOTAL | 33¢ 100%
2 Ethio telecom employees properly explain the cdasaervice failure t
the customer when asked
Strongly agree -
Agree 112 33%
Neutral 91 27%
Disagree 11z 33%
Strongly disagree 24 7%
TOTAL | 33¢ 100%
3 The employees are well equipped and have knowledgecover a servic
failure
Strongly agree 68 20%
Agree 44 13%
Neutral 13€ 40%
Disagree 44 13%
Strongly disagree 47 14%
TOTAL | 33¢ 100%
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Table 3&4, main objective were at identifying thenmoyees’ willingness in accepting
customers’ complaints related with the broad baergise along with identifying Ethio telecoms
customers trust towards Ethio telecom employees,ethployees’ willingness to explain the
cause of the problem and their feeling towards eggas in the service recovery process. As
stated above Ethio telecom receives enterpriseomests service failure related complaints

through 980 contact center, business center, satsitives and other methods.

After reporting a service failure customers wanh&ve the contact person to communicate in
order to follow the status of the recovery procdssn 1 (Table 4) indicates “Ethio telecom

employees provide the contact person/section redplento solve the service problem to the
customer for follow up”. 7% and 27% of respondamispectively strongly agree and agree on
the above statement while 40% of them are neuktad. remaining 20% and 6% of respondents

disagree and strongly disagree on the statemeuectgely.

Item 2 (Table 4),indicates “Ethio telecom employgesperly explain the cause for service
failure to the customer when asked” 33% of the sadpnts agreed and again 33% disagreed,
27% of them were neutral and only 7% strongly disad. This shows that most of the
respondents believe that Ethio telecom employee& gooperly explain the root cause of the

service failure to the customers when asked.

According to Item 3 (Table 4),“The employees ardl eguipped and have knowledge to recover
a service failure” out of the total respondents 46@them were neutral, 20% strongly agreed,
14% strongly disagreed and 13% each for agree asmadjrée were recorded. This shows that
majority of respondents perceived that Ethio Tekecemployees are not well equipped and

don’t have knowledge to recover a service failure.

Employee behavior that causes disconfirmed expentaias opposed to problems caused by
faulty systems or policies) is one of the mosticifit types of failure from which to recover

(Hoffman et al., 1995). Often customers switchraalernative service provider, not because of
core service failure, but because of the unacceptabponse of employees to customer attempts
to redress failure (Keaveney, 1995). The assessofdmbw successful a service recovery was

must thus focus on the response of service firmeyeps.
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From the analysis of table 3&4, it is obvious thaterprise customers are not satisfied with first
level employees, who are assigned to receive cwsgdmomplaints about service failure and
related issues. This is due to the fact that asnderprise customer, they will expect a more one
to one nitration with the employee in order to expltheir case and get quick response.
Generally there is a negative view towards emplsyek the company engaged in service

recovering process.

Table 5,is aimed at identifying the Ethio telecosesvice recovery performance in relation to
responding to enterprise customers on timely maandrits follow up mechanism after service

recovery.
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Table 5Ethio telecoms Timely Service Recovery Reréomce and Follow up

S/N Item Respondents | %
1 Ethic telecom informs customers the exact time needesdli@
a specific Service failure
Strongly agree - -
Agree 92 27%
Neutral 112 33%
Disagree 91 27%
Strongly disagree 44 13%
TOTAL | 33¢ 100%
2 Ethic telecom solves problems at the time it promisedotso
Strongly agree 24 7%
Agree 24 7%
Neutral 91 27%
Disagree 15¢ 47%
Strongly disagree 41 12%
TOTAL | 33¢ 100
3 Ethio telecom takes reasonable time to solve serwétatec
problems
Strongly agree 44 13%
Agree 91 27%
Neutral 68 20%
Disagree 13€ 40%
Strongly disagree - -
TOTAL | 33¢ 100%
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Table 6 Ethio telecoms Timely Service Recovery &temince and Follow up

S/N Respondents %
Item

Ethio Telecom always recovers service failure
right the first time

Strongly agree 44 13%
Agree 44 13%
Neutral 92 27%
Disagree 15¢ 47%

Strongly disagree - -

TOTAL | 33¢ 100%

2 Ethic telecom contacts the customer to ch
the status of the service after the service
recovery process is closed

Strongly agree 44 13%
Agree 91 27%
Neutral 68 20%
Disagree 13€ 40%

Strongly disagree - -

TOTAL | 33¢ 100%

Item 1(Table 5), says “Ethio telecom Informs custesnthe exact time of service recovery”.
Respondent’s response towards this statement \aa2786 of respondents disagree and agree,
13% of respondents strongly disagree with the starN® respondent strongly agree with the
statement while 33% of respondents are neutral thélstatement.
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Item 2,3 (Table 5)&Iltem 1 (Table 6) ,were intendedelicit whether Ethio telecom timely
recovers broadband internet service failure or wbtereas Statement number Item 2 (Table 6)
is intended to make sure that if Ethio Telecomodfiel up the service recovery status and updates

the status to the respective customer.

Item 2 (Table 5), States “Ethio Telecom solve peofd at the times it promises to do so”. Out of
the total 47% of the respondents disagree, 12%glyalisagree, 27% were neutral while only
7% strongly agree and 7% agree. This shows thaé ian 80% of the respondents perceive

that Ethio Telecom do not keep service recoverynises.

Iltem 3 (Table 5), States that “Ethio telecom takessonable time to solve service related
problems”. With regard to this statement 40% of réspondents disagree, 13% strongly agree,
20% were neutral while only 27% agree and noneheimt strongly disagree. This shows that
more than 53% of the respondents believe that Efklecom takes extended time to resolve

broad band service failure.

Item 1 (Table 6), says “Ethio Telecom always recs\service failure right the first time”. 47%
of the respondents disagree and 13% strongly agitethis statement, 27% of them were
neutral while 13% agree and none of them strodgigigree .This could deteriorate the degree

of confidence of customers on Ethio telecom’s sErvecovery process.

Item 2 (Table 6),says “Ethio telecom contacts thst@mer to check the status of the service
after the service recovery process is closed”. Di%he respondents disagree, 13% strongly
agree, and 20% were neutral while only 40% of #spondents agree with the statement andn

one of them strongly disagree.

From the analysis of table 5&6, the expected tirhsesvice failure resolution is not properly
communicated to customers although the working gsses indicated that expected time of
trouble ticket resolution will be informed to custers. Taking corrective actions in a timely
manner and ensuring appropriate follow-up and faekilto the veteran are also elements of the
principles of service recovery. It also indicatbattEthio telecom is not gaining the required
level of feedback from customers about the recopeogess which could be of higher input for

further improvement and understanding how it iscpmed by the customers. It also highly
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contradicts with the working processes that statetsomers should be contacted at the end of
each service recovery process in order to idemttigther the service is restored to its previous

status or not.

Table 7,were intended to identify whether Ethice¢eim has modern technology/equipment

which helps to easily identify the root causesrmljems and solve the problems accordingly.
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Table 7. Ethio telecoms Technology/Equipment

S/N | ltem Respondents | %
1 Ethic telecon has modern technology /equipments that helps tibye
identify the root cause of service failure
Strongly agree 14 4%
Agree 81 24%
Neutral 122 36%
Disagree 68 20%
Strongly disagree 54 16%
TOTAL | 33€ 100%
2 Ethio telecom uses modern equipments in its sereicaevery proce:
Strongly agree 1C 3%
Agree 24 7%
Neutral 122 36%
Disagree 12¢ 38%
Strongly disagree 54 16%
TOTAL | 33¢€ 100%
3 Customers can trust the capacity of this Companyi@yees’ability to
recover failed services
Strongly agree 24 7%
Agree 92 27%
Neutral 112 33%
Disagree 98 29%
Strongly disagree 13 4%
TOTAL | 339 100%
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Table 8. Ethio telecoms Technology/Equipment

S/N | ltem Respondents %

1 Ethio telecom’s customers can feel safe/ass
with the Company’'s employees’ position |to
satisfactorily handle your service failure issues

Strongly agree - -

Agree 91 27%
Neutral 13¢€ 40%
Disagree 112 33%

Strongly disagree - -

TOTAL | 33€ 100%
2 The service recovery is depend:
Strongly agree 31 9%
Agree 142 42%
Neutral 68 20%
Disagree 98 29%
Strongly disagree - -
TOTAL | 33¢ 100%

Item 1 (Table 7),says “Ethio telecom has modermnetogy/equipment that helps to easily
identify the root cause of the service failure” Quitthe total respondents 36% of them were
neutral, 24% agree, 20% disagreed while only 16% 44 strongly disagreed and strongly
agree respectively. This shows that more than 64%h® respondents perceive that ethio
telecom do not keep use modern technology to e&ddgtify the root cause of the service

failure.
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Item 2 (Table 7),Sates “Ethio telecom uses modgtipeents in its service recovery process”
38% of the respondents disagreed, and 16% strahgfigreed while 36% were neutral, 7% &
3% agreed and strongly agreed respectively. Thosvsithat 53% of the respondents believed

that Ethio telecom don’t use modern equipmentssiservice recovery process.

Item 3 (Table 7),depicts “Customers trust the capaf Ethio Telecom employees ability to
recover failed services” out of the total responde38% of them were neutral, 29% disagreed,
27% agreed, 7% & 4% strongly agreed and strongggteed respectively. This shows that 67%

of the respondents don't trust the employees’ tgitii recover service failure.

Item 1 (Table 8), illustrates “Ethio telecom custymcan feel safe/assured with the Company’s
employees’  position to satisfactorily handle yaarvice failure issues” out of the total

respondents 40% of them were neutral, 33% disagaedd27% agreed and none of them to
strongly disagree and agree. This shows that 67%eofespondents don't feel safe/assured by

the employees’ ability to handle recover servickifa.

Item 2 (Table 8),was intended to uncover that wéretiverall service recovery system of Ethio
Telecom is dependable or not; the statement salie Service recovery is dependable”. This
time 42% of the respondents agree with the staten®8f6 strongly agree, and 29% disagree,

while 20% of them remain neutral and none of thersttongly disagree.

From the analysis of table 7&8, the equipments useHthio telecom for recovering the service

failures of enterprise customers are not moderis 3hows that the service recovery process of
Ethio telecom is not dependable there is a roonnddical improvements since more than half of
the customers are not satisfied with the procedsegnipments.

3.2 Analysis from the Interview
In order to assess the service recovery practiéghod telecom enterprise broad band customers

along with questionnaires the student researchs ebnducted interview with the customer

relation manager of Ethio telecom (enterprise dwisresponsible for the enterprise customers.
The first question asked to the interviewee wasuabwe type of service failure they encounter

most of the time and how often. According to hisp@nse they encounter service failures very
often from which happened because of optical fdvet line cuts.
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The student researcher also asked questions am®uEthio telecom staffs interest, readiness,
technical knowhow and how often they are givenntrajs to update them with new
technologies. The interviewee replied that the eyges have readiness to help customers on
recovering the problems that they encounter buy thek technical knowhow on the major
problems and technicalities .According to the martbey are giving constant trainings to the
staffs about equipments used and customer handling.

The next question raised to the enterprise divisnamger was about the technology /equipment
used by Ethio telecom to give broadband serviceedsas helps to easily identify the cause of
the service failure and escalate the service regogeocess. According to his response the
technology used by the enterprise is outdated bBadetuipments are not modern which also
makes service recovery process difficult time tgkin

Another question was about how Ethio telecom handézvice failures in a timely manner, its
follow up mechanism and how it works to recover fhgure. Accordingly the interviewee
replied that it has no specific individualized mersel to handle service failure and give prompt

reply to recover it. In addition there is no follayg mechanism after the service recovery.

Generally from the interview Ethio Telecom affirrts icustomers that broadband service
problems, if once informed and not solved withinkgirs, at least their root causes should be

identified. Service outages /failures could be tluthree primary categories of causes:

1. Physical destruction of network components
2. Disruption in supporting network infrastructure
3. Network congestion

If the outage is due to physical destruction dimoek elements, it could take Ethio Telecom
more than 48 hours to resolve/recover the seréati@io Telecom service recovery promises to
customers should be in consideration of the naititke cause of the problem.

36



Chapter Four

Summary, Conclusion and Recommendations
4.1. Summary
The customer is king” is a saying often heard anghrvice industry. This is why many
companies are service oriented. But even when ilogus the customer’s needs, different
problems might always occur that affect the custtsrsatisfaction (Robbins and Miller, 2004).
In this case, an effective service recovery stsategeeded. Some researchers suggest that a
firm’s recovery effort can either reinforce customaationships or compound the failure.
Others suggest that over one-half of service ragoekorts actually compound the problem. As
such, it seems conceivable that poor service rems/ean cause consumers to rate failing firms
lower after their recovery efforts than they ratiee firms immediately following the failures. In
contrast to a poor recovery, many suggest thabpgprrecovery can restore levels of satisfaction

and promote referrals for future purchases (GoocmthRoss, 1992).

This study tried to assess the services recovetipe of Ethio telecom in the case of enterprise
broadband customers .The study attempted to adiiressajor research questions posed in the

first chapter. As a result the major findings o 8tudy are summarized as follows:.

Enterprise customers are not satisfied with thpleyees of Ethio telecom that are engaged in
service recovering process and on the employeeliness to help customers on recovering the
problems they encounter as well as the employaesof technical knowhow on how to
recover service failures, majority of the resportd€60%) and (40%) are neutral respectively

with the employees ability.

The equipments and technologies used by Ethiodeleare not modern which makes service
recovery process difficult as well as time takinggjority of the respondents (38%) are disagree
and (36%) are neutral with the equipments of thagamny.

The expected time of service failure resolutionas properly communicated to customers
although the working processes indicated that eegeane of trouble ticket resolution will be
informed to customers most of the costumers (40%)(27%) are agree and disagree with the

issue.
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From the responses majority of the customers ara BOHO/SME (27%) and service enterprise

(20%), government organizations (20%) respectiretpeir type .

With regard to the company timely service recoyggformance and follow up (47%) of the
respondents are disagree with the time to recavergervice failure at it promises and (40%) of

the respondents are also disagree with the timéadiosv up of service recovery.

When we come to the type of service failure majasitthe respondents (58%) face gateway

failure, and (15%) are face power interruptiorpessively.

A large amount of responses (60%) indicate thaibowsrs follow up the statues of service
recovery through when maintenance people call 26%] of the respondents check the status

through 980 contact center service respectively.

Most of customers (48%) inform the service failthrugh customer service representatives and
(32%) are through 980 contact center service réspbe

4.2 Conclusion

Service failure is an unavoidable phenomenon; whatters is how service providers recover
from failure. An effective service recovery can rg@se customer satisfaction, loyalty, and
generate positive word of mouth. A well designed! amell documented service recovery
strategy also provides information that can be useithprove service as part of a continuous
improvement effort. On the other hand failure tooreer service to its original state leads to the

opposite.
Depending on the findings discussed above theviatig conclusion are drawn.

+ The network coverage and performance of Ethio ¢e&fe¢s not as such secured; the
broadband service encounters failure due to intemal Gateway failures, power
interruptions, modem failure, line cuts and confadion problems. The severity of the
problem could range from high to low dependinglmnature of the root cause.

+ Ethio Telecom has designed broadband service reg@recedures which give priority
to enterprise customers. Ethio telecom has assig@@d’ toll free contact center to

enterprise customers. Though not accessible engdrprise customers.
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+«+ The working processes assume that a trouble tarket created will not go smoothly till
the ultimate customer gets solution. However th@iegtion is much more difficult and a
lengthy process, the system demands coordinatiodifeérent network department.
Communication inefficiencies are inevitable whichurther intensifies customer
frustration.

+* As per the research findings, there is no cleacgatare on how customers can follow up
the status of the service recovery and even tisane mechanism in which customers can
present their feedback about the recovery procésshws higher importance for further
improvement.

s From the research findings by the company’s stahaesrking processes, customers
believe that their complaints are not getting etoatjention by employees, the recovery
processes are time taking, even the company dexpdéin the root cause of the failure

and how long will it take to recover.

4.3. Recommendations
Service recovery is likely to work after a single service failure but not after the company has

failed the same customer twice (Maxham&Netemeyer, 2002). In addition, customers’ “zone of
tolerance,” or how much variance they will accept between what they expect to receive and
what they perceive they actually receive, is wider when they assess the firm’s service delivery
but narrows when they evaluate its attempt at service recovery (Parasuraman, Berry,
&Zeithaml, 1991).The researcher therefore, based on the major findings of the study, forwards
the following recommendation as key points for the improvement of service recovery of

broadband for enterprise customers of Ethio telecom :

» The company should monitor the application of wogkprocesses in order to achieve full
implementation. Each step set in the recovery @mseEe should be monitored regularly and
corrective action should be made to avoid tasksdaeithout fulfilling the required steps.
Continues monitoring should also focus on updatwogking processes based on the current
resources and capabilities of employees.

» The ability of contact center advisors is limitedgroviding information and creating and
sending trouble ticket for the raised complainappropriate department responsible to solve

the problem. So developing culture of transpareang empowering 980 contact center
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employees to track each and every step of the ezggrocess will close the communication
gap among departments and customers, which initopnoves the speed of the recovery
process and bring about customer satisfaction.

Documenting and sharing the history of frequengiyarted service failures and the recovery
steps done among employees can help Ethio teleoomake speedily root cause analysis
and solve problems of similar type in a quick manrieurthermore, it facilitates the
knowledge transfer among employees.

The company should prepare scheduled meeting witr@ise customers to discuss on its
offers and collect their feedback on the currentise recovery system.

To minimize service failures the key solution févetcompany would be increasing the
quality of its services and network capacity. Caméis programs focused on increasing the

service quality of broadband service and its netveoverage should be implemented.
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Appendix A
St. Mary’s university college

Faculty of business

Department of marketing management

Questionnaires to be filled by Ethio Telecom broadband enterprise customers

This Questionnaire is prepared with the intentiohsnaking an assessment of service recovery
practice: in the case of Etiho telecom enterprisgadh band customers. You, the esteemed
enterprise customer respondents are warmly requdstegive the student researcher your
genuine and unreserved reactions since the outcomgsur responses are to be used only for

academic purpose and their confidentiality aregdelgitimately handled.

Part |I. General Questions

1. In what type of enterprise is your business engagm

Financial Institutions

Service Enterprise
Production/Manufacturing
NGOs/International Organizations
Governmental Organization
SOHO/SME

I [ IO B O

2. How often do you encounter broadband service ftur
J Once
1 Rarely
1] Sometimes
1 Frequently
3. State the types of broadband service failure yaoentered.
71 Equipment failure
1 Line cut

"1 Power interruption
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71 Configuration problem
1 LAN problem
1 Gateway failure

Other please specify ---------

4. How do you inform a service failure to Ethio telat®

Through 980 contact center service
Through sales executives
Through Point of sales

Through complaint letter

0 I R O N O

Through CS Representatives

Other please specify---

5. How do you follow up the status of the service kexy?

Through 980 contact center service
Through sales executives

Through Point of sales

Through CS Representatives

Only when maintenance people call us
Through SMS

1 Other

1 I B O

Part Il.Enterprise _Customers _attitude towards Ethio telecom’s service recovery

process

To what extent do you agree with each of the follgstatements?

SIN Statements Strongly | Agree | Neutral | Disagree | Strongly
Agree Disagree
When customers have a problem, Ethio Telecom

Employees shows a sincere interest in solving it

Ethio telecom Employees gives individualiz
attention to customers who encountered ser
failure

ed
vice
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3. | Ethio telecom employees provide the contact
person/section responsible to solve the service
problem to the customer for follow up

4. | Ethio telecom informs customers the exact time
needed to solve a specific Service failure

5. | Ethio telecom has modern
technology/equipment  that helps to easily
identify the root cause of the service failure

6. | Ethio telecom uses modern equipments in| its
service recovery process

7. | Ethio telecom employees properly explain the
cause for service failure to the customer when
asked

8.| The employees are well equipped and have
knowledge to recover a service failure

9. | Customers can trust the capacity of this
Company employees’ ability to recover failed
services

10| Ethio telecom’s customers can feel safe/assured
with the Company’'s employees’ position |to
satisfactorily handle your service failure issues

11| Ethio Telecom solve problems at the times it
promises to do so

12| Ethio telecom takes reasonable time to solve
service related problems

13| Ethio Telecom always recovers service failure
right the first time

14| Ethio telecom contacts the customer to check the
status of the service after the service recoyery
process is closed

15| The service recovery is dependable
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Appendix B
INTERVIW

In order to assess the service recovery practiéghod telecom enterprise broad band customers
along with questionnaires the student researclssr ebnducted interview with the customer
relation manager of Ethio telecom (enterprise dwisresponsible for the enterprise customers.
The first question asked to the interviewee wasuatite type of service failure they encounter
most of the time and how often. According to hisp@nse they encounter service failures very
often from which happened because of optical fdvet line cuts.

The student researcher also asked questions am®uEthio telecom staffs interest, readiness,
technical knowhow and how often they are givenntrajs to update them with new
technologies. The interviewee replied that the eyges have readiness to help customers on
recovering the problems that they encounter buy thek technical knowhow on the major
problems and technicalities .According to the martbey are giving constant trainings to the

staffs about equipments used and customer handling.

The next question raised to the enterprise divisnamger was about the technology /equipment
used by Ethio telecom to give broadband serviceedsas helps to easily identify the cause of
the service failure and escalate the service regogeocess. According to his response the
technology used by the enterprise is outdated hadetuipments are not modern which also

makes service recovery process difficult time tgkin

Another question was about how Ethio telecom handézvice failures in a timely manner, its
follow up mechanism and how it works to recover fhgure. Accordingly the interviewee
replied that it has no specific individualized mersel to handle service failure and give prompt

reply to recover it. In addition there is no follayp mechanism after the service recovery.

Generally from the interview Ethio Telecom affirns icustomers that broadband service
problems, if once informed and not solved withinkgirs, at least their root causes should be

identified. Service outages /failures could be tluthree primary categories of causes:

1. Physical destruction of network components

2. Disruption in supporting network infrastructure
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3. Network congestion

If the outage is due to physical destruction dimoek elements, it could take Ethio Telecom
more than 48 hours to resolve/recover the seréati@io Telecom service recovery promises to

customers should be in consideration of the naititke cause of the problem.
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