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ABSTRACT 

This study was involved with the Business to Business relationship on customer 

satisfaction and loyalty in Dodoma city. It was guided by five specific objectives 

namely: to assess the status of business to business relationship between NHIF and 

accredited health facilities, to assess customer satisfaction among NHIF members 

and loyalty, to determine the effects of business to business relationship on customer 

satisfaction and loyalty with the health facilities in Dodoma city. A sample size of 

(280) respondents, were employed whereby a systematic sampling and purposive 

sampling techniques were employed, to the select the respondents. Data were 

collected by using both survey and personal interviews. Questionnaires and interview 

guides were employed as tools for data collection. Collected data were analyzed by 

using a descriptive statistics and qualitative analysis and multiple linear regression. 

In conclusion, the research has revealed that the status of business to business 

relationship could be marked as a positive significant on customer’s satisfaction and 

loyalty. However, an improvement on certain challenges should be done in order to 

increase the level of customer satisfaction and loyalty. It is recommended that, the 

organization should maintain its relationship with the accredited health facilities in 

order to improve their services and influence customer’s satisfaction and loyalty to 

its customers, also, improve its service regarding a feedback a system, implement 

staff training as well strategies for managing their quality of services to attract more 

customers at their accredited health facilities.  
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CHAPTER ONE 

INTRODUCTION 

1.1 Chapter Overview  

This chapter discusses the effects of business to business relationship on customer’s 

satisfaction and loyalty, specifically in the National Health Insurance Fund and their 

accredited health facilities in Dodoma City. It has focused on the background to the 

study, statement of the problem, objectives of the study, research questions, and the 

significance of the study as well as the organization of the study. 

1.2 Background to the study 

The achievement of business success has been associated with the increasing close 

working relationships between suppliers in the business markets and buyers 

(Svensson, Mysen, & Payan, 2010). Currently, by considering the perspective of the 

manufacturer, customers are more powerfully in bargaining and purchasing power. 

Therefore, in order for supplier to ensure an increase in profits and maximization of 

productivity with minimal costs, there is a need for manufacturers to directly 

cooperate with their existing suppliers (Chan, 2003). In today business environment, 

manufacturer-supplier relationships are considered to be more important, ensure 

competition, productivity and profitability. Therefore, proper management of 

relationships with suppliers requires success in various elements of supply chain 

(Rondriguez et al., 2005). In order to be able to compete in global economies, 

developing countries like Tanzania should direct their attention in buyer-supplier 

relationships. Especially on the customer satisfaction and loyalty which are 

considered as key constructs in business to business relationships. 

In this aspect the general paradigm and theme is acceptable as the focus is on 

changing from the short term to long terms relationships by involving important 

customers or key suppliers (Abdul-Mumin, 2005). Some enterprises are utilizing the 

advantages of arm’s length relationships with their potential key suppliers and also, 

using competition and supplier switching as tools for motivating and providing the 

ultimate performance of their supply bases. 
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In business to business environment, suppliers should ensure that they understand the 

nature and conditions of their potential customers as they possess different 

characteristics within organizations (Rauyruen & Mille, 2007). Most of literature 

shows that studies have been conducted in developed countries including Japan, 

USA, Spain, Australia, UK and Norway. Very little have been done in developing 

countries such as Tanzania. Therefore, there is a need for conducting studies in 

developing countries like Tanzania and this study added knowledge to the existing 

literature by providing the picture on the effects of the business to business 

relationships on customer satisfaction and loyalty in business context of Tanzania as 

developing country. 

1.3 Statement of the Problem 

Nowadays, from organization’ perspective, customers devour more effect on 

obtaining and haggling power (Minahan, 1998). In this concern, organization need to 

collaborate their providers to maximize effectiveness and to capitalize on the 

productivity at the lowest cost (Chan, 2003). In this perspective, a paradigm is 

tolerable, and a general refrain of this paradigm is the mutable attention from 

diminutive term exchanges to extended term relations with important customers or 

important suppliers (Abdul-Mumin, 2005).  

Certain organization uphold arm’s dimension relations with their providers and use 

competition and provider changing as motivations to deliver optimal performance on 

or after their supply base. Now a business to business situation, providers need to 

comprehend the nature and circumstances of their customers due to the exceptional 

characteristics of the customer’s stand-in as organizations (Rauyruen & Mille, 2007). 

While studies in their literature are explored, it can be realized that utmost of these 

studies stayed normally accomplished in developed countries such as Sweden, 

Scotland, Britain, Canada, and Japan (Hewett, Money, & Sharma, 2002). There is a 

precise little study accepted out in emerging countries, for this object, in order to 

create a contribution to literature from this argument this study is conceded out in 

developing country but specifically now will be conducted in health sector compared 

to the developed country which based on other industries like hospitality, retail and 

manufacturing. 
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This study intention to enhance the literature and deliver a picture of how dimensions 

of business to business influence customer satisfaction and loyalty in a developing 

country’s context, particularly in the health sector. 

1.4 Research Objectives 

1.4.1 General Objectives 

The general objective of this study was to assess the effects of Business to Business 

relationship on customer satisfaction and loyalty in the health sector. 

1.4.2 Specific Objectives 

The study specifically intended: 

i. To assess the status of business to business relationship between 

NHIF and accredited health facilities in Dodoma city. 

ii. To assess the status of customer satisfaction among NHIF members at 

the accredited health facilities in Dodoma city. 

iii. To assess the status of customer loyalty among NHIF members at the 

accredited health facilities in Dodoma city. 

iv. To determine the effects of business to business relationship on 

customer satisfaction with the health facilities in Dodoma city. 

v. To determine the effects of business to business relationship on 

customer loyalty with the health facilities in Dodoma city 

1.5 Research Questions 

In order to achieve the specific objectives of this study, the following research 

questions guided it. 

i. What is the status of business to business relationship between NHIF and 

accredited health facilities in Dodoma city? 

ii. How satisfied are the NHIF members with the services delivered by the 

accredited facilities in Dodoma city? 

iii. Is there any customer’s loyalty among NHIF members at the accredited 

health facilities in Dodoma city? 

iv. What are the effects of the business to business relationship on customer 

satisfaction with the health facilities in Dodoma city? 
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v. What is the effects of the business to business relationship on customer 

loyalty with the health facilities in Dodoma city? 

1.6 Significance of the Study 

The significances of the study occur through various aspects include; knowledge, 

policy contribution, managerial practices and personal benefits; First, in terms of 

knowledge generation, the study contributed to the limited knowledge on the effects 

of business to business relationship on customer satisfaction and loyalty.  

With regards to the policy contribution, the study suggests that the greatest 

improvement in the effect of business to business relationship on customer’s 

satisfaction and loyalty would be achieved through non-tangibles elements: trust, 

commitment, communication, and cooperation. Hence, policy makers should take 

necessary actions in designing and developing appropriate policies to ensure an 

effective delivery of non-tangibles elements by integrating services theory into health 

practices. 

For the case of managerial contribution, the study helps managements to understand 

ways of investing resources in order to satisfy the needs of customers so as to ensure 

fulfillment of goals and objectives of the organizations. Loyalty and cooperation are 

due to customer satisfaction and being considered as important determinants in 

gaining and attaining competitive advantage. Customers who are loyal are more 

likely to ensure that the organization acquires profits and being retained in the health 

facility for a long time and provide good references to others through word of mouth. 

Satisfaction leads to long-term relationship commitment and a decreased propensity 

to dismiss relationships. 

Finally, this study personally benefits in terms of research skills and knowledge and 

understandings the NHIF and accredited health facilities on performing their work by 

building their close relationship on fulfilling the requirements of their customers and 

finally increase the satisfaction and loyalty level of their customers. 
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1.7 Scope of the Study 

The study has based on the effect of the Business to Business relationship on 

customer satisfaction and loyalty. It was conducted at the National Health Insurance 

Fund in Dodoma city and (5) top accredited health facilities in Dodoma City at Agha 

Khan Health Centre, Amani Health Centre, Dodoma Christian Medical Centre, 

Dodoma Regional Referral Hospital, and Mirembe Hospital. 

1.8 Organization of the Study 

The study is organized into five chapters, Chapter one provides the background of 

the problem, statement of the research problem, research objectives, questions, 

significance of the study, scope of the study and organization of the study which are 

presented chronologically. 

Two presents the literature review of the key terms underpinning this study, it begins 

with the conceptualization the definition of the business to business and customer 

satisfaction and loyalty. This followed by presentation of the theoretical literature 

review of the customer satisfaction and loyalty. Next, this chapter presents various 

empirical studies related to the study are reviewed. Then the conceptual framework 

of the study is presented along with research gap that study wants to fill. 

Three is the research methodology which includes study area, research approach, 

research designs, target population, sampling techniques, sources and type of data 

and data analysis. Furthermore, this chapter end by presenting the validity and 

reliability of data collected in this study. 

Four dealt with analysis, presentation and discussion of the findings that were 

employed in this study and finally. 

Chapter five presents the summary, conclusions and recommendations from the 

study as well as suggested areas for further studies. 
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CHAPTER TWO 

LITERATURE REVIEW 

2.1 Chapter Overview 

This chapter provides a review of the information related to the effects of business to 

business relationship on customer’s satisfaction and loyalty. It begins with the 

definitions of key terms, theoretical perspectives and the empirical review of 

literature and then summarizes the conceptual framework that guided the study and 

winds up with research gap identified that would assist in the analysis of the study 

findings. 

2.2 Definition of Key Terms 

This section, provides the theoretical base and definitions of the terms used in this 

study. 

2.2.1 Business to Business relationship  

Cooke (1986:16) provided a definition of business-to-business (B2B) or industrial 

marketing as: “marketing to the organizational buyer as contrasted to consumer 

marketing, which is marketing to the ultimate consumer”. Cooke (1986:10-12) also 

offered six significant differences between industrial marketing and consumer 

marketing which are discussed briefly below:  

2.2.2 Customer Satisfaction 

Customer satisfaction is a person’s sensitivity of preference or dissatisfaction 

resulting after matching a product or service’s supposed presentation in relative to 

his or her belief (Kotler & Armstrong, 1996). Satisfaction stays closely connected to 

customer’s expectancy and understanding, hereafter, customer satisfaction 

symbolizes the difference among what customers really expect to acquire and the 

real service performance beyond such expectation. Bolton and Drew, (1991) 

demarcated customer satisfaction as a finding that made on the basis of a particular 

service encounter. Oliver (1981) demarcated satisfaction as a person’s sensitivity of 

preference or dissatisfaction resulting from relating a product’s apparent outcome in 

relation to his or her prospects. Satisfaction is a progressive, affective state 
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consequential as of the assessment of all aspects of a party’s working relationship 

with another.  

Customer satisfaction is a general customer approach concerning a service provider, 

or an expressive reaction to the difference among what customer’s expectation and 

what they obtain concerning the fulfillment of some desire, goals or needs. It is well-

defined that customer retention as the upcoming propensity of a customer to stay 

with the service provider. In the business literature two main classification of 

customer satisfaction have been recommended: transaction-specific and cumulative 

perspective. 

2.2.3 Customer Loyalty 

According to (Oliver, 1999), state that customer loyalty is an extremely held 

obligation to re-patronize a chosen product or services constantly in the future. 

According to Jones and Sasser (1995), as describe loyalty is the sense, the affection 

for a business’s persons, products or services. It is frequently well-known as being a 

tactical objective for organizations and it is a critical aspect for organizations. 

Loyalty of an organization’s customers has been identifying as the leading factor in a 

business organization’s achievement and sustainability. Loyal customers form 

business by obtaining more, reimbursing premium prices, and provided that new 

referrals through constructive word of mouth, overtime (Ganesh, Arnold, & 

Reynolds, 2000). 

2.3 Theoretical Literature Review 

Factors that could possibly affecting business to business relationship were identified 

include trust, commitment, communication and cooperation. 

2.3.1 Trust 

According to Ostrom and Lacobucci (1999), trust is demarcated as the willingness to 

depend on an exchange partner in which one has assurance. Trust bases commitment 

since it moderates the costs of negotiating agreements and minimizes customer’s fear 

of opportunistic manners by the provider (Bendapudi & Berry, 1997). Morgan and 

Hunt (1994), define trust as a willingness to depend on an exchange partner in whom 

one has assurance. They recommend that brand trust leads to Brand satisfaction and 
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loyalty and commitment for the reason that trust forms an exchange relation that are 

highly Value. Ganesan (1994) suggested that a strategic factor of trust is the point 

which the customer believes that the dealer has aims and positive reasons to the 

customer and is concerned with forming positive customer effects. Dealers who are 

concerned with positive customer effects will consequently be trusted to a greater 

level that dealers who appear intent only in their own benefit (Morgan & Hunt, 

1994). 

Additionally, Berry (2007), trust bases on dedication because it moderates the costs 

of assigning agreements. According to Aydin and Ozer, as cited in Van Vuuren, 

Roberts-Lombard, and Van Tonder (2012),, a component of customer loyalty which 

has impact on building customer loyalty is trust. Trust is a significant influence in 

affecting link between commitment and customer loyalty. 

2.3.2 Commitment 

Commitment is described as a psychosomatic state where customers have strategies 

to continue relations with their existing supplier, it is significant determination of the 

strength of a marketing relationship, and a valuable construct for assessing the 

likelihood of customer loyalty and forecasting future purchase frequency (Morgan & 

Hunt, 1994). They demarcated commitment as a persistent wish to uphold a valued 

relationship. Commitment is demarcated as a wish to uphold a relationship 

(Moorman, Zaltman, & Deshpande, 1992; Morgan & Hunt, 1994). (Dwyer, Schurr, 

and Oh (1987) define it as a pledge of steadiness, and as confrontation to change. 

This indicates a higher level of responsibility to make a relationship succeed and to 

make it mutually satisfying and valuable. Moreover, recommended when 

commitment is higher among persons who believe that they obtain more value from a 

relationship, highly committed customers would be willing to respond determination 

on behalf of a firm due to historical benefits received and highly committed 

businesses will remain to adore the benefits of such exchange (Morgan & Hunt, 

1994). 

Furthermore, Ndubisi (2007 pp.98-106) describe commitment is a precarious 

influence in arranging customer loyalty, comprising in the study of obliging 
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customers’ needs and being commonly flexible in their customer interactions were is 

needed. 

2.3.3 Communication 

Communication is the interchange of information among dealer and client.  

Rodruguez et al. (2007) define effective communication has been described as the 

official and informal distribution of meaningful and appropriate information among a 

customer and a dealer has diligently connected with performance outcomes. 

Communication struggles among customer and provider include many inter 

managerial contacts and interchange of information takes place regularly and 

casually. However, one of the exposed communication among business companies 

and their providers is that business companies have a duty to provide suppliers with 

response about the consequences of their assessment of suppliers and the 

inaccuracies that supplier done (Theodorakioglou, Theodorakioglou & Tsi-olvas, 

2006).  

Then communication growths customer satisfaction. The existing literature advocates 

to significance of communication in the increasing a provider performance and 

customer satisfaction. Open communications are defined that, providers 

communicate flexibly, honestly, and practically with customers correctly or easily 

For example, different researcher such as, (Doney, Barry, & Abratt, 2007). Then 

communication growths customer satisfaction. The existing literature advocates to 

significance of communication in the increasing a provider performance and 

customer satisfaction. For example, Selnes (2007) described that “since satisfaction 

is an assessment of a consequence likened to some custom whereas communication 

is predictable to be a significant basis for satisfaction therefore it can direct to a 

shared understanding of performance outcomes and prospects”. 

2.3.4 Cooperation 

Cooperation can be strong-minded as the initiation and sharing in collective 

arrangements with its customers and providers in a business’s environment, (Ma, 

2004). Cooperation from customer perceptions demarcated as that businesses’ 

insights of degree to which providers’ effort together to resolve difficulties, establish 
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tactical guidelines and accomplish their common goals (Prahinski and Benton, 2004). 

From a B2B viewpoint, cooperation holds the organization responsibilities which are 

undertaken together and individually to attain common objectives and activities 

undertaken to improve and sustain the relationship (Wo & Ennew, 2004). Strong 

significant other relationship is consistently thought as critical to successful supply 

chain collaboration. It upturns the cooperative activities like that businesses 

exchange critical information and effort together to plan and implement new supply 

chain stratagems. Hence business share the threats and rewards along the way 

(Derocher & Kilpatrick, 2000). For B2B relationships, exactly, customer satisfaction 

has been initiate to lead to desirable consequences such as cooperation and long term 

direction.  

2.4 Theoretical Perspective on Customer satisfaction and Customer Loyalty 

The objective of theoretical perspective of this research is to assess business to 

business relationship between customer satisfaction and customer loyalty in the 

National Insurance Health Fund in Dodoma city, this study has reviewed behavior 

theory and relationship marketing theory which may attract new customer, retain 

customers and contribute to customer satisfaction and loyalty. 

The first theory is behavior theory, Jones and Sasser (1995:94), there are three 

methods of satisfaction and loyalty that might be used in separation by loyalty: 

Customer’s major behavior- recency, frequency and amount of purchase; Customer’s 

minor behavior - customer recommendations, authorizations and distribution the 

word; Customer’s determined to repurchase - is the customer ready to repurchase in 

the future. Business literature identifies different aspects of customer satisfaction and 

loyalty from the hypothetical and applied point of view. Loyalty measurements can 

be separated in two different classes: Perceptual influences such as satisfaction and 

trust, interactive influences such as number of obtained articles. 

Additionally, Rai and Medha (2013) outlined magnitudes of customer loyalty as 

attend quality and customer satisfaction, personal consequences (trust and 

commitment) and business dynamics (corporate appearance and communication). 
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 Additionally, Rai (2013) outlined magnitudes of customer loyalty as attend quality 

and customer satisfaction, personal consequences (trust and commitment) and 

business dynamics (corporate appearance and communication). 

Moreover, Chang, Lai, and Yeung, (2008) describe that, loyal customers are added 

expected to upturn the repurchase activities, make commercial referrals, give positive 

word of mouth and as well as less likely to adjustment to alternative suppliers in the 

face of attractive price incentives as likened to less loyal customers. Therefore, 

customers who show both attitudinal and interactive features of loyalty tend to turn 

with high commitment to their relationship with their service provider. With the 

strategic status of customer loyalty emphasized, it is required to understand, in 

seriousness, aspects that determine customer loyalty. A number of different scholars 

in the area of customer loyalty have attempted to categorize aspects that may 

influence. (Kracklauer, Mills et al. 2004) were persuaded that customer loyalty 

should be observed as an arrangement of satisfaction and trust  Stone, Woodcock, 

and Machtynger (2000) decided that commitment and satisfaction demonstrate to be 

significant determinants of customer loyalty.  (Duffy, 2003) alleged that customer 

loyalty incomes significant assistances when its detection as part of a general 

business strategy. 

According to Ball et.al. (2004), loyalty determinants are classified as Features of the 

situation: -competition facility, apparent switching costs, scientific legal, economical 

and normal changes. Clients: -business relation physical characteristics flexibility, 

objections solving, at the time of the relation. Customer physical characteristic: - 

his/her wish to uphold the relation with the business, participation; Customers’ ideas 

concerning about the business: -trust communication, image and the value of the 

relation. 

Relationship marketing theory, Berry (2007) detected that “having customers not 

merely acquiring customers is crucial for service firms.” The critical of this statement 

is based on the concept that it outlays as much as six times additional to gain new 

customers than it does in possession an existing one (Rosenberg & Czepiel, 1984 

pp45). Reichheld (1993) theorize that, in relation to a particular industry, the 
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possibility of increasing incomes by up to 60% is greater when potential customer 

relocation is reduced by only 5%. Another reason is that consumer loyalty has a 

positive important relationship with the business’s profit. Customer loyalty can 

interpret into profit over various means such as cross-selling and up selling, advance 

new customers by term of mouth, price inconsiderateness of loyal customers and cost 

bargain, (Chen and Hu, 2012). 

The fundamental attitude underlying these molds is deep-rooted in relationship 

marketing’s highlighting on the upkeep of relations among the business and its 

external performers, with customers confidential as the most significant performer. 

This activity simplifies the formation of customer loyalty so that a steady, jointly 

beneficial, and continuing relationship is sustained. Therefore, a directing business 

strategy be subject to the skill of building and retaining loyal and valued customer 

relationship; subsequent in positive significant including decreasing unconventional 

search behaviour, recurrence purchase, outlay on ancillary services, creating exit 

obstructions, inspiring customer Cooperative behavior etc (Reichheld, 1993). 

According to Gerpott, Rams, and Schindler (2001) customer long-standing relations 

with a service provider is of superior significance to the success of a business in a 

challenging and economical market. Customer loyalty is measured a dynamic 

relation and objective to organizational accomplishment profit and Business 

performance (Oliver, 1997: Rechheld, 1993: Sheth, 1998). The customers that show 

the highest levels of loyalty concerning the merchandise, or excellence service, have 

a habit of to repurchase more frequently, and spend more money. Consequently, 

loyal customers do not only rise the significance of the business, also assist business 

to retain cost and lower those linked with interesting new customers (Barroso & 

Picón, 2012). 

2.5 Empirical Review  

This section reviews various studies done by previous researchers concerning the 

assessment of business to business relationship on customer satisfaction and loyalty 

in direction to detect the knowledge gap to be filled. Findings presented in different 

studies are here and characterized into those studies done in other developed 



13 

countries against those conducted in developing countries. The following studies 

have depicted the assessment of the effect on the business to business relationship on 

the customer satisfaction in Africa as well as various parts of the world. 

According to the findings of Beerli, Martin, and Quintana (2004) showed that 

Facilities quality; status and corporate appearance of bank, and considerate the 

specific requirement of customers have positive impression on their loyalty to the 

banks. Findings of Mohammad, Mohitul, and MustafI (2013) corporate appearance, 

observed service quality, trust and swapping cost are significant connected to 

customer loyalty concerning telecommunication facility provider in Malaysia. 

According to the findings of Salmiah et. al. (2012), corporate appearance, observed 

service quality, trust and swapping cost are significant connected to customer loyalty 

concerning telecommunication facility provider in Malaysia.  

Furthermore, Ndubisi (2007) in his study carried out in Malaysian reveal that; 

relationship has four theories (commitment, trust, conflict treatment and 

communication) customer loyalty. The outcome of study demonstrations that the four 

variables have major influence on customer loyalty in banking sector of Malaysia.  

Andreassen and Linderstad (1998) revealed that business appearance decides 

business loyalty in the platform tour industry in Norway. There is adequate 

indication to recommend that the connection among business appearance and 

customer loyalty is facilitated by customer evaluative decisions which include 

satisfaction and quality observations, and swapping cost. The relationship among 

business appearance and customer loyalty be determined by on observed swapping 

cost, such that as swapping cost increased, the connection among business 

appearance and customer loyalty reduces significantly.  

Rosenberg and Czepiel (1984) reveal that business appearance has a “slightly 

significant” straight effect on customer loyalty, nevertheless the effect on customer 

loyalty by appearance is significantly facilitated by satisfaction. Notwithstanding 

variable factors of the effect of business appearance on customer loyalty, it is 

recognized that satisfactory business appearance appears to inspire loyalty for an 

organization. Moreover, Serkan and Gorhan (2004), There is dimensions which 
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effect customer loyalty in the selecting anticipated telecommunication services 

providers. Which are business appearance, observed service quality, trust and 

swapping cost. 

According to the results of Mohd et al. (2014) on factors affecting customer loyalty 

in Malaysia, there is a strong connection among customer satisfaction, observed 

quality, and business appearance and customer loyalty. Kim and Lee (2010) reveal 

that swapping cost had a straight as well as communication effect with satisfaction to 

decide customer loyalty. They decided that customers remained more possible to stay 

with their present provider in spite of being disappointed, mostly when general 

observed switching obstacles are high. The effect of customer observed value and 

business appearance on customer loyalty was reduced under circumstances of high 

swapping costs.  

According to the results of Claudia (2014), the key influences of customer loyalty 

recognized and considered in past studies are satisfaction, habit, trust, commitment, 

and swapping cost. He decided that all these influences are positive connected with 

loyalty. Findings of Bahareh, Babak, and Farshidn (2013), on strategy and explain 

the influences affecting customer loyalty in online banking reveal that; they have 

significant and positive correlation among each customer significance, swapping 

cost, status, habitat, trust, facility quality and satisfaction with loyalty. Also, Gerpott 

et al. (2001) shown that customer satisfaction had a strong secondary effect on 

customer retaining, with this connection fully facilitated by customer loyalty through 

service provider. Moreover, higher levels of customer satisfaction directed to 

customer loyalty which, enhance customer retaining rates. The competition in the 

healthcare sector is getting concentrated from time to time. To increase sales volume 

of services, longer-term profit, businesses should have intensive on customer loyalty 

to their products and services. These findings encouraged decision makers and 

managerial to examine for new innovative tactics to retain their existing customers 

loyal to their products and services, and correspondingly to increase the base of loyal 

customers (Lauren and Lin, 2003). 
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2.6 Conceptual Framework 

The theoretical classical positions interactions among dimensions of the concerning 

business to business relations and customer satisfaction and loyalty. Business to 

business perspective, particular indication displays that link components effect 

customer satisfaction and loyalty (Rauyruen & Mille, 2007). Here remain selected 

prepositions related to the effects of relationships essentials on customer satisfaction 

and loyalty in the context of business to business relationships. This fundamental 

which are trust, communication, cooperation and commitment (Ganesan, 2000) This 

fundamental are strong-minded rendering to appearances of National health 

insurance fund and accredited health facilities relations in Tanzania.  Therefore, 

independent variable is the business to business relationship and its dimension which 

are trust, commitment, communication and cooperation, where by dependant variable 

are customer satisfaction and customer loyalty. As formulated in the Figure 2.1 

below; 
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Figure 2. 1: Conceptual Framework. 

 

 

 

 

 

 

 

   

 

Source: Developed by Researcher Based on Literature Review (2020) 

2.7 Research Gap 

Several studies have been conducted on effects of the business to business 

relationship on customer satisfaction and loyalty (e.g Akman and Yorur 2012; Gil-

Saura, Berenguer and Ruiz-Molina 2018; Morgan and Hunt, 1994; Caceres and 

Paparoidamis, 2007) .However, very few studies have put focus on the health 

insurance services(e.g, Kahemela (2017) that is why a little is known so far about 

how the elements of business to business relationship for health services affects the 

customer’s satisfaction and loyalty. Therefore, this study has filled the existing 

knowledge gap. 

Independent Variables Dependent Variables 

Business to Business 

Relationship 

 Trust 

 Commitment 

 Communication 

 Cooperation 

Customer 

Satisfaction 

Customer Loyalty 
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CHAPTER THREE 

METHODOLOGY 

3.1 Chapter overview 

This chapter represents how the study was conducted and the rationale for choosing 

the study area, approach, design, targeted population, sample techniques and sample 

size, as well as data collection methods and techniques, data analysis methods and 

the issue of data credibility as well as research ethics are presented. 

3.2 Study Area 

The study carried out at the NHIF in Dodoma and their Accredited Health Facilities 

used in delivering services to their members. Researcher visit together government 

and non-government hospitals. Government hospitals involved; Dodoma Regional 

Referral Hospital, Mirembe Hospital. Non-government hospitals involved; Dodoma 

Christian Medical Centre (DCMC), Amani Health Centre and Aga Khan Hospital. 

Furthermore; it was conducted in Dodoma City since it’s a capital city of Tanzania 

and government offices, embassies and other institutions, are located in Dodoma. 

Thus, the health sector has to provide quality services that would go hand in hand as 

labelled by the capital city, therefore since Dodoma Regional Referral Hospital, and 

Mirembe Hospital, Amani health Centre, DCMC as well as Aga Khan Hospital are 

among the largest health services provider in Dodoma city and have high claims 

payment monthly compared with other facilities in Dodoma (NHIF, Annual report 

2018/219), it was worth for the researcher to select those hospitals as a study area. 

3.3 Research Approach 

The research has employed both qualitative and at some time quantitative approach; 

in qualitative data are analyzed according to the understandings, opinions and 

perceptions from the respondents (Barley, 1999). ). Qualitative research goes direct 

to the particular setting of interest to observe and data collection. Qualitative 

approach provided an in depth information which provided an in-deep 

understandings of the parameters underlying this study. The qualitative approach,  

was employed because it provides the room for the flexibility due to a verbal 

explanation and captures the image of the phenomena under study (Barley, 1999).  
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Moreover; a quantitative method applies in this study whereas, it involves the cohort 

of data in a numerical system which are subject to difficult numerical examination, in 

a proper and inflexible fashion (Brayman & Bell, 2007). This approach is used for 

analysis objective by investigative the relationship between variables. This variable 

can be measured, naturally on instruments, so that the numbered data can be 

analyzed using statistical procedures. This research approach has used closed ended 

questions (Creswell and Plano-Clark, 2011). 

3.4 Research Design 

According to De Vaus (2001) ) a research design is a reasonable task accepted to 

ensure that the data collected allow a researcher to response questions or to test 

theories as recognizably as possible. The principal role of a research design is to 

reduce the coincidental of illustration incorrect causal implications from data 

(Kumar, 2005). The study, employed a cross-sectional research design. The design 

research method let the researcher to simplify from the sample perception to the 

entire population, and also simplifies the collection of both qualitative and 

quantitative data (Bryman, 2008). A cross-sectional research design has been 

employed due to a descriptive research requires that data be collected at a single 

point in time (De Vaus, 2001). This strategy purifies the explanatory variable of the 

influences arising from the passage of time. 

3.5 Target Population  

The target population in this study contain staff and customers of the National Health 

Insurance Fund. Customers were encompassed in the sample as they are the 

beneficiaries of the facilities offered by the National Health Insurance Fund and thus 

in an enhanced situation to give facts regarding a snap of what they felt, as far as the 

facility concentrated to them was anxious, the challenges they faced and impeding on 

customer satisfaction in the study area. An appropriate set of respondents designated 

from a loftier set of populace for the persistence of the study. The designated sample 

of a population represented the features of the entire population. The persistence of 

this sample based on the study as well as the expansion of the information about the 

entire population. 
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3.6 Sampling Techniques 

A purposive and systematic sampling method was employed during the study. NHIF 

staffs and officers in charge among accredited health facilities were purposely chosen 

because of their knowledge and regarding the area of the study topic. A systematic 

sampling technique was used to select customers so that, they all provided specific 

views on the assessment of customer satisfaction and loyalty since they had enough 

experience concerning the services delivered at the accredited health facilities in 

Dodoma city. According to Baradyana and Ame (2009); Marshall (1996) the 

systematic sampling are easier technique to access to the sample in terms of time and 

resource as well as to purposive sampling technique to capture customer experience 

and some of information on the sensitive issues especially on customer satisfaction 

and loyalties. Therefore, these two sampling techniques were the right choice for this 

research. 

3.7 Sample Size 

The sample size of the study 280 respondents whom include (3) officers from 

National Health Insurance Fund as key respondents who involved in personal 

interview and filled the questionnaires of the (5) accredited health facility in the 

study which sum up (15) filled questionnaires. The manager in charge who a senior 

officer in managerial position and his experience in dealing with the accredited 

health facility also (2) NHIF staffs who are dealing with the claim processing 

monthly from the accredited health facility in Dodoma and they interact with the 

health provider more often. Moreover, (1) health services in charge in each hospital 

and two (2) staffs who are dealing with the claims process to NHIF engaged in 

personal interview, therefore we enabled to get fifteen (15) responds from five (5) 

accredited heath facility and filled (15) questionnaire from the accredited health 

facility and two hundred and (250) National Health Insurance Fund members also 

included in this study since they are the one who received health services from 

accredited health facilities. Fifty (50) respondents in each facility. The sample size of 

280 respondents was appropriate to this study because, Arbuckle (2010) proposes a 

critical sample size of at least 200 as sufficient to deliver sufficient arithmetical 

power for data analysis.  
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In selecting National Health Insurance Fund member from each hospital, care was 

taken to include member from different wards for a robust test of the scales. In view 

of this, the number of members selected from each ward was based on its enrolment, 

as compared to the total patients’ enrolment in that hospital. This has ensured that 

each ward was appropriately represented in the sample. The table below presents 

sample size, techniques and data collection methods and tools employed in this 

study. 

Table 3. 1: Sample size and sampling selection  

Sample 

Categories 

Sample 

Size 

Sample 

Techniques 
Data collection Methods/tools 

NHIF Staffs 15 
Purposive 

Sampling 
Interview/Interview Guide 

Incharge 

officer-

accredited 

health 

facilities 

15 
Purposive 

Sampling 
Interview/Interview Guide 

NHIF 

Customers 
250 

Systematic 

Sampling 
Survey/Questionnaires 

Total 280     

Source: Research Data ;( 2020) 

3.8 Sources and Types of Data 

The study employed both primary data 

3.8.1 Primary Data  

Primary data are a data which collected from the field of study by using research 

tools such as questionnaires, observations, video and interview guides by the 

researchers themselves. Primary data refer as new data that collected specifically for 

the determination in mind as well as for future studies although it requires more time 

and cost (Malhota and Peterson, 2006; Saunders et al, 2007; Baradyana and Ame, 
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2009; Rogers, 2015). The new data and information of this research were collected 

by using the questionnaires and interviews as follows: 

3.8.1.1 Questionnaires 

A questionnaire is a research instrument containing of numerous questions which 

need to be answered by the respondents (Elliot and Jacobson, 2005). The 

questionnaire as data collection tool was developed by considering the research 

questions. A five point Likert scale was adopted to statements of the questions under 

the study. The questionnaire used was very simple and ensured minimum costs to the 

researcher, that enabled her to collected necessary information and data for analytical 

purposes. 

The questionnaires consisted of two main parts. The first part focused on gathering 

information from respondents (general information), also, the second part was on the 

information directs from the study on the effects of the B2B relationship on customer 

satisfaction and loyalty. The questionnaires were then distributed to 280 members of 

which (50) for each accredited health provider, (15) NHIF staff and (15) in charge 

officers of each accredited health provider. The 280 questionnaires which were 

distributed to sampled respondents had close-ended questions; the study attained a 

response rate of 100% and all the respondents were well-educated; hence, they read 

and respond questionnaires accordingly. 

All the respondents were well-educated; hence, they read and respond questionnaires 

accordingly. 

However, questionnaires were controlled all the times in order to have the required 

number of the respondents. Clarifications also were provided to the respondents in 

the case of ambiguity word(s) found in the questionnaires. The use of questionnaire 

enables researcher to obtain free responses from selected respondents and necessity 

for a short check mark responses(Rwegoshora, 2006).  

3.8.1.2 Interview   

The interview method comprises of verbal presentation and responding of questions 

through oral responses (Kothari, 2009). This method aids the researcher to request 
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the respondents to elaborate their points so as to get more and full information 

whenever the first response is vague (Silverman, 2013). This method fills the 

prevailing gap between the researcher and respondents as the method involved the 

direct contact between the two parties. The study employed a face to face interview 

which was conducted to (3) NHIF staffs and fifteen (15) in charge of health 

accredited provider. The interview guide was used because of its flexibility in adding 

additional information which might have not been in the questionnaire (Silverman, 

2013).  

Apart from being provided with the questionnaires, it was deemed important that the 

opinion of these three (3) NHIF staffs and fifteen (15) in charge of the accredited 

health provider be herd out in respect of the implementation of business to business 

relationship. They were given questions to respond and they were free to share their 

experience. During the act of conducting interviews, the researcher ensured that she 

recorded and took some notes on what the respondents responded, also, the 

researcher avoided exaggerating responses from respondents and misrepresenting the 

obtained information and further analysis. Therefore, through this the researcher was 

able to acquire qualitative data and information from the selected respondents which 

emphasized on accomplishing the research on the needed time. 

3.10 Data Analysis 

The study collected data from both secondary and primary sources, then the 

researcher did record, organize, analyse, interpret and present the collected data by 

considering the research questions. To arrive into the study’s findings employed 

SPSS version 20. The tool was used to analyse descriptive data and information in 

different figures and tables with percentages and frequencies as obtained from the 

SPSS. The study utilized inferential statistics including linear regression analysis. It 

was used to compute and measure the effects of business to business relationship on 

customer satisfaction and loyalty from data collected. The use of linear regression 

model was guided by the fact that, customer satisfaction and loyalty were analyzed 

through calculation of mean scores from the Likert scales and then regressed again 

the business to business variables. 
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3.11 Validity and Reliability 

Validity refer to the precision or certainty of defining instruments (Saunders et al., 

2009). In this study validity was done during the designing stage whereby the 

supervisor checked the questionnaire prior the procedure of actual data collection 

started. All questions were pretested in the areas in order to ensure that, data 

collected were valid. 

It is necessary to ensure that consistency of items is needed before conducting the 

study (Morgan and Waring, 2004). The researcher used analytical tool SPSS to check 

the consistency of questions/items in questionnaires designed in a Likert-type scale. 

The validity was attained through confirming a sampling adequacy, ensuring the 

right target populace, results collection and proper results analysis(Morse, Barrett, 

Mayan, Olson, & Spiers, 2002). The conducted study was carried out by 

administering 17 questionnaires which assisted the researcher to know the 

appropriateness of the instrument in collecting applicable information before being to 

the perfect target group. After assembly the applicable adjustments to the 

questionnaire in response to the findings of the conducted study, it was then managed 

to all the respondents.  

The Cronbach’s Alpha (α) which is the greatest mutual measure of scale reliability 

was used in the reliability analysis. According to Cohen and Sayag, (2010) a value 

greater than 0.7 is considered to be accepted in statistics. The value of the 

Cronbach’s Alpha (α) of the study. 

Table 3. 2: Reliability Statistics 

Cronbach's Alpha Cronbach's Alpha Based 

on Standardized Items 

Number of Items 

0.945 0.948 17 

Sources: Research Data, (2020) SPSS output 

From the above table, the actual value of Cronbach’s Alpha (α) was 0.945 for all the 

variables of the study. These findings are as obtained from the study’s variables 

indicate that the reliability is achieved as the value is above 0.7 which is acceptable 

range.  
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3.13 Research Ethics 

The privacy of information and data were ensured to the respondents as it was 

declared that the study was intended for academic purposes only. Also, it is the 

obligation of the researcher to possess the respondent’s identities and individual 

information undisclosed Ahmad, 2017, Arifin, 2018).  

Moreover, the researcher obtained a clearance letter from the authorized organ to 

ensure that formal data collection from the targeted respondents. There was no power 

used to convince respondents on participation of this study in both interview and   

questionnaire (Ahmad, 2017; Arifin, 2018).  
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CHAPTER FOUR 

FINDINGS AND DISCUSSSION 

4.1 Chapter Overview 

This chapter presents the research findings and discussions of the results and it 

begins by providing a profile of the respondents followed by the discussions which 

are organized on the basis of the specific objectives. 

4.2 Demographic Characteristics  

This section, describes the demographic characteristics of the respondents who 

participated in this study. The study has assessed characteristics of the respondents in 

terms of sex, age, marital status, level of education, source of income and personal 

income. 

4.2.1 Sex of Respondents 

The researcher explored the sex of respondents before asking them questions related 

to the research objectives. Results on sex distribution of the respondents are 

presented in Table 4.1 below. 

Table 4. 1: Sex of Respondents 

Sex AGHA 

KHAN 

Health 

Centre 

Amani                   

Health 

centre 

Dodoma 

Christian 

Medical 

Centre 

Mirembe        

Hospital 

Dodoma 

Regional 

Refferal 

Hospital 

Combined       

Sample 

Freq % Freq % Freq % Freq % Freq % Freq % 

Male 22 44 12 24 17 34 9 18 18 36 78 31 

Female 28 56 38 76 33 66 41 82 32 64 172 69 

Total 50 100 50 100 50 100 50 100 50 100 250 100 

Source: Research data (2020) 
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Findings from Table 4.1 above illustrate that, 31 %( combined sample) of the total 

respondents were males while 69 %( combined sample) females. By these finding, 

the majority were females. However, the researcher tried her level best to consider 

both sex so as to avoid a gender bias since the different was high because females 

attended more in health facilities and traditionally readiness to participate in this 

study. 

4.1.2 Age of Respondents 

Table 4.2 Illustrate findings concerning respondent’s age. 
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Table 4. 2: Age of respondents 

Age 

AGHA KHAN 

Health Centre 

Amani                   

Health centre 

DCMC Mirembe        

Hospital 

Dodoma 

Regional 

Refferal 

Hospital 

Combined       

Sample 

Freq % Freq % Freq % Freq % Freq % Freq % 

Below_20 4 8 0 0 1 2 2 4 1 2 8 3.2 

20-29 10 20 2 4 7 14 5 10 4 8 28 11.2 

30-39 14 28 17 34 18 36 24 48 23 46 96 38.4 

40-49 17 34 28 56 18 36 15 30 16 32 94 37.6 

50 and above 5 10 3 6 6 12 4 8 6 12 24 9.6 

Total 50 100 50 100 50 100 50 100 50 100 250 100 

 

Source: Research data (2020) 
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Table 4.2 above indicates that, 3.2% of all of respondents were of the age below 20, 

11.2%, (20-29) years, 38.4%, (30-39) years 37.6%, (40-49) years and lastly,9.6% of 

them were of the age 50 and above. Basing on the findings above, most of the 

respondents were of the age between 30 to 49 years and were matured enough to 

participate in this study and the findings provided are relevant and reliable. 

4.1.3 Marital Status 

The marital status was of the most important factor in this study; hence, the 

researcher was interested to find out the marital status of respondents as 

demonstrated in Table 4.3 below. 
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Table 4. 3: Marital Status 

Marital 

Status 

AGHA KHAN 

Health Centre 

Amani                   

Health centre 

Dodoma Christian 

Medical Centre 

Mirembe        

Hospital 

Dodoma Regional 

Refferal Hospital 

Combined       

Sample 

Freq % Freq % Freq % Freq % Freq % Freq % 

Married 25 50 10 20 35 70 17 34 27 54 114 45.6 

Single 21 42 37 74 11 22 29 58 17 34 115 46 

Divorced 4 8 3 6 4 8 4 8 6 12 21 8.4 

Total 50 100 50 100 50 100 50 100 50 100 250 100 

 

Source: Research Data (2020) 
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According to the findings in Table 4.3 above,114 respondents (45.6%) were 

married,115 respondents (46%) were single, while,21 respondents (8.4%) were 

divorced, which show that, majority were married and their children need health 

services from time to time. 

4.1.4 Level of Education 

Results on the level of the education of the respondents are presented in Table 4.4 

below. 
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Table 4. 4: Level of Education 

Level of 

Education 

AGHA 

KHAN 

Health Centre 

Amani                   

Health centre 

Dodoma 

Christian 

Medical Centre 

Mirembe        

Hospital 

Dodoma 

Regional Refferal 

Hospital 

Combined       

Sample 

Freq % Freq % Freq % Freq % Freq % Freq % 

Primary 10 20 1 2 18 36 5 10 5 10 39 15.6 

Post-Secondary 12 24 30 60 13 26 33 66 20 40 108 43.2 

University 28 56 19 38 19 38 12 24 25 50 103 41.2 

Total 50 100 50 100 50 100 50 100 50 100 250 100 

 

Source: Research Data (2020) 
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Findings from table 4.4 above depict that, majority of respondents (43.2%) had a 

post-secondary education followed by university education level (41.2%). This 

implies that, most of respondents were literates. Literate people know the importance 

of health and thus attend health facilities to solve their health problems. 

4.1.5 Source of Income 

Table 4.5 below depicts the source of income of the respondents. 



33 

Table 4. 5: Source of Income 

Source of 

Income 

AGHA KHAN 

Health Centre 

Amani                   

Health centre 

Dodoma Christian 

Medical Centre 

Mirembe        

Hospital 

Dodoma Regional 

Refferal Hospital 

Combined       

Sample 

Freq % Freq % Freq % Freq % Freq % Freq % 

Employed 28 56 16 32 26 52 17 34 35 70 122 48.8 

Self Employed 22 44 34 68 24 48 33 66 15 30 128 51.2 

Total 50 100 50 100 50 100 50 100 50 100 250 100 

 

Source: Research Data (2020) 
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According to the findings in Table 4.5 above which have shown that (51.2%) were 

self-employed while (48.8%) were employed. This indicates that health is an 

important issue to people, both employed and not employed. 

4.1.6 Personal Income 

Results of personal income of the respondents of the questionnaires survey are 

presented in table 4.6 below. 
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Table 4. 6: Personal Income 

  

AGHA 

KHAN 

Health 

Centre 

Amani                   

Health 

centre 

Dodoma 

Christian 

Medical 

Centre 

Mirembe        

Hospital 

Dodoma 

Regional 

Refferal 

Hospital 

Combined       

Sample 

 Freq % Freq % Freq % Freq % Freq % Freq % 

0-249,000 15 30 6 12 18 36 11 22 10 20 60 24 

250,000-499,000 9 18 23 46 12 24 24 48 9 18 77 30.8 

500,000-1,499,000 10 20 6 12 14 28 9 18 14 28 53 21.2 

1,500,000-2,999,000 12 24 8 16 6 12 4 8 10 20 40 16 

3,000,000-Above 4 8 7 14 0 0 2 4 7 14 20 8 

Total 50 100 50 100 50 100 50 100 50 100 250 100 

 

Source: Research Data, (2020)  
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It is discovered that majority of respondents had personal income ranged between 

250,000-499,000(30.8%) while a few respondents (8%) had a personal income of 

3,000,000 and above. This implies that, low income earners sought for health 

insurance than high income earners who can afford to pay for health services. 

4.3  The Discussion of Main finding of the study  

4.3.1 Status of business to business relationship between NHIF and accredited 

health facilities in Dodoma city 

This was the first objective of this study whereby, the researcher wanted to assess the 

status of B2B relationship between NHIF and accredited health facilities in Dodoma 

city and to pose different questions to the respondents as illustrated in different 

paragraph here under. 

4.3.1.1 Trust 

Findings concerning the trust between NHIF and accredited health facilities in 

Dodoma City are illustrated in Table 4.7 below. 
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Table 4. 7: Trust between NHIF and accredited health facilities 

  

Agha Khan Health 

Centre 

Amani Health 

Centre 
DCMC Mirembe Hospital 

Dodoma Regional 

Refferal Hospital 

Combined 

Sample 

  Mean Std.Dev. Mean Std.Dev. Mean Std.Dev. Mean Std.Dev. Mean Std.Dev. Mean Std.Dev. 

Integrity 4.1667 0.5774 4.0000 0.0000 3.8334 0.7887 4.3334 0.2887 3.5000 0.8660 3.9667 0.6178 

Goodwill reputation 4.0000 0.8660 4.0000 0.0000 4.1667 0.5774 4.5000 0.5774 4.0000 0.5774 4.1334 0.6162 

Consistent in 

providing services 
4.1667 0.5774 4.0000 0.0000 4.0000 0.5774 4.1667 0.5774 3.8334 0.7887 4.0334 0.5963 

Reliable in providing 

unique services 
4.0000 0.8660 4.0000 0.0000 3.8334 0.7887 4.3334 0.2887 3.3334 1.4434 3.9000 0.8148 

Overall Mean and 

Standard deviation 
4.0833 0.7217 4.0000 0.0000 3.9583 0.6830 4.3334 0.4330 3.6667 0.9189 4.0084 0.6613 

 

 Source: Research Data (2020) 
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The mean values shown in Table 4.7, indicates that in general respondents agreed 

with the items of various constructs in the study with the overall mean of 4. 

0084.Finding are consistent with Svensson et al. (2010); Skarmeas et al. (2008); 

Skarmeas and Robson (2008); Morgan and Hunt, (1994); Dwyer et al., (1987) which 

indicate that the trust seems to show the strongest positive association, which is 

consistent with B2B relationship in which the trust is the most widely accepted 

concept.  

Wilson (1995:p 337) trust “is a fundamental relationship model building block and as 

such is included in most relationship models”. The study findings are similar with the 

results of a study conducted by Moorman et al. (1992), trust is one of the best critical 

aspects in customer provider relationships, and is a significant element in defining 

the strong point of the relationship. The trust is vital to sustain long-term relations, 

and it is well-defined as the willingness to depend on an exchange partner in whom 

one has confidence. Findings shown by table 4.7 also have revealed that, all 

individual variables which constitute the trust between NHIF and accredited health 

facilities had an average mean of 4.008. This implies that, NHIF hold trust of the 

accredited health facilities which is very essential key for the business to business 

relationship. Thus NHIF and the accredited health facilities have a high level of trust 

in between them. 

4.3.1.2  Commitment 

With regards to the commitments between NHIF and accredited health facilities in 

business to business relationship, results are presented in Table 4.8 below; 
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Table 4. 8: Commitment between NHIF and accredited health facilities 

  

AGHA KHAN 

Health Centre 

Amani                   

Health centre 

Dodoma Christian 

Medical Centre 

Mirembe        

Hospital 

Dodoma Regional 

Refferal Hospital 

Combined       

Sample 

Mean Std Dev. Mean Std Dev. Mean Std Dev. Mean Std Dev. Mean Std Dev. Mean Std Dev. 

Remain a client to 

enjoy the relationship 

4.3333 0.8660 4.1667 0.2887 3.8334 0.2887 4.0000 0.5774 3.3333 0.8660 3.9333 0.6962 

Feel NHIF is looking 

out of your interest 

3.6667 0.7887 4.1667 0.2887 3.5000 0.5774 3.8334 0.2887 3.3333 0.8660 3.7000 0.6543 

I have strong sense of 

loyalty towards 

NHIF 

3.6667 0.7887 4.0000 0.0000 3.8334 0.7887 4.1667 0.2887 3.5000 0.8660 3.8334 0.6519 

Overall Mean and 

Standard deviation 

3.8889 0.8145 4.1111 0.1925 3.7222 0.5516 4.0000 0.3849 3.3889 0.8660 3.8222 0.6675 

 

Source: Research Data (2020) 
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Study findings shown by table 4.8 above have revealed that, majority of variables 

which constituent the commitment for each accredited health facilities as well as 

NHIF had greater mean of 3.822 on overall average. This implies that, respondents 

were different (neutral) with regard to the commitment between NHIF and the 

accredited health facilities in Dodoma city which implied efforts must be done by 

NHIF to improve the level of commitment between itself and the accredited health 

facilities. 

Findings are similar with study conducted by Jap and Ganesan (2000) whom 

revealed that  a commitments of a  organization to work together with suppliers 

enriches the sensitivity of agreement, along with the opportunity of providing better 

quality products, and thus it consequences in higher partner satisfaction.   

Commitment aids the supply chain channels to operate efficiently and to improve the 

economic conditions of supply chain members also and thus, it helps to have a close 

relationship with satisfaction.  

4.3.1.3 Communication 

With regards to the communication between NHIF and accredited health facilities in 

business to business relationship, results are presented in Table 4.9 below; 
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Table 4. 9: Communication between NHIF and accredited health facilities 

  

AGHA KHAN 

Health Centre 

Amani                   

Health centre 

Dodoma Christian 

Medical Centre 

Mirembe        

Hospital 

Dodoma Regional 

Refferal Hospital 

Combined       

Sample 

Mean 

Std 

Dev. Mean 

Std 

Dev. Mean 

Std 

Dev. Mean 

Std 

Dev. Mean Std Dev. Mean 

Std 

Dev. 

Communicate 

frequently 
4.0000 0.5774 4.0000 0.0000 4.1667 0.7887 3.5000 1.0524 4.1667 0.5774 3.9667 0.8135 

Excute public 

relations program 
4.1667 0.2887 4.1667 0.2887 3.8334 0.5774 3.6667 0.5774 3.8334 0.2887 3.9334 0.5090 

Information 

provided timely 
3.8333 0.5774 4.0000 0.0000 3.8334 0.5774 3.1667 0.8660 3.5000 1.1547 3.6667 0.8042 

Staff communicate 

in friendly manner 
4.0000 0.5774 4.0000 0.0000 4.0000 0.8660 4.0000 0.5774 3.5000 1.1547 3.9000 0.7146 

Information help 

provide better 

services 

4.3334 0.2887 4.1667 0.2887 4.1667 0.7887 4.1667 0.7887 3.5000 0.8660 4.0667 0.6808 

Overall Mean and 

Standard deviation 
4.0667 0.4619 4.0667 0.1155 4.0000 0.7196 3.7000 0.7724 3.7000 0.8083 3.9067 0.7044 

 

Source: Research Data (2020) 
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Findings shown by Table 4.9 above has revealed that, all variables which constitute 

the communication of B2B have a greater overall mean of 3.9067 which illustrate 

that respondents were indifferent with communication between NHIF and accredited 

health facilities in the Dodoma city. This implies that, NHIF showed to improve 

communication with health facilities which is very important for the status of B2B 

relationship between NHIF and the accredited health facilities.  

4.3.1.4 Cooperation 

With regards to the cooperation between NHIF and accredited health facilities in 

business to business relationship, the results are presented in Table 4.10 below. 
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Table 4. 10: Cooperation between NHIF and accredited health facilities 

  

AGHA KHAN 

Health Centre 

Amani                   

Health centre 

Dodoma Christian 

Medical Centre 

Mirembe        

Hospital 

Dodoma Regional 

Refferal Hospital 

Combined       

Sample 

Mean 

Std 

Dev. Mean 

Std 

Dev. Mean 

Std 

Dev. Mean 

Std 

Dev. Mean 

Std 

Dev. Mean 

Std 

Dev. 

Has well defined standards 

for customer contracts 
4.0000 0.5000 4.1667 0.2887 3.6667 0.5774 4.3333 0.5774 4.0000 0.8660 4.0334 0.6519 

 Show sincere interest in 

solving problems on time 
3.6667 1.0774 4.0000 0.0000 3.8334 0.2887 3.8333 1.0524 3.5000 0.8660 3.7667 0.8946 

Always search most 

reasonably price solution 

for me 

3.8334 0.7887 4.0000 0.0000 3.0000 0.8660 3.6667 1.1547 3.1667 1.1547 3.5333 1.0105 

Encourage customer 

complaints 
3.6667 0.7887 4.1667 0.2887 3.3334 0.2887 4.0000 0.5774 3.1667 0.5774 3.6667 0.7156 

Try hard to understand 

customer needs constantly  
3.8334 0.7887 4.0000 0.0000 3.3333 0.8660 3.8333 0.5774 3.3333 0.8660 3.6667 0.8246 

Overall Mean and 

Standard deviation 
3.8000 0.7887 4.0667 0.1155 3.4333 0.5774 3.9333 0.7878 3.4333 0.8660 3.7333 0.8195 

 

Source: Research Data (2020). 
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The study findings shown by table 4.10 reveal that, all variables that constitute the 

cooperation have an overall mean of 3.733 which implies that respondents are 

indifferent with the level of cooperation between NHIF and accredited health 

facilities in Dodoma city. Also, during interview with one nurse at the Agha Khan 

Health centre on the kind of supports that cooperation need from the NHIF in order 

to help them to comply with good performance and eventually improve the customer 

satisfaction and loyalty, she said that, “NHIF need to focus to show sincere interest 

in solving problem on time especially in a network problem to avoid problem for 

their client”.  

4.3.2 Customer satisfaction among NHIF members at the accredited health 

facilities in Dodoma city 

This was the second objective of this study, whereby the researcher posed questions 

so as to assess customer satisfaction among NHIF members at the accredited health 

facilities in Dodoma city. Results are presented in Table 4.11 below. 
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Table 4. 11: Customer satisfaction among NHIF members at the accredited health facilities in Dodoma city 

  

AGHA KHAN 

Health Centre 

Amani                   

Health centre 

Dodoma Christian 

Medical Centre 

Mirembe        

Hospital 

Dodoma Regional 

Refferal Hospital 

Combined       

Sample 

Mean Std Dev. Mean Std Dev. Mean Std Dev. Mean Std Dev. Mean Std Dev. Mean Std Dev. 

Satisfied with 

the services 

delivered at this 

facility 

4.6000 0.60609 4.6000 0.53452 4.8800 0.38545 4.6600 0.772222 4.4600 0.862128 4.6400 0.632082 

 

Sources: Research Data (2020) 
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The study findings shown by table 4.11 reveal that, the overall mean for customer 

satisfaction is 4.64 which implies that, customers are satisfied with the services 

offered by the accredited health facilities. 

The findings obtained from this study provide an exhaustive summary from the 

conducted interviews. They showed that members of the organization who are 

working on the same organization claimed to have same positive effects on the 

customer satisfaction, but claimed that much should be done on the area of 

cooperation, commitment, trust and cooperation. By so doing, the organization will 

be able to have the needed reputation so as to provide the positive recognition. 

4.3.3 Customer loyalty among NHIF members at the accredited health 

facilities 

This was the third objective of this study, whereby the researcher posed different 

question so as to assess the status of customer loyalty among NHIF members at the 

accredited health facilities in Dodoma city. Results are as presented in Table 4.11 

below.
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Table 4. 12: Customer loyalty among NHIF members at the accredited health facilities 

  

AGHA KHAN 

Health Centre 

Amani                   

Health centre 

Dodoma 

Christian 

Medical Centre 

Mirembe        

Hospital 

Dodoma Regional 

Refferal Hospital 

Combined       

Sample 

Mean 

Std 

Dev. Mean 

Std 

Dev. Mean 

Std 

Dev. Mean 

Std 

Dev. Mean Std Dev. Mean 

Std 

Dev. 

Attend again to this 

facility 
4.7000 0.5803 4.8800 0.38545 4.8600 0.4046 4.8000 0.4518 4.7600 0.5175 4.8000 0.4679 

Based on services 

delivered  to this 

facility would you 

recommend  it to a 

friend or family 

member 

4.7800 0.4185 4.8600 0.40457 4.8800 0.3855 4.8800 0.3283 4.8200 0.4375 4.8440 0.3949 

Overall Mean and 

Standard 

deviation 4.7400 0.4994 4.8700 0.3950 4.8700 0.3950 4.8400 0.3900 4.7900 0.4775 4.8220 0.4314 

 

Sources: Research Data (2020) 
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The findings from this study as presented on table 4.12 showed that most of variables 

which contained the customer loyalty have an average of 4.8220 which implies a 

high level of customer loyalty to the accredited health facilities. Mostly, a minor 

standard deviation means that the standards in a statistical data set are close to the 

mean of the data set, on average, and a high standard deviation means that the values 

in the data set are farther away from the mean, on average This indicated that data 

points tend to be very close to the mean that customer loyalty is high at the 

accredited health facilities in Dodoma city. 

With regards to the customer’s loyalty assessment based on services delivered the 

respondents felt that they had a positive talk on NHIF services and recommend it 

again to attain facility in NHIF with strong agree in this views of the respondents 

about most majority said that they were satisfied with their expectations in terms of 

quality of the service and care, convenience and cooperation.  

4.3.4 Effect of business to business relationship on customer satisfaction with 

the health facilities in Dodoma city 

Table 4.13 shows a model summary of regression analysis between the four 

independent variables which were trust, commitment, communication and 

cooperation of the business to business relationship and dependent variable which 

was customer satisfaction. The value of R was 0.882; the value of R square was 

0.778 and the value of adjusted R square was 0. 505. Findings from table 4.13 above 

show that, 77.8% of alterations in the customer satisfaction were attributed to the 

four independent variables in the study. 

Table 4. 13: Summary of Multiple Linear Regression Result 

Model R R Square Adjusted R Square 

Std. Error of the 

Estimate 

1 .882a .778 .505 0.073 

Source: Research Data (2020) 

Table 4.13 shows a model summary of regression analysis between four independent 

variables which were trust, commitment, communication and cooperation of the 

business to business relationship and dependent variable which was customer 
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satisfaction. The value of R was 0.882; the value of R square was 0.778 and the value 

of adjusted R square was 0.505. The findings from table 4.13 show that, 77.8% of 

alterations in the customer satisfaction were attributed to the four independent 

variables in the study. 

Table 4. 14: ANOVA 

Table Model Sum of 

Squares 

Df Mean 

Square 

F Sig. 

1 

Regression 1.921 20 0.096 3.568 0.000b 

Residual 0.915 34 0.027   

Total 2.836 54    

Source: Field Data (2020) 

The F-ratio in the ANOVA, tests whether the overall regression model is a good fit 

for the data. Results in Table 4.14show that the independent variables statistically 

significantly predict the dependent variable, F (20, 34) = 3.568, p (.000). In other 

words, the regression model is a good fit of the data. 

Table 4. 15: Summary of Relationship between B2B and Customer Satisfaction 

Model Unstandardized 

Coefficients 

Standardize

d 

Coefficients 

T Sig. 

B Std. 

Error 

Beta 

1 

(Constant) 2.774 1.108  2.504 0.026 

Trust 0.178 0.595 0.223 2.659 0.078 

Commitment 0.374 0.723 0.384 1.934 0.012 

Communication 0.075 1.926       0.07   1.77 0.021 

Cooperation 0.186 0.591 0.146  1.2 0.024 

      

Source: Research Data (2020) 

Ssummarized results in Table 4.15 in the relationship between the independent 

variable and dependent variable. The summary below presents the equation of the 

multiple linear regression  

Y = β1X1+ β2X2 + β3X3+ β4X4 + α,  
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where by Y stands for the customer satisfaction; X1 stands for the trust of business to 

business relationship; X2 stands for commitment of the business to business 

relationship; X3 stands for communication of the business to business; X4 stands for 

cooperation of the business to business; β1, β2, β3 and β4 stand for correlation 

coefficients of independent variables; and α was the error term.  

Based on the findings of the study the regression equation in Table 4.12, the model 

became as Y = 0.178X1 + (0.374) X2 + 0.005X3 + 0.186X4 + 2.455. This means 

that, if all factors (trust, commitment, communication and cooperation of business to 

business relationship) were held constant, customer’s satisfaction would be 2.774.  

For every unit increase in trust of business to business relationship also, the 

customer’s satisfaction would increase by 0.223. Likewise, a unit increase in 

commitment of the business to business relationship, would lead to an increase in 

customer satisfaction by 0.723.  

Similarly, for every unit increase in communication of business to business 

relationship, the customer satisfaction would increase by 0.07 while a unit increase in 

cooperation of business to business relationship would lead to an increase in 

customer satisfaction by 0.146 (Table 4.14).  

The study findings show that, the variables of business to business relationship 

influenced significantly customer satisfaction (P<0.05) except trust which was not 

significant (P>0.05) as indicated in Table 4.15. 

During an interview with one of the respondents at the accredited health facilities on 

the level of satisfaction with the business to business relationship, she said that, 

“business to business provide useful contribution to attain customer satisfaction, 

through cooperation among two company who engaged in business”.  

However, a significant relationship between commitment, communication, 

cooperation on customer satisfaction is consistent with studies such as Ganesan 

(2000), Mohr and Speakman (1994). Also, as consistent with the studies such as 

Hesket et al. (1997), Rauyruen and Mille (2007), Selnes and Gonhaug (2000).  
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4.3.5 Effect of business to business relationship on customer loyalty with the 

health facilities in Dodoma city 

This was the fifth objective of this study, whereby the researcher posed different 

questions so as to determine the effect of business to business relationship on 

customer loyalty with the accredited health facilities in Dodoma city and the results 

are presented in Table 4.16 below. 

Table 4. 16: Effect of business to business relationship on customer loyalty with 

the accredited health facilities in Dodoma city 

Model R R Square Adjusted R Square 

Std. Error of the 

Estimate 

1 .886a .683 .233 0.035626 

 

Table 4.16 presents a model summary of regression analysis between the four 

independent variables which were trust, commitment, communication and 

cooperation of the business to business relationship and dependent variable which 

was customer loyalty. The value of R was 0.886; the value of R square was 0.683 

and the value of adjusted R square was 0. 233.Findings from table 4.16 above show 

that, 68.3% of alterations in the customer loyalty were attributed to the four 

independent variables in the study.  

The four (4) independent variables which were studied contributes to about 68.3% of 

the customer loyalty as represented by the R square. This means that, the four (4) 

independent variables contributed almost 68.3% on customer loyalty while other 

factors not included in this research contribute to 31.7% of the effects of business to 

business relationship on customer loyalty. 

 

  



52 

Table 4. 17: ANOVA 

Model Sum of 

Squares 

Df Mean 

Square 

F Sig. 

1 

Regression 1.117 20 0.083 3.305 0.000b 

Residual 0.683 34 0.040   

Total 1.800 54    

Source: Field Data (2020) 

The F-ratio in the ANOVA, tests whether the general regression model is a good fit 

for the data. The results in Table 4.17 show that the predictor variables statistically 

significantly contributed to the variation of the dependent variable, F (20, 34) = 

3.305, p (.000). In this aspect the regression model of this study fits well the data. 

Table 4. 18: Summary of Relationship between B2B and Customer Loyalty 

Model Unstandardized 

Coefficients 

Standardize

d 

Coefficients 

T Sig. 

B Std. 

Error 

Beta 

1 

(Constant) 2.455 1.064  2.306 0.025 

Trust 0.175 0.079 0.301 2.204 0.024 

Commitment 0.186 0.077 0.221 2.404 0.022 

Communication 0.073 0.069 0.252   2.010 0.023 

Cooperation 0.234 0.108 0.202 2.170 0.022 

      

Source: Research Data (2020) 

Results summarized in Table 4.18 above in the relationship between the independent 

variable and dependent variable. The summary below shows the equation for 

multiple linear regressions, multiple regression results and the meaning of each 

unknown item and the linear equation in the research. 
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Y = β1X1+ β2X2 + β3X3+ β4X4 + α,  

where by Y stands for the customer loyalty; X1 stands for trust of business to 

business relationship; X2 stands for commitment of the business to business 

relationship; X3 stands for communication of the business to business relationship; 

X4 stands for cooperation of the business to business relationship; β1, β2, β3 and β4 

stand for correlation coefficients of independent variables; and α was the error term.  

Based on the regression analysis shown in Table 4.18, the model became as Y 

=0.175X1 + 0.186X2 + 0.073X3 + 0.234X4 + 2.455. This means that, if all variables 

of business to business relationship were held constant, customer loyalty would be 

2.455. Also, for every unit increase in trust of business to business relationship, the 

customer loyalty would increase by 0.301. Likewise, a unit increase in commitment 

of the business to business relationship would lead to an increase in customer loyalty 

by 0.221. Similarly, for every unit increase in communication of business to business 

relationship, the customer loyalty would increase by 0.0252 while a unit increase in 

cooperation of business to business relationship would lead to an increase in 

customer loyalty by 0.202 (Table 4.18).  

Findings have shown that, the variables of business to business relationship 

influenced significantly customer loyalty at P<0.05) as indicated in Table 4.18above. 

Findings consequently are, in agreement with findings of Palmatier et al. (2006), who 

found a significant relationship between customer loyalty and cooperation, 

communication, trust, and communication. This study positions satisfaction as a 

precursor to both loyalty and cooperation, communication, trust and commitment. As 

a result, continuity reflects expectations about the relationship duration and 

cooperation, communication, trust and commitment reflects a willingness of one 

organization to work with another. These outcomes reflect the intentions and 

behaviors associated with working with another firm. In this respect, the results of 

the study seem to support literature was found to have a very strong predictive effect 

on loyalty.  
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CHAPTER FIVE 

CONCLUSION AND RECOMMENDATIONS 

5.1 Overview  

The objective of this study was to assess the effects of business to business 

relationship on customer satisfaction and loyalty between NHIF and accredited 

health facilities in Dodoma city. This chapter summarizes the findings of the study 

and provide conclusion based on the results. Lastly, this chapter provides the 

limitation and recommendation area for further studies and basically are directed to 

the management of National health insurance fund and accredited health facilities in 

Tanzania.   

5.2 Summary of the Findings 

This section summarizes the findings which based on the organization of specific 

research objectives as presented below; 

Objective one sought to assess the status of business to business relationship between 

NHIF and accredited health facilities in Dodoma city. The analysis of the data 

obtained have revealed that there were several variables influence the status of 

businesses to business relationship; these included Trust, Commitment, 

Communication and Cooperation. These variables are found to be very essential 

element and have progressive effects to influence the status of B2B relationship 

between NHIF and accredited health facilities in Dodoma city. Overall, the status of 

B2B relationship between NHIF and accredited health facilities in Dodoma City was 

found to be high, suggesting a good relationship in between them. The second 

objective sought to assess the status of customer satisfaction among NHIF member at 

the accredited health facilities in Dodoma city. Findings have revealed that 

customers are satisfied with the services offered by the accredited health facilities.  

The third objective of this study sought to assess the status of customer loyalty 

among NHIF members at the accredited health facilities in Dodoma city. Findings 

have shown that the assessment based on services offered at the accredited health 

facilities, the respondents felt positive on NHIF services and agreed to attend again 

and recommended to family and friends to visit the facilities. This suggests a high 
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level of customer loyalty to accredited health facilities. The fourth objective of this 

study sought to determine the effects of business to business relationship on 

customer satisfaction with the health facilities in Dodoma city. 

Differently this objective was analysed through linear regression as the relationships 

included customer satisfaction. All predictors of B2B relationship (commitment, 

communication and cooperation) influenced customer satisfaction except trust, which 

was not statistically significant. The fifth objective of this study sought to determine 

the effects of business to business relationship on customer loyalty with the health 

facilities in Dodoma city. Differently from the first three objectives, this objective 

was analysed through a linear regression as the relationship included customer 

loyalty. All predictors of B2B relationships (trust, commitment, communication, and 

cooperation) influenced customer loyalty significantly. 

5.3 Conclusion  

Based on findings of this study the following conclusion are made; 

 The status of B2B relationship between NHIF and accredited health facilities 

in Dodoma City is high, suggesting a good relationship between NHIF and 

accredited health facilities in terms of trust, commitment, communication and 

cooperation. 

 NHIF members whom received health services from the accredited health 

facilities in Dodoma City are satisfied with the services offered at the 

accredited health facilities. 

 NHIF members whom received health services from the accredited health 

facilities in Dodoma City are loyal to the accredited health facilities. These 

members have good intention to attend again at the health facilities and 

recommend to family members and friends.  

 All predictors of B2B relationships (commitment, communication and 

cooperation) influenced customer satisfaction except trust, which was not 

statistically significant. 

 All predictors of B2B relationships (trust, commitment, communication, and 

cooperation) influenced customer loyalty significantly.  
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5.4 Recommendations 

Depending on the study’s findings, it is recommended that: 

i.   It is recommended that NHIF should advance their applied procedures and 

strategies for certifying that the provided and offered services and goods to be 

reliable with or exceed customer expectations. This involves NHIF to 

advance resources for the satisfaction of customer needs in order to achieve 

organizational objectives and goals. As loyalty and cooperation as led by 

satisfaction and considered to be essential elements for NHIF in order to 

improve a competitive advantage. As customers who are loyal to the 

organization may enhance profits and increases the chance of remaining to 

the NHIF for a long period and provide word of mouth recommendations. 

Customer satisfaction increases a long term relation and commitment and 

enhance a declined tendency to lay off relationships. In order to satisfy the 

customer, the following strategies are recommended:  

 Focus on understanding problems, needs and interests of 

customers  

 Implement strategies for managing disputes  

 Interactive strategies for communication must be in place  

 A complaint management system will provide a method for 

listening to the needs of the customer  

 Emphasis should be placed on providing value to customers  

 Customer expectations should be fulfilled  

 

ii. A NHIF must devote efforts in formulating strategies of attaining trust and 

actual communication. As competencies of supplier has an effects on trust 

and communication that influences commitment, an inter-relationship exists 

between trust and commitment. NHIF must offer quality products so as to 

attain trust from customers. As formerly argued, satisfaction has a significant 

positive on cooperation which in turn significant positive loyalty. Trust and 

communication have a straight significance positive in cooperating and 

turning effects loyalty. Employees must have the responsiveness forming the 

part of making decisions in progressions and by far considering the 
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possibility of making sure incentives to achieve responsibilities by 

considering customer satisfaction. 

iii.  Training of support staff should include management of customer complaints 

and provide the essential skills to deal with customers in a professional 

manner  

iv. Do not forget the role of the business as a trust builder. Make the 

organization, its values, brand as well as its strengths perceptible for the 

customer to support trust formation towards the company itself. This might 

really support the customer relationships’ continuance if the key employees 

in your company make an exit. 

 

5.5 Limitations of the study 

Through the study, the researcher confronted several challenges containing 

inadequate funds. The fund that was given for this study was inadequate to encounter 

all expenses like repaying research assistants, transportation costs, stationeries and 

paying meals. In most situation, the timetables in conducting meetings and collection 

of the issued questionnaires from the chosen respondents improperly achieved as 

planned. In this aspect, the researcher was necessitated to acquire added costs of 

transportations so as to get the required level of responses from the respondents as 

the costs were not anticipated and planned before. 

In addition, the determination of the researcher to conduct interviews with the 

selected respondents, the amount of time that was allocated was limited to acquire 

detailed insights on the way variables of the study were constructed on the effects of 

B2B relationship on ensuring customer satisfaction and loyalty. There was a fixed 

time for finalizing this research work was far beyond the capacity of the researcher. 

The time for this research work was inadequate to carry out comprehensive study 

because approximately of the information was not straightforwardly and quickly 

available. Consequently, the researcher had to extend the working hours and times in 

order to meet planned respondents and complete the study. 

Also, some of the selected respondents who were given questionnaires to fill were 

found to have incomplete time to fill the issued questionnaires, some when inquired 
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found to lose them that necessitates the researcher to find more additional copies that 

were further distributed to them. Furthermore, many respondents had a idea of 

attainment some incentives from the researcher specifically after knowing that the 

work was intended for the acquisition of degree award. The researcher used his 

capacity to convince the respondents to work with him without any payment hence it 

is an academic exercise not for business purpose.  

5.6 Areas for further research 

The study suggests that, to gain a deeper understanding concerning the B2B 

relationship on customer satisfaction and loyalty, it is necessary for practitioners to 

ensure implementation of similar studies but in the chosen different service business 

contexts example Tourism sector, education sector and others. Furthermore, there is 

a need for the further execution of this research in industries with more product 

oriented businesses like the retail industry would have a chance of providing some 

new and more interesting concerns in terms of knowledge in existing body of 

literature. 
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APPENDICES 

Appendix I: Questionnaire for Respondents 

This questionnaire is designed to answer the questions on effects of business to 

business relationship on customer satisfaction and loyalty. The information given out 

will be solely for academic purpose and would be treated as confidential. Thank you. 

Write or tick (  ) the appropriate response to each of the question 

Section A: Introduction Information  

1. Sex of respondents 

                  1. Male [       ] 2. Female [      ]  

2. How old are you?  

1. Below 20 [       ] 2.20-29 [     ] 3. 30-39 [     ] 4. 40-49 [     ] 5. 50 and 

above [    ] 

3. What is your marital status? 

1. Married [    ] 2. Single [   ] 3. Divorced [     ] 

4. What is the level of your education?  

1. Primary [     ] 2. Post-Secondary [      ] 3. University [      ]  

                    4. Others please specify............. 

      5.   What is your source of income? 

      1. Employed [      ]   2. Self employed [      ] 

      6.   Which one of these describes your personal income per month? 

1. 0 – 249,000 [     ] 2. 250,000 – 999,000 [     ] 3. 1,000,000 – 1,499,000           

[    ] 4. 1,500,000 – 2,999,000 [      ] 5. 3,000,000 - Above [     ] 
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Section B: Write or tick (  ) the appropriate response to each of the question 

1. How are you satisfied with the services delivered at this facility? 

 1. Extremely dissatisfied (   ) 

 2. Somewhat dissatisfied (   ) 

 3. Neither satisfied nor dissatisfied     (   ) 

 4. Somewhat satisfied (   ) 

          5. Extremely satisfied  (   ) 

2. How likely are going to attend again to this facility? 

1.  Not at all likely        (   ) 

2. Slightly likely   (   ) 

3. Moderately likely      (   ) 

4. Very likely           (   ) 

5. Extremely likely (   ) 

3. Based on the services delivered to this facility, would you recommend it to a 

friend or family member? 

1. Definitely would not (   ) 

2. Probably would not (   ) 

3. Not sure                  (   ) 

4. Probably would   (   ) 

5. Definitely would  (   ) 

4. Overall what is your comment on services delivered at this facility? 

 …………………………………………………………………………

…………………………………………………………………………

…………………………………………………………………………

………………………………………………………………………… 
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The following table has statements about dimension of business to business 

relationship on customer satisfaction between NHIF and accredited health facilities 

in Dodoma City.  Rate your agreement with each of the statements by using the scale 

provided in the table below. Rank 1 = Strongly Disagree (SD), 2=Disagree (D), 3= 

Neither Agree nor Disagree (N), 4=Agree (A) and 5=Strongly Agree (SA). 
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Appendix II 

This table will be filled by accredited health facility in charge towards NHIF. 

No STATEMENTS 1 2 3 4 5 

 BUSINESS TO BUSINESS RELATIONSHIP      

1. Trust      

 NHIF has high integrity      

 NHIF has goodwill reputation      

 NHIF is consistent in providing services      

 NHIF is reliable in providing unique services       

2. Commitment      

  Remain a client to enjoy the relationship      

 Feel NHIF is looking out of your interest      

 I have strong sense of loyalty towards NHIF      

3. Communication      

 NHIF communicate frequently       

 NHIF execute public relation programs      

 Information provided timely       

 Staff communicate in friendly manner       

 Information help provide better services       

4. Cooperation      

 NHIF has well defined standards for customers contract      

 NHIF show a sincere interest in solving problems on time      

 NHIF always search most reasonably price solution for me       

 Encourage customer complaints       

 Try hard to understand customer needs constantly       
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What is your comment on your relationship?  

…………………………………………………………………………………………

…………………………………………………………………………………………

…………………………………………………………………………………………

………………………………………………………………………………………… 
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Appendix III 

This table will be filled by NHIF officer towards accredited health facility 

No STATEMENTS 1 2 3 4 5 

 BUSINESS TO BUSINESS RELATIONSHIP      

1. Trust      

 Facility has high integrity      

 Facility has goodwill reputation      

 Facility is consistent in providing services      

 Facility is reliable in providing unique services       

2. Commitment      

 Remain a client to enjoy the relationship      

 Feel facility is looking out of your interest      

 I have strong sense of loyalty towards facility      

3. Communication      

 Facility communicate frequently       

 Facility execute public relation programs      

 Information provided timely       

 Staff communicate in friendly manner       

 Information help provide better services       

4. Cooperation      

 Facility has well defined standards for customers contract      

 Facility show a sincere interest in solving problems on time      

 Facility always search most reasonably price solution for me       

 Encourage customer complaints       

 Try hard to understand customer needs constantly       

 

What is your comment on your relationship?  

…………………………………………………………………………………………

…………………………………………………………………………………………

…………………………………………………………………………………………

………………………………………………………………………………………… 
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IKISIRI 

Utafiti huu ulihusika na uhusiano wa Biashara na Biashara juu ya kuridhika kwa 

wateja na uaminifu katika jiji la Dodoma. Iliongozwa na malengo maalum 

matano ambayo ni: kutathmini hali ya biashara na uhusiano wa kibiashara kati 

ya MTBA na vituo vya afya vilivyoidhinishwa, kutathmini kuridhika kwa 

wateja kati ya wanachama wa MTBA na uaminifu, kuamua athari za biashara 

kwa uhusiano wa kibiashara juu ya kuridhika kwa wateja na uaminifu vituo vya 

afya katika mji wa Dodoma. Ukubwa wa sampuli ya wahojiwa (280), 

waliajiriwa ambapo sampuli za kimfumo na mbinu za sampuli za makusudi 

ziliajiriwa, kuchagua wahojiwa. Takwimu zilikusanywa kwa kutumia 

mahojiano ya uchunguzi na ya kibinafsi. Maswali na miongozo ya mahojiano 

yaliajiriwa kama zana za ukusanyaji wa data. Takwimu zilizokusanywa 

zilichambuliwa kwa kutumia takwimu zinazoelezea na uchambuzi wa ubora na 

urekebishaji mwingi wa laini. Kwa kumalizia, utafiti umebaini kuwa hadhi ya 

biashara na uhusiano wa biashara inaweza kutambuliwa kama muhimu kwa 

kuridhika na uaminifu wa mteja. Walakini, kuboreshwa kwa changamoto fulani 

kunapaswa kufanywa ili kuongeza kiwango cha kuridhika kwa wateja na 

uaminifu. Inashauriwa kuwa, shirika linapaswa kudumisha uhusiano wake na 

vituo vya afya vilivyoidhinishwa ili kuboresha huduma zao na kushawishi 

kuridhika kwa wateja na uaminifu kwa wateja wake, pia, kuboresha huduma 

yake kuhusu maoni ya mfumo, kutekeleza mafunzo ya wafanyikazi na mikakati 

ya kusimamia ubora wao wa huduma ili kuvutia wateja zaidi katika vituo vyao 

vya afya vilivyoidhinishwa. 
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ABSTRACT 

This study was involved with the Business to Business relationship on customer 

satisfaction and loyalty in Dodoma city. It was guided by five specific objectives 

namely: to assess the status of business to business relationship between NHIF and 

accredited health facilities, to assess customer satisfaction among NHIF members 

and loyalty, to determine the effects of business to business relationship on customer 

satisfaction and loyalty with the health facilities in Dodoma city. A sample size of 

(280) respondents, were employed whereby a systematic sampling and purposive 

sampling techniques were employed, to the select the respondents. Data were 

collected by using both survey and personal interviews. Questionnaires and interview 

guides were employed as tools for data collection. Collected data were analyzed by 

using a descriptive statistics and qualitative analysis and multiple linear regression. 

In conclusion, the research has revealed that the status of business to business 

relationship could be marked as a positive significant on customer’s satisfaction and 

loyalty. However, an improvement on certain challenges should be done in order to 

increase the level of customer satisfaction and loyalty. It is recommended that, the 

organization should maintain its relationship with the accredited health facilities in 

order to improve their services and influence customer’s satisfaction and loyalty to 

its customers, also, improve its service regarding a feedback a system, implement 

staff training as well strategies for managing their quality of services to attract more 

customers at their accredited health facilities.  
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