
The University of Dodoma

University of Dodoma Institutional Repository http://repository.udom.ac.tz

Business Master Dissertations

2012

þÿ�A�n� �a�s�s�e�s�s�m�e�n�t� �o�f� �c�u�s�t�o�m�e�r�s �

satisfaction with customer service at

Tanzania electric supply company

(TANESCO): A case study of Dodoma

municipal council

Malima, Stanslaus M.

The University of Dodoma

þÿ�M�a�l�i�m�a�,� �S�.� �M�.� �(�2�0�1�2�)�.� �A�n� �a�s�s�e�s�s�m�e�n�t� �o�f� �c�u�s�t�o�m�e�r�s �� �s�a�t�i�s�f�a�c�t�i�o�n� �w�i�t�h� �c�u�s�t�o�m�e�r� �s�e�r�v�i�c�e� �a�t

Tanzania electric supply company (TANESCO): A case study of Dodoma municipal council.

Dodoma: The University of Dodoma.

http://hdl.handle.net/20.500.12661/956

Downloaded from UDOM Institutional Repository at The University of Dodoma, an open access institutional repository.



i 

 

AN ASSESSMENT OF CUSTOMERS’ SATISFACTION WITH 

CUSTOMER SERVICE AT TANZANIA ELECTRIC SUPPLY 

COMPANY (TANESCO): A CASE STUDY OF DODOMA 

MUNICIPAL COUNCIL 

 

 

 

 

 

 

 

By 

Stanslaus M. Malima 

 

 

 

 

Dissertation Submitted in Partial Fulfillment of the Requirements for the Degree of 

Master of Business Administration of the University of Dodoma 

 

 

 

University of Dodoma 

October, 2012



i 

 

CERTIFICATION 

The undersigned certifies that he has read and hereby recommends for acceptance by 

the University of Dodoma a dissertation entitled “An assessment of customers’ 

satisfaction with customer service at Tanzania Electric Supply Company 

(TANESCO): A case study of Dodoma Municipal Council” in partial fulfillments of 

the requirements for the degree of Master of Business Administration of the University 

of Dodoma.   

 

 

………………………………………….. 

Prof. Inderjeet Singh Sodhi 

(SUPERVISOR) 

 

 

 

 

Date:……………………………… 

 

            

 

 

 

 

 

 



ii 

 

DECLARATION 

 

I, Stanslaus Munyaraga Malima hereby declare that this dissertation is a result of my 

own research work except for the literature acted, which served as a source of 

information. This work is in no way a reproduction in party or in whole of a work ever 

presented for the award of a degree or publisher. I further confirm that works by other 

author, which were used as reference and resources information have been 

acknowledged. 

 

 

 

…………………………………….. 

Signature 

 

                                      

                                         Date:…………………………….. 

 

 

 

 

 

 

 

 

 

 



iii 

 

DEDICATION 

This work is dedicated to my beloved wife Ms Dorothy Malima, and my children 

Victor, Eddie, Davis and Angel. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



iv 

 

ACKNOWLEDGEMENTS 

Glory, honor, adoration, Excellency, perfectibility, supremacy, and notability are 

ascribed unto the Almighty God, who in his infinite love guided me to the successful 

completion of this study. Enthusiastically, words are inadequate to express my 

appreciation to Him. 

I also avail myself of this opportunity, with pleasure, to follow the good tradition of 

recognizing all those who, in one way or the other contributed to make my studies a 

success. I am grateful to impeccable supervision of Prof. Inderjeet Singh Sodhi for the 

significant role he has played in my life. His guidance, support and understanding kept 

me going. I thank him for believing in me. 

I recognize my indebtedness to Dr. Ahmed.M.Ame the Director of post graduate 

studies at the University of Dodoma for his encouragement which enabled me to 

proceed with this research study. My sincere thanks go to all Lecturers at the School of 

Social Sciences of the University of Dodoma (UDOM) in particular and the 

Management in general for their help and advice on academic matters.   

My deep gratitude goes to my wife Dorothy Malima for her wonderful support and 

relentless encouragement and to my lovely children, Victor, Eddie, Davis and Angel 

for their understanding and patience while I was busy with this study. To my parents 

Mr. and Mrs. Johnson Ndaro Munyaraga, my sisters and brothers who always 

encouraged and supported me in my studies, I will never forget them institutionally.  

  Finally, I extend my thanks to the Management and all staff of TANESCO Dodoma 

in particular and Tanzania in general for their positive co-operation and help while 

conducting this research study. 



v 

 

ABSTRACT 

Service quality and customer service are key determinant of customer satisfaction and 

eventually high revenue through purchase decision on TANESCO services. The 

objective of the study was to assess customers‟ satisfaction with customer service at 

TANESCO. The study adopted qualitative research under the case study design to suit 

the nature of this study.   Case study approach was considered to be appropriate for this 

study because issues related to customer services are complex, context dependent, 

involving social processes.  The study considered a sample of 110 respondents; among 

these were employees of TANESCO and TANESCO customers. A qualitative primary 

data were collected using interviews, focused group discussion and observation were 

adopted.  

The findings indicate that most of the customers do not get reliable power supply and 

the supply does not meet customer demand, these have resulted into poor service 

delivery as well as low revenue collection among other factors. The findings have also 

revealed a number of challenges which face customer service delivery and revenue 

collection at TANESCO.  These challenges includes; Theft of electricity energy by 

unfaithful customers in collaboration with unfaithful TANESCO staff, late/none 

delivery of electricity bills to respective customers, corrupt employees and incorrect 

bills.  

Lastly, the researcher has drawn out the following recommendations; TANESCO is 

advised to invest heavily in improving its institutional capacity to deliver services to its 

customers satisfactorily. The government should waive taxes on equipment used in the 

generation, transmission and distribution of electricity in order to reduce cost of 

electricity. The Government is recommended to speed up implementation of the 

projects that are underway to quickly redress the problem of unreliable power supply.  
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CHAPTER ONE 

INTRODUCTION AND OVER VIEW OF THE STUDY 

1.0 Introduction 

This chapter introduces the study on the assessment of customers‟ satisfaction with 

customer service at TANESCO. It presents the background to the study problem, 

research objectives, significance of the study and the structure of the study. 

1.1 Background of the study 

Through experience, customers are target elements in all marketing activities (goods 

and services) and thus to make them satisfied or dissatisfied with the products or 

services is a matter of common sense to the marketer. In offices for example, to 

facilitate effective communication, people normally use telephones to communicate 

from within and outside their offices. But the strange thing is that the telephone 

systems are not well maintained thereby, creating dissatisfaction among customers. But 

in real practice, “satisfied customers will always come back; while dissatisfied may 

not.” 

Service delivery is critical to the customer‟s perception of value and is core to the 

success of an organization. Excellent customer service incorporates the critical aspects 

of: expedient service delivery; open and honest communication; individual, 

personalised service; engendering customer loyalty; problem-solving; under-promising 

and over-delivering; meeting and exceeding expectations; efficient use of 

infrastructure, systems and procedures to facilitate efficient operations and, in 

particular, effective use of knowledge management with a focus on customer lifecycle 
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care (Kingstone, 2004, 2005; Zarbock, 2006). 

Customer satisfaction is a direct result of a customer‟s expectation and the customer 

service provided by the organization.  A customer may be content with one encounter 

with an organization but find the next experience with the same organization 

unpleasant.  Management cannot control a customer‟s reaction while doing business 

with the organization, but it can develop consistent levels of customer service that all 

employees are trained in and adhere to.  Thus, consistent levels of customer service can 

lead to continued high levels of customer satisfaction, which can lead to repeat 

business, higher profits, and increased market share, (Woodruff, Robert B. and Gardial, 

Sarah, 1996). 

Most models of customer evaluations of services focus on the comparative judgment of 

expectations versus perceived performance resulting in the two major evaluative 

judgments of perceived service quality and customer satisfaction (Bloemer et al, 1994). 

For example, customers assess service quality by comparing their expectations prior to 

their service encounter with say a bank (employee), develop perceptions during the 

service delivery process and then compare their perceptions with the actual service 

received from the bank employee. Thus, customer expectations are unique, individual 

constructs which, prior to a service, influence customer's evaluation of service 

performance and customer satisfaction. 

Services comprise of four unique characteristics namely, intangibility that is services 

cannot be seen, tasted, felt, or smelled before purchase; inseparability-cannot be 

separated from providers they are produced and consumed at the same time; variability 

that is, quality of services are not uniform, they vary and depend on who provides 

them, when, where and how, and perishability- services cannot be stored for future sale 
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or use.  

These characteristics are the big challenges to all services oriented institutions, and 

since the quality of services offered are subjective, their quality can only be determined 

on the basis of reliability- the ability to deliver promised services in  a dependable and 

accurate manner, responsiveness- the willingness to help customers and provide prompt 

service for example avoid keeping customers waiting for no apparent reason, 

assurance- the ability to inspire trust, security, competency and confidence such as 

being polite and showing respect to customers, empathy or caring- ability to be 

approachable or the degree to which customers are treated as individuals for example 

being a good listener, and tangibles- physical facilities and service facilitating 

equipments such as cleanliness (Parasuraman et al, 1988).  

1.1.1 Background of TANESCO 

Tanzania Electric Supply Company limited (TANESCO) is a parastatal organization, 

which was established in 1964. The company‟s Corporate Mission is to generate, 

transmit, distribute and supply electricity in the most effective, competitive and 

sustainable manner. TANESCO‟s Vision is to be an efficient and commercially focused 

utility supporting the development of Tanzania and to be the power house of East 

Africa. The company has almost 839,935 customers in the country. Dodoma Municipal 

is located in Dodoma region and just at the centre of Tanzania mainland. It is one 

among the regional headquarters that are electrified by TANESCO and the company 

has almost 22,765 customers in this Municipal. 
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1.1.2 The Vision and Mission Statements 

The Vision and Mission statements set out the reasons for the company‟s existence and 

are directed at giving customers the best service at all times. In its business plan that 

covered the period 2003-2007, TANESCO emphasized on eradicating deficiencies 

related to power quality and customer services. Excellent Power Quality and Customer 

satisfaction are achieved when the organization constantly and consistently exceeds the 

customers‟ expectations. If TANESCO is going to meet the customers‟ expectations, 

then she should know that every aspect of business has an impact on revenue. 

Improving power quality involves making a commitment and decision to study the 

distribution networks with the aim of increasing its reliability and efficiency so as to 

exceed/tally with power consumption demand, thereafter, developing plans and 

strategies that will give positive impact to revenue. 

1.2 Statement of the Problem 

TANESCO for a long time has been blamed by various stakeholders and the general 

public for poor customer service delivery, some of them have critically mentioned poor 

customer service as one of the factors affecting TANESCO‟s revenue collections. 

TANESCO on one hand does agree that it is facing a problem of poor customer service 

but on the other hand is not sure whether customer services delivery has something to 

do with enhancement of customers‟ satisfaction and at what extent. 

It is therefore increasingly becoming every company‟s attempt to improve the quality 

of its service so as not only to remain in the business rather to make a sufficient profit. 

In fact, in the globalised world, there is an increasing need for organizations to put 

more emphasis on the customer services, as it can promote or demote the business 
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performance of the entire organization. 

There has been a long cry at TANESCO regarding collection of revenue as what have 

been generated does not correspond to the revenue collection, however it has been 

reported that there has been a loss on revenue, although it have been reduced from 27% 

to 21% in year 2010. There are many factors that may be thought to be the cause of 

reduced collections, since TANESCO‟s operation depends greatly on the revenue 

collected from its customers, and this should be worked on. 

The monopoly power of TANESCO has been reduced nowadays compared to the past 

due to alternative usage of power substitutes like biogas, solar energy, gas, wind power 

etc. Although these alternatives are not very much common in Tanzania, it is a good 

sign of competition and end of monopolistic trend as far as supply of electricity is 

concerned. Therefore, the concept of good customer services is very important for the 

future success of the company.  

1.2.1 Customers’ Views 

For a long time, there have been complaints from the general public and customers who 

use electric power on the poor service delivery (Africa News, 2006; URT, 2005). Some 

customers have the feelings that the quality of power and services offered are below 

standard and thus led to poor revenue to TANESCO itself and customer dissatisfaction 

respectively.  It has often been said that, the quality of power supplied and the level of 

service offered by our utility company TANESCO do not meet the standards hence fall 

short of revenue collection and customer satisfaction. Customers have specifically cited 

critical problematic areas as being; low voltage to some areas, frequent power cuts, 

power fluctuations, delayed connection for new power supply applicants, delayed 



6 

 

restoration of power supply after an outage, inadequate power supply to meet 

consumers‟ demand which results into load shedding, theft/vandalism of power 

distribution and transmission  facilities, inaccurate/inflated bills, unanswered 

emergency phone calls, delayed bill delivery, bad language by TANESCO staff, 

corruption practices, long queues at some LUKU vending stations (insufficient number 

of LUKU vending stations), damaged appliances due to erratic power supply, hiked 

power tariff, etc. These are some of the problems that hinder good customer services as 

well as customers dissatisfaction, therefore need attention and an empirical 

investigation on these problems forms the basis of this study.  

1.3   Research Objectives 

1.3.1 The General Objective 

The main objective of this study was to assess customers‟ satisfaction with customer 

service services at TANESCO.  

1.3.2 The Specific Objectives 

Specific objectives of the study are:- 

i. To evaluate customers‟ views on customer services offered by TANESCO in 

Dodoma municipal. 

ii. To assess the staff competencies on provision of customer services. 

iii. To determine the challenges facing TANESCO‟s customer service and revenue 

collection.   

iv. To determine the contribution of TANESCO‟s electricity infrastructures on 

customer services. 
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1.4 Research Questions 

In the process of assessing the customers‟ satisfaction with customer service at 

TANESCO, the researcher was able to come up with solutions to the following 

questions: 

i. What are the customers‟ views on customer services offered by TANESCO at 

Dodoma municipal? 

ii. What are the competencies of TANESCO staff on provision of customer 

services? 

iii. What are the challenges facing TANESCO‟s customer service and revenues 

collection?  

iv. What is the contribution of TANESCO‟s electricity infrastructures on customer 

services? 

1.5 Significance of the Study 

This study will assist TANESCO Dodoma Municipal in particular and TANESCO in 

general in ascertaining the impact of customer services on customers satisfaction. It 

points out the way of improving customer services in order to meet customers‟ demand.   

Customers‟ complaints are handled in order to win and retain more of them to enhance 

productivity, profits, and finally business repeat. The findings of this study may 

additionally be used in other related studies, especially those evaluating the impact of 

customer services on revenue collection, hence form a basis for further studies on the 

relationship that exist between customer services and  revenue collection in other 

sectors here in Tanzania or elsewhere. Finally, the study will add new knowledge to the 
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existing empirical studies. 

1.6 Scope of the Study 

This study report on an assessment of customers‟ satisfaction with customer service 

was conducted at Dodoma municipal; the research covered only one organization, 

Tanzania Electric Supply Company Limited (TANESCO). The study focused on 

attaining the followings:- The specific objectives of the study which were to evaluate 

customers views on customer services offered  by TANESCO in Dodoma, to assess the 

staff competencies on provision of customer services, to determine the challenges 

facing TANESCO customer service and revenue collection and to determine the 

contribution of TANESCO‟s electricity infrastructures on customer services.  

1.7 Organization of the chapters 

This study is organized into five chapters as follows: Chapter one is introductory one 

which highlights on the background information, statement of the research problem, 

objectives of the study and its significance. Chapter two provides the theoretical 

framework of the study. It gives the discussion of the concept of the customer services 

and the element that constitute the customers‟ satisfaction.  It discusses and models 

satisfaction. Finally the chapter provides empirical review, a conceptual framework and 

critical review of the relationship between customer services strategies and customers‟ 

satisfaction on various service providers. 

Chapter three describes the study methodology. This chapter starts with a presentation 

of research design. Also it discusses the different approaches and strategies to the 

research and shows the logical approach to the choices made in the data collection and 

analysis methods used. 
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Chapter four provides an in depth discussion of the research findings in respect to the 

results and the responses of customers and employees regarding the relationship 

between customer service strategies and customers‟ satisfaction. 

Chapter five and the final one provides summary, conclusion and recommendation of 

the study regarding the research objectives. It also provides an assessment of the value 

of the research done and outlines on the possible future research stands. 

1.8 Limitations of the study 

This study was limited to one public institution. The researcher also faced financial 

resource problem for the necessary expenses, but the researcher tried hard to search 

some assistance and mostly to use his own man power to make sure that the research 

was completed. 
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CHAPTER TWO 

LITERATURE REVIEW 

2.0 Introduction 

This chapter deals with reviewing of various literatures related to the study. It gives 

theoretical and empirical information in relation to the study subject.  

2.1 Theoretical Review of Literature 

The literature review discusses published information in a particular subject area, and 

sometimes information in a particular subject area within a certain period or it can be 

just a summary of the sources but is usually an organized pattern and combines both 

summary and synthesis (University of North Carolina, 2008). According to De Vos and 

Fouche (1998), the literature review demonstrates that a researcher is thoroughly 

knowledgeable about related research, and the intellectual traditions that surround and 

support the study. 

The study of quality in services has gained interest just after the concern on improving 

the quality of products appeared, and services are increasingly important in the global 

economy (Parasuraman et al., 1985).  Fierce competition has obliged service 

organizations to look for an effective way to differentiate in the market and augment on 

the likelihood of customer satisfaction. Strategic quality management in services is 

therefore improving in the industries (Oliver, 1993). Delivering quality services is 

indeed an important marketing strategy (Berry & Parasuraman, 1994), but the difficulty 

in defining service quality and customer satisfaction, as well as problems in developing 

appropriate instruments for measuring such constructs, represent major constraints 
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faced by organizations in exploring market opportunities. This chapter discusses about 

the theoretical review of literature, empirical review of the literature, conceptual 

framework, critical review of literature and relevance of literature in relation to the 

impact of customer service on customers‟ satisfaction. 

2.1.1 Definition of key terms 

2.1.1.1 Customer 

Ame (2005) in his paper, „„The Effect of Quality on satisfaction and its Consequences 

on Customers‟ Behavioural Intentions” defined a customer as an individual who 

acquires a service from a service provider. That individual may be the end user of the 

service or otherwise but should be in a position to evaluate the service experience and 

form customer satisfaction as well as create behavioural intentions on the usage of the 

firm producing the service. In the Oxford dictionary a customer is defined as a person 

who buys something from a tradesman, shop, etc. Parasuraman and Grewal (2000) 

defined a customer as an individual or business entity that buys the product, meaning 

that they acquire it (legally, and probably but not necessarily, physically) and pay for it. 

According to this view, major classes of customers are those types of marketing 

intermediaries or channel members who buy for resale to their customers, including 

wholesalers and retailers of all types as well as business customers. 

The word customer has not been frequently  defined in many marketing literatures 

although it is used frequently. People have developed a number of phrases that 

illustrate the importance of the term.  These include, “a customer is always right, 

customer is king, give customers what they need, customer is an asset”, etc. 

Sometimes, the terms customer and consumer are used interchangeably both in 
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scholarly and in popular press. Hornby (1989),  

2.1.1.2 Service 

Services, by definition, are intangible and easily duplicated. They can be divided into 

high-touch or high-tech services. High-touch services are mostly dependent on people 

in the service process producing the service, whereas high-tech services are 

predominantly based on the use of automated systems, information technology and 

other types of physical resources. However, one should always remember that high-

touch also includes physical resources and technology-based systems that have to be 

managed and integrated into the service process in a customer-oriented fashion 

(Kassim 2005). 

2.1.1.3 Customer Service 

Nicolas, (1999) in his paper “The Economics of Customer Satisfaction” defined 

customer service as a department or function of an organization that responds to 

inquiries or complaints from customers of that organization. Customer service has gone 

beyond that definition in recent years. Even though many people may think that 

customer service is something insignificant, it is very imperative for the organization.  

Oliver, (1993) in her paper “Cognitive, affective, and Attribute Bases of the 

Satisfaction Response”, defined customer service as not merely customer relations or 

how nice the interactive staff or front-Desk workers are to customers. Rather, satisfying 

or even delighting customers is the goal of excellent customer service. Because 

customers for different types of services have different needs, customer service 

strategies will differ and must be tailored to the target customer.  
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On the other hand, customer service is no longer judged by how many ways a customer 

can reach a company; it's about creating an individual customer experience that 

responds to queries and problems at the first moment of customer-to-company contact. 

It can mean the difference between keeping a customer for life or losing one in an 

instant (Mitchell Gross, Mobius, 2000). 

2.1.1.4 Quality 

There is no universally accepted definition of product (goods or services) quality 

(Brown and Swatz, 1989). Few academic researchers have attempted to define and 

model quality because of the difficulties involved in delimiting and measuring the 

construct (Parasaraman et. al;, 1985).  However, due to the importance of quality and 

the need to study it, researchers have come up with the following definitions:  Zeithaml 

(1988) defines quality as superiority or excellence.  In manufacturing-based products, 

quality is defined as conformance to manufacturing specifications or service standards.  

For example, in the prevailing Japanese philosophy, quality means „zero defect-doing it 

right the first time.‟ Other definitions having the same viewpoint are “Quality is 

conformance to requirements” and “Quality is fitness for use” (Crosby, 1979 and Juran, 

1982, respectively).  According to International Standard Organization (ISO 9000, 

1997), quality is defined as the totality of features and characteristics of a product or 

service that bear on its ability to satisfy stated or implied needs. 

2.1.1.5 Quality of Service 

Fundamentally, Quality of service is the difference between consumers‟ perceptions of 

the service received, compared with their expectations of service based on past service 

experiences (Parasuraman et al, 1985). While Satisfaction is related to a specific 
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service encounter or transaction, Quality is based on the difference between consumers‟ 

service expectations and their perceptions of service performance (Parasuraman et al, 

1988). Hence, it is necessary to identify and prioritize expectations for service and 

incorporate these expectations into a process for improving service quality (Woodruff, 

M. and Sarah, G, 1996). Implementing and evaluating service quality is a very complex 

process. Two aspects need to be taken into consideration when evaluating service 

quality: content and delivery (Suh, Jaebeom, 2000). Customers may be in the best 

position to evaluate the quality of delivery, while the service providers are the best 

judges of the content of the message. However, the ideas of Parasuraman on quality 

were extended by Zeithaml et al, 2004) to include a relationship between service 

quality and consumer behavior.  Service quality or quality of service compares 

perceptions to what a consumer should expect from the organization/firm that delivers 

high-quality services, while satisfaction compares perceptions to what consumers 

would normally expect. 

Unlike quality in products, quality in services is not based on the way operations 

people, service engineers or service designer‟s think, but on the mindset of marketers 

(Gronroos, 1993). This expression conforms to Lewis and Booms (1983), who argue 

that service quality is a measure of how well the service level delivered matches 

customer expectations. Delivering quality service means conforming to customer 

expectations on a consistent basis.  Taking this stance, Gummesson, (1978) defines 

quality of a professional service as a matter of perceived quality; where the customer is 

buying confidence and trust. 

Recent researchers have noted that, in defining and modeling service quality the 

concept is often confused with customer satisfaction. This conceptual and empirical 
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overlap between the two constructs has been noticed and discussed by several service 

quality researchers like (Parasuraman et. al., 1994; Liljander, 1995; Oliver, 1993; 

Cronin and Taylor, 1992). In their definitions, perceived service quality (service 

quality) can be seen as a cognitive judgement of the service.  It can be described as the 

disconfirmation of some type of comparison standard, or as the service performance.  

They agree that evaluation of service quality is usually based on experience of the 

service; a judgement of the quality can also be made without service experience.  

Quality assessment can, for example be made basing on knowledge about a service 

provider through word-of-mouth or advertisement. On the other hand, customer 

satisfaction is connected to an actual service experience and is also thought to include 

an affective component (Liljander, 1995). On issue of quality to TNESCO service is 

shows that TANESCO through its Regional offices, Dodoma being on of them has a 

vital role to play in underpinning the nation‟s economic development in Tanzania by 

providing satistifactory services to consumers, its operation on a fully commercial basis 

has been challenging for TANESCO-Dodoma Regional office the quality of services . 

Consequently, the planned generation mix ratio has been affected and has forced 

TANESCO to purchase additional energy from thermal fired independent power 

producers. Operational expenditure has increased as a result and this has significantly 

impacted the utility‟s ability to recover its cost from consumers. This result into losses 

to addressed the utility assuming a greater level of debt, supported by guarantees being 

required from the Government of Tanzania (GOT) (Ridgway Capital Projects Limited, 

2010). 
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2.1.1.5.1 Importance of Quality 

The importance of quality is that it increases value (i.e. may allow or permit higher 

margins, improve profits, gain competitive advantage, and maintain loyalty to 

customers (Macintosh G & Lockshin LS, 1997). A customer‟s evaluation of service 

quality is a consequence of all the interactions between the consumer and the 

organization/firm. This implies that the organization needs to detail or state the 

complete activity cycle, all specific activities (actors as well as actions), outcomes and 

their relationships (i.e. direction, effect, variation) to the outcome to include, service 

quality, customer satisfaction, profitability and organization value (Padmanbhan, V., 

2005). Therefore in the aspect of quality of services from TANESCO to its customers 

seems to be satisfactory. 

2.1.1.6 Loyalty 

Ranaweera and Prabhu, (2003), defined Loyalty as the extent to which customers wish 

to keep their relationship to a supplier, and usually results from how much they believe 

that the value they receive from this supplier is higher compared to others. Loyalty is 

behaviourally expressed by retention and emotionally by word of mouth; the extent to 

which customers are willing to inform others on service incidents that have given them 

satisfaction.   

2.1.1.7 Revenue 

In business, revenue is defined as income that a company receives from its normal 

business activities, usually from the sale of goods and services to customers. In many 

countries, such as the United Kingdom, revenue is referred to as turnover. Some 

companies receive revenue from interest, dividends or royalties paid to them by other 

http://en.wikipedia.org/wiki/Business
http://en.wikipedia.org/wiki/Income
http://en.wikipedia.org/wiki/Corporation
http://en.wikipedia.org/wiki/Product_(business)
http://en.wikipedia.org/wiki/Interest
http://en.wikipedia.org/wiki/Dividend
http://en.wikipedia.org/wiki/Royalties
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companies. Revenue may refer to business income in general, or it may refer to the 

amount, in a monetary unit, received during a period of time, as in "Last year, 

Company X had revenue of $42 million." Profits or net income generally imply total 

revenue minus total expenses in a given period. In accounting, revenue is often referred 

to as the "top line" due to its position on the income statement at the very top. This is to 

be contrasted with the "bottom line" which denotes net income. 

For non-profit organizations, annual revenue may be referred to as gross receipts. This 

revenue includes donations from individuals and corporations, support from 

government agencies, income from activities related to the organization's mission, and 

income from fund raising activities, membership dues, and financial investments such 

as stock shares in companies. 

In general usage, revenue is income received by an organization in the form of cash or 

cash equivalents. Sales revenue or revenues is income received from selling goods or 

services over a period of time. Tax revenue is income that a government receives from 

taxpayers. 

In more formal usage, revenue is a calculation or estimation of periodic income based 

on a particular standard accounting practice or the rules established by a government or 

government agency. Two common accounting methods, cash basis accounting and 

accrual basis accounting, do not use the same process for measuring revenue. 

Corporations that offer shares for sale to the public are usually required by law to 

report revenue based on generally accepted accounting principles or International 

Financial Reporting Standards. 

 

http://en.wikipedia.org/wiki/Monetary_unit
http://en.wikipedia.org/wiki/Profit_(accounting)
http://en.wikipedia.org/wiki/Net_income
http://en.wikipedia.org/wiki/Expense
http://en.wikipedia.org/wiki/Accountancy
http://en.wikipedia.org/wiki/Income_statement
http://en.wikipedia.org/wiki/Non-profit_organization
http://en.wikipedia.org/wiki/Mission_statement
http://en.wikipedia.org/wiki/Stock
http://en.wikipedia.org/wiki/Cash
http://en.wikipedia.org/wiki/Sales_(accounting)
http://en.wikipedia.org/wiki/Tax_revenue
http://en.wikipedia.org/wiki/Standard_accounting_practice
http://en.wikipedia.org/wiki/Accounting_methods
http://en.wikipedia.org/wiki/Generally_accepted_accounting_principles
http://en.wikipedia.org/wiki/International_Financial_Reporting_Standards
http://en.wikipedia.org/wiki/International_Financial_Reporting_Standards


18 

 

In a double-entry bookkeeping system, revenue accounts are general ledger accounts 

that are summarized periodically under the heading Revenue or Revenues on an income 

statement. Revenue account names describe the type of revenue, such as "Repair 

service revenue", "Rent revenue earned" or "Sales". 

At TANESCO revenue refers to income obtained from the sales of electricity to its 

customers. The electricity is sold in terms of kilowatt hour (kwh) or units. Customers‟ 

consumptions are recorded and charged on monthly basis for customers who their 

consumptions are recorded and metered through conventional metering system. For 

customers who use prepaid metering (LUKU) system, they pay for their consumption 

before using the electricity. In so doing TANESCO gets revenue which enables its 

business keep on going. 

2.1.1.8 Competency 

Boyatzis, R. (1982) defined competency as a capacity that exists in a person that leads 

to behaviour that meets job demands within the parameters of the organisational 

environment and that in turn brings about desired results. 

Rankin (2002) defined competencies as skills and behaviours that organisations expect 

their staff to practice in their work and explains that competencies represent the 

language of performance. They can include both the expected outcomes from an 

individual‟s efforts, and the manner in which these activities are carried out. Because 

everyone in the organisation can learn to speak this language, competencies provide a 

common, universally understood means of describing expected performance of many 

different contexts . 

 

http://en.wikipedia.org/wiki/Double-entry_bookkeeping_system
http://en.wikipedia.org/wiki/General_ledger
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Mansfield (1999) defined competency as an outstanding characteristic of a person that 

results into effective or superior performance. At TANESCO the competency is based 

on performing or running the organization for many years as it supplies electric power 

services to its customers for more than 45 years. 

2.1.1.9 Challenges 

Richardson and Howarth (2004), defined challenge as object of a hard situation that 

you are facing in the process of achieving a goal that you planned. Also Howarth and 

Richardson explained that challenge is not just a trouble but it has wider meanings like, 

is a difficulty that bears within an opportunity for development. 

2.1.1.10 Electricity Infrastructure 

Electric Power Infrastructure refers to “smart” electric grids and networks which 

deliver power to users on demand in an efficient and reliable way, from a broad range 

of generating sources. These grids and networks are usually supported by IT 

applications. This definition is derived from the “smart grid” concept, which 

emphasizes smart, efficient and reliable functions. 

The Electric Power Infrastructure value chain includes generation, transmission, 

distribution, service location, storage and IT solutions. In addition to the traditional 

value chain components – power generation, transmission, distribution and service 

location – electricity storage and communications are incorporated into the Initiative‟s 

Electric Power Infrastructure value chain; these represent additional integral 

characteristics of modern electrical grids and networks (Kotler et al, 1999). 

In China, as elsewhere in the world, “Smart Grid” is still an emerging concept which is 
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not yet well defined. However, some commonly cited characteristics include the ability 

to self-heal from power disturbance events, along with the capability to enable active 

participation by consumers in demand behavior and to operate resiliently against 

physical and cyber attacks (Kotler et al, 1999). 

2.1.1.11 Product 

Product is defined as anything that is offered to a market for attention, acquisition, use 

or consumption and that might satisfy a want or need. Products include more than just 

tangible goods. Broadly defined, products include physical objects, services, persons, 

places, organizations, and ideas or mixed of these entities (Kotler et al, 1999). 

2.1.1.11.1 Products classification 

Products can be classified according to their durability and tangibility. Non-durable 

products are goods that are normally consumed quickly, and used on one or a few 

usage occasions, such as beer, soap and food products. Durable products are products 

used over an extended period of time and normally survive for many years. For 

example, refrigerators, cars and furniture (Kotler, et al, 2005). 

Marketers have also divided products and services into two broad classes based on the 

types of customer that use them – consumer products and industrial products. 

2.1.1.12 Customer Satisfaction 

Drawing on a number of studies, customer satisfaction may be conceptualized into two 

ways: transaction-specific perspective and cumulative (Boulding et al., 1993; 

Parasuramman et al., 1994). “Satisfaction is the consumer‟s fulfillment response. It is a 

judgment that a product or service feature, or the product of service itself, provided (or 
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is providing) a pleasurable level of consumption-related fulfillment, including levels of 

under- or over-fulfillment…” (Oliver, 1997). 

Customer satisfaction in products and services reflects the ability that an organization 

or institution possesses, to meet the needs of their customers on a regular basis. In 

general, through good quality product & customer service, an institution hopes to 

achieve a range of objectives namely, higher sales revenue, growth in the customer 

base, retention of existing customers, as well as ability to compete against competitors 

(Prasanna Perera, 2005).   

2.1.1.12.1 Modeling Customer Satisfaction 

Models of customer satisfaction come from a vast literature of the marketing research 

discipline. This pool of research includes models that integrate the concept of customer 

satisfaction in a network of related concepts, such as value, quality, complaining 

behavior, and loyalty. In this paper, researcher labels these kinds of models as “macro-

models.” Macro-models have special importance for the policy-level implications of an 

organization‟s research in customer satisfaction. Macro models give the researcher the 

strategic context of the design and the results for a study of customer satisfaction, in 

relation to customer service strategies. 

The marketing research literature extensively covers the elements that make up the 

concept of Customer satisfaction, such as disconfirmation of expectations (see 

Erevelles and Leavitt 1992), equity, attribution, affect, and regret. Because these 

elements explain the composition of the customer satisfaction concept (or “construct”), 

theorist label these kinds of models as “micro-models.” Micro-models enable an 

analyst to properly operationalize measurements of customer satisfaction. 
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2.1.1.12.2 Measuring customer Satisfaction 

Measurement issues of customer satisfaction are numerous (Cooper et. Al. 1989), here 

researcher discusses macro and micro models. Basing on the remarkable definition of 

customer satisfaction, Firstly, satisfaction with a product/service is a construct that 

requires experience and use of a product or service (Oliver, 1997). Firstly, individuals 

who pay for a product/service but who do not use this product/service should not be 

expected to have the type of (dis)satisfaction that a product/service the consumer will 

have. Therefore, we need to realize that the concept of customer satisfaction is about 

consumer satisfaction (that is, the user satisfaction), rather than about buyer satisfaction 

(which may include non-users). Second, satisfaction is a feeling. It is a short-term 

attitude that can readily change given a constellation of circumstances. It resides in the 

user‟s mind and is different from observable behaviors such as product choice, 

complaining, and repurchase. Third, satisfaction commonly has thresholds at both a 

lower level (insufficiency or under fulfillment) and an upper level (excess or over-

fulfillment). This means that a consumer‟s satisfaction may drop if she/he “gets too 

much of a good thing.” Many people focus upon the lower threshold and neglect the 

potential for an upper threshold.  

In this case, Oliver who  highlights the concept of value as a driving force in product, 

choice and satisfaction‟s relationship to it as a brief psychological reaction to a 

component of a value chain. Oliver (1999) provides another version of this model, 

which appears overleaf in an abbreviated form as figure 1 below. An important point 

about customer value models is the use of gross benefit-cost judgments by consumers. 
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Figure 1: Model of link between satisfaction and Value 

 

 

 

   

 

 

 Source: (Oliver, 1999). 

However, Bitner & Hubbert, 1994 explained other crucial macro-model which 

provides, models provides the linkage of overall service satisfaction, encounter 

satisfaction, and conceptualization of perceived quality as a separate construct, distinct 

from satisfaction. Furthermore, they highlights the construct of a “global” level of 

satisfaction (the overall service satisfaction) in contrast to the construct of a component 

level of satisfaction (the encounter service satisfaction).  

Brief comment on each type of the model: 

Expectations Disconfirmation Model 

The Expectations Disconfirmation Model has been the dominant model in satisfaction 

research. The model has consumers using pre-consumption expectations in a 

comparison with post-consumption experiences of a product/service in order to form an 

attitude of satisfaction or dissatisfaction toward the product/service. In this model, 

expectations originate from beliefs about the level of performance that a 

product/service will provide. This is the predictive meaning of the expectations 
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concept. 

Perceived Performance Model 

The Perceived Performance Model deviates from the model above in that expectations 

play a less significant role in satisfaction formation. The model performs especially 

well in situations where a product/service performs so positively that the consumer‟s 

expectations get discounted in her/his post-consumption reaction to the product/service. 

Norms Models resemble the Expectations Disconfirmation Model in that; the consumer 

compares perceived performance with some standard for performance. In this case, 

however, the standard is not a predictive expectation, rather than considering what will 

happen in the consumption experience, the consumer uses what should happen as the 

comparison standard. 

Multiple Process Models 

Multiple Process Models characterize the satisfaction formation process as 

multidimensional. That is, consumers use more than one standard of comparison in 

forming a (dis)confirmation judgment about an experience with a product/service. 

Attribution Models 

Attribution Models integrate the concept of perceived causality for a product/service 

performance into the satisfaction process. Consumers use three factors to determine 

attribution‟s effect in satisfaction. These are locus of causality, stability, and 

controllability. 
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The locus of causality can be external (that is to say, the service provider gets the credit 

or blame) or internal (that is, the consumer is responsible for the product/service 

performance). Stable causes, would tend to have more impact in satisfaction because 

consumers tend to be more forgiving of product/service failures that appear to be rare 

events. Finally, controllability affects attribution which causes a poor outcome in 

consumption experience this mean that, the consumer will be unsatisfied with the 

product/service provider if the consumer believes that the provider had the capacity, 

that is, control, to perform in a better fashion. In exploring, affective Models differ 

from previous models in so doing, it goes beyond rational processes. In these models, 

emotion, liking, and mood influence (dis)satisfaction feelings following the 

consumption experience. 

Furthermore, Equity Models emphasize the consumer‟s attitude about fair treatment in 

the consumption process. Fair treatment can use the concept of the equity ratio 

(explaining, the amount of her/his return for her/his effort made) or the concept of 

social comparison (that is, the perceived, relative level of product/service performance 

that other consumers experience). Oliver (1997) breaks equity down further into three 

categories, procedural fairness; interactional fairness; and distributional fairness. The 

above listing is extensive but not all-inclusive.  

Customer satisfaction as Used and Measured in this study 

Logically customer satisfaction was measured by the model through the use of micro 

and macro models (cooper, et al 1989), as customer satisfaction is all about consumer 

satisfaction rather buyer satisfaction. Furthermore it is expressed that; macro models 

subsume the micro models as used by grouped researcher to simplify the study. 
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2.2 Empirical Review of Literature 

2.2.1 Studies Conducted in Developed Countries 

United States of America (U.S.A) 

Boulding, USA (1993), in the paper "A dynamic process model of service quality: from 

expectations to behavioral intentions", a study that was conducted in USA it was found 

that increasing a customer's level of satisfaction can substantially increase the 

economic attractiveness of that customer. They found that the account balances of 

customers who ranked themselves at the highest level of satisfaction- „highly satisfied‟- 

were nearly 20% greater than those of customers who ranked themselves at the second-

highest level „satisfied‟. Balances maintained by satisfied customers, however, were on 

average no higher than those maintained by customers at the next level of satisfaction 

„less than satisfied‟.  

An empirical in findings from a study by Bargtze (1992) on industry study of product 

liability; it was found that 45% of customer complaints regarding the ineffectiveness of 

the product purchased were due to customer misuse or misunderstanding. In that line, 

quality advocates maintain that while it is logical to allow the customer to define 

quality of service, there should be a reference standard to form a base for comparison.  

These standards may be perfection, industry standards, average competitor standards, 

managerial specifications, minimal acceptability etc. For example, Cadotte, Woodruff 

and Jenkins (1987) consider “quality deserved” as a standard. The idea is that, the 

comparison standard should not be the prior customer expectations.  Following from 

this view, Gronroos (1993) defined service quality as a comparison to excellence in 

service by the  customer. 
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Hopkins (2002) examined “organizational citizenship” in social science service 

agencies. Organizational citizenship behaviors were defined as extra-role activities that 

are not formally required by the job, but that clearly benefit both the organization and 

its clients. These kinds of employee behaviors not only demonstrate a desire to go 

above and beyond the call of duty to satisfy the customer, but they are also crucial for 

many organizations needing to maximize business results with fewer available 

resources. The findings of her research demonstrate that worker's reports of 

organizational support, developmental experiences, and quality of work performance 

and professional education were positively related to workers' citizenship behavior. 

This would suggest that an organization, which invests in human capital and seeks to 

support its staff, benefits by eliciting, increased motivation from workers to focus on 

the needs of its patrons.  

In the 1990s, IBM conducted global research on the question, "What will keep Chief 

Executive Officers and Senior Management awake at night as we begin the twenty-first 

century?" The study found that, regardless of the industry or geographic location, the 

most common response was a desire to generate a more customer-oriented culture or 

business vision so that the business can survive and win in the competitive world 

market (Thompson, 2000). 

United Kingdom (U.K) 

Studies conducted in U.K by various researchers concluded that: Service quality is one 

of the effective means in building a competitive position in the service industry. 

(Lewis, 1993); Investments in service quality, customer satisfaction and customer 

relationship leads to customer loyalty and this leads to profitability and market share 

(Rust and Zahorik, 1993; Hallowell, 1996; Rust et al, 1993); High quality service and 
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customer satisfaction often results in more repeat purchases and market share 

improvements (Buzzel and Gale, 1987); And the costs of customer acquisition are 

much higher than the costs of retention (Reichheld, 1993).  

Furthermore, service quality is accepted as one of the elements of customer satisfaction 

(Parasuraman, Zeithaml and Berry, 1994).  But other factors in the service sector such 

as price, product quality, as well as specific factors such as situational and personal 

factors have an impact on customer satisfaction (Zeithaml and Bitner, 2000. Their 

logical conclusion was to increase satisfaction in order to induce customers to 

repurchase services from the provider (Bou-llusar, Camison-Zornoza and Escrig-tena, 

2001) and that satisfaction is also an antecedent to loyalty in attitude and in behaviour 

(Rust and Zahorik, 1993; Yi, 1990; Dabholkar, 2000). 

Lovelock (1996) contends that quality judgment is just one of the factors determining 

customer satisfaction about services. In other words; service quality is the key driver of 

customer retention. It is therefore important to have a thorough understanding of the 

behavioural consequences of service quality, (Zeithal, Berry and Parasuraman, 1996). 

These authors urge that, superior service quality leads to more favourable behavioural 

intentions by customers to stay or remain which result into increased revenues, 

increased spending and referred customers. On the other hand, inferior service quality 

will lead to unfavourable behavioral intentions by customers (e.g. switching) leading to 

decreased spending, lost customers and additional costs to attract new customers. 

In the final analysis, service quality cannot be separated from the concept of customer 

satisfaction. Further research has also identified other factors such as customer specific 

and situational factors as contributing to overall satisfaction (Zeithaml and Bitner, 

2000).  
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Customer satisfaction is achieved by providing valued services and products, where 

value is the positive difference between customers‟ actual experiences and their service 

delivery expectations. Customer service is generated by high-quality support services 

(people, information, and technology) and by being empowered to provide value and 

resolve customer complaints. This customer service culture must be supported by 

leadership that emphasizes the importance of each customer and employee (Heskett, 

1997).  

 Customer satisfaction is a direct result of a customer‟s expectation and the customer 

service provided by the organization.  A customer may be content with one encounter 

with an organization but find the next experience with the same organization 

unpleasant.  Management cannot control a customer‟s reaction while doing business 

with the organization, but it can develop consistent levels of customer service that all 

employees are trained in and adhere to.  Thus, consistent levels of customer service can 

lead to continued high levels of customer satisfaction, which can lead to repeat 

business, higher profits, and increased market share, (Woodruff, Robert B. and Gardial, 

Sarah, 1996). 

Australia 

Duncan and Elliot (2002) however explored the relationship between customer service 

quality and financial performance in Australian banks and credit unions. They found 

that there was significant relationship between financial performance and customer 

service quality scores.  

United Arab Emirates 

Jabnoun and Al-Tamimi (2002) examined service quality at UAE commercial banks 

using SERVQUAL model and included thirty items in the five dimensions of 
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SERVQUAL. When they tested the developed instrument for reliability and validity, 

they found that the instrument had only three dimensions.  

2.2.2 Studies Conducted in Developing Countries 

Malaysia 

Yoo, Donthu and Lee (2000:208) conducted a study in Malaysia in the product market 

industry, to determine what effect various selected marketing mix elements might have 

on customer satisfaction. The findings indicated that, to enhance the strength of 

customer satisfaction, organizations should invest in advertising, distribute through 

retail stores with a good image, increase distribution intensity and reduce price 

promotions. This research document attempted to follow a similar approach by 

exploring the relationship between selected marketing mix elements and the customer 

experience in a financial services environment. The study was based on Berry‟s 

(1999:200) Service Branding model. This model indicates that the customer‟s 

experience of a service influences brand meaning, and that brand meaning influences 

brand equity which will lead to total customer satisfaction. The marketing mix 

elements tested were functional design (physical evidence), employee‟s appearance and 

responsiveness (people and process) and transaction fee charges (price). 

In the study by Krishnan, Ramaswamy and Venkatram (1999), satisfaction with 

perceived product quality was suggested as a primary driver of overall customer 

service. This finding contradicts the notion of an organisation being a service with high 

credence features, making evaluation of core service (technical quality) difficult. 

However they also found that other drivers of satisfaction were the financial statements 

and services provided through differing delivery channels. Their study suggests that the 

impact of service delivery factors differs substantially on customer satisfaction. For 
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instance they found that for customers who trade heavily and have high invest-able 

assets, the effect of an automated telephone service is higher than the other drivers of 

satisfaction.  

Customers who are satisfied with service quality are less likely to shift to other 

organisations providing the same services, therefore increasing such things as loyalty 

and retention (Bloemer J.M.M & & Kasper H.D.P, 1994). But customers do not like to 

be treated as they were just numbers or statistics (Berry & Parasuraman, 1994). In fact, 

customers determine the frequency of their contacts with companies based on the 

experiences they have with the services, and this exerts substantial impact on the 

profitability of organizations in the long run (Bolton & Lemon, 1999; Mukherjee et al., 

2003; Bhat, 2005). 

In developed and some developing economies, various studies reveal that customer 

satisfaction is achieved by providing valued services and products. On the other hand, 

good customer service is generated by high-quality support services (to include people, 

information and technology) and by being empowered to provide value and resolve 

customer complaints, (Babin, B.J and Griffin, M.1998). 

2.2.3 Studies Conducted in Africa 

Gardner Khumalo, Libhongo South Africa, & Thabo Rapoo (29
th

 January – 18
th

 

March2003) conducted a study on assessment of the impact of electricity service 

delivery and customer satisfaction in Johannesburg (South Africa), they found that the 

most commonly mentioned positive development by all groups, except participants 

from Lenasia, was the reliability of electricity supply. The Randburg/Bryanston group 

representing some of City Power‟s key corporate users and the large 
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manufacturing/industrial groups were particularly emphatic on this point. The Lenasia 

group, representing small businesses as well. 

Alternative service delivery arrangements at municipal level in South Africa about 28 

as other commercial interests, tended to be largely negative, reporting that power 

supply was still erratic and unreliable.  

The second most commonly mentioned positive benefit was improved billing and 

meter reading. Participants argued that meter reading had improved and become more 

regular compared to the time when this was the responsibility of the municipality. Also, 

about 60% of them said that the bills had become easier to understand in terms of 

layout and format. For the Alexandra group, prepaid meters were installed so that meter 

reading and billing were not important issues of concern. However, the majority of 

participants in this group displayed a significant lack of trust against City Power, 

indicating that they could not always be sure that their prepaid meters were loaded with 

the amounts of electricity purchased. 

The third positive benefit was good relations with users. However, this was mainly 

confined to key customers of City Power within the Randburg/Bryanston group as well 

as the large manufacturing/industries group. This is mainly because City Power has a 

policy of assigning what are called „Customer Relations Managers‟ or „Key Customer 

Executives‟ to an important group of about 130 corporate users with accounts worth 

R100 000 or more. 

Obviously, communication with users is a key element of service provision. This 

explains why City Power is investing such a great deal of time, effort and resources to 
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improving the quality of customer care and communication with this group of users. 

These businesses are given high levels of attention, involving regular and close one-on-

one meetings with senior management from City Power. An interview with a senior 

official at City Power indicated that there are regular annual meetings with key 

corporate users to enable the service provider and key customers to discuss areas of 

mutual concern in service delivery. It is clear that City Power places a high premium on 

keeping this group highly satisfied, mainly due to their large accounts. 

The final positive improvement, especially for the Randburg/Bryanston and the large 

manufacturing and industrial groups was maintenance. These users believed that City 

Power was undertaking regular maintenance of the infrastructure, including 

substations, with prompt responses from the technical staff when emergency repairs are 

needed. To some extent the Alexandra and Lenasia groups also reported the improved 

efforts by City Power in dealing with illegal connections, repairing the cabling and 

installing new meter boxes. 

2.2.4 Studies Conducted in Tanzania 

Some researches done on power industry for example hold that competition in the 

industry is only worth pursuing if it produces an industry that better meets consumer 

needs. It is instructive to note that TANESCO‟s tariffs are low when compared to those of 

neighbouring countries, In 2006, Tanzania‟s electricity tariffs in Tanzania were lower than 

in most other African countries, including neighbouring Kenya, Uganda and Rwanda 

(United Republic of Tanzania, (2005), Report on the Ministry of Energy and Minerals 

Client Service Charter; Zonal and Resident Mines Offices; Hours of Business; Dar es 

Salaam, March, 2005). 
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2.3 Conceptual Framework for the Study 

The conceptual framework that guides this study is provided below: 

Fig 1: Summary of Conceptual Framework that guides this study 

This conceptual framework in figure 2 shows the relationship between customer 

services, contribution of infrastructures, customer care approaches, employer-employee 

relations and staff competences in bringing about customer satisfaction and higher 

revenue collections in TANESCO. The framework shows two kinds of variables, 

dependent and independent. The literal interpretation of the relationship between the 

two is that the success of dependent variable depends on achievement of independent 

variables. The model links the success of customer services provision as a tool to 

enhance smooth operation of revenue collections hence company success. 
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 Figure 2: Conceptual Framework Model for Customer Services 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

The customer satisfaction and revenue collection at TANESCO depends on the internal 

and external factors. As a matter of concern, internally there are issues of employer – 

employee relations; staff competences and the contribution of infrastructure that have a 

direct impact on the revenue collections. Once these factors are at good position, there 

will be a proper customer care approaches and hence customer satisfaction. The 

external factors which are customers‟ demand, financial consideration, and local 

authorities‟ plans also have impact on the revenue collection.  
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Figure 3: The details of the Conceptual Framework for the Study 

 

2.3.1 Description of the Conceptual model 

Each of the key elements of the conceptual framework model shown in Fig 2 above is  

described hereunder:  

Electric power demand 

TANESCO is the main power utility company that supplies electricity direct to its 

domestic, Industrial and commercial consumers in the country. The amount of 

electricity generated, transmitted and distributed is influenced by the demand. 

Customers do expect TANESCO to supply them the power that meet their demand.  
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New Customers 

New customers apply for power connection from TANESCO. They have to approach 

TANESCO offices and interact with its staff for all the processes and procedures 

involved in power supply connection. 

Existing Customers 

Existing customers visit TANESCO offices and interact with its staff for different 

services like payment of bills, emergency power breakdowns, requests, queries, 

enquiries and lodging complaints. 

Staff 

Customers expect to get good power quality and good customer services from the 

company. These services are offered through the company‟s staff. Hence staffs need 

different training on good power quality & customer care or any other field related to 

their day to day activities. Staffs need to be well motivated so that they can be able to 

render their services well. 

Quick response to customer’s request and queries 

The more the staff are trained and motivated, the easier it makes them respond 

promptly to customers‟ requests and queries. Likewise, if the staffs are well equipped, 

they can respond to customers‟ requests more effectively and efficiently.  

Good Power Quality & Customer Care 

The availability of enough materials, working tools and equipment will make quick 

response to customers‟ requests and queries to be successfully met; this will result into 
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good power quality and good customer service. If customers are entertained and well 

cared for, they will not feel the full pinch of waiting for service delivery. For example, 

when a TV set is placed in a payment hall for customers to watch while in a queue 

waiting to be served. Presence of a number of disciplines at the one site 

(Multidisciplinary care), is often regarded an important factor in delivering quality 

service and hence attaining a good customer service. 

Good Customer Service 

Good quality product and customer care will results into quality service or rather good 

customer service. Even though many people may tend to think that customer service is 

something insignificant, it is very imperative for the survival of an organization 

(Nicolas G. Carr, Harvard, 1999). This is partly due to reasons already mentioned, 

regarding the influence of good customer service on customer retention, repeat 

purchase, revenue and profit.  

 Higher Revenue  

Customers will be satisfied with the services that will be provided when the staffs will 

provide quality product and quality services. Thus, consistent levels of good quality 

product and customer service can lead to continued high levels of customer 

satisfaction, which can lead to repeat business, higher revenue & profits, and increased 

market share, (Woodruff, Robert B. and Gardial, Sarah, 1996). 

Company success 

For the future success and sustainability of the company, good customer services are 

very important. Entry of new customers and the existing ones will be sustained if a 
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good customer service is guaranteed. In general, through good customer service the 

customers will get satisfied. An institution hopes to achieve a range of objectives 

namely, higher sales revenue, growth in the customer base, retention of existing 

customers, as well ability to compete against competitors (PrasannaPerera,2005)   

2.4 Critical Review of Literature 

2.4.1 Concepts underlining effective customer service strategies 

The public and private sector customer service literature concurs on the process for 

delivering great customer service, even if outcomes differ. The current literature 

supports an outside-in strategy of customer service, rather than the traditional inside-

out model for providing services (Thompson, 2000). The model indicates that the 

private sector, profit and growth are the outcomes, not goals. Profit and growth are 

generated by customer loyalty. Loyalty is generated by customer satisfaction. Customer 

satisfaction is the goal that companies should seek and focus on, because high customer 

satisfaction, as a matter of course, produces customer loyalty and subsequently profit 

and growth. At this point, the public and private sectors converge - customer 

satisfaction is the goal. 

Customer satisfaction is achieved by providing valued services and products, where 

value is the positive difference between customers‟ actual experiences and their service 

delivery expectations. Productive employees also create value. Some components of 

this model are cyclical. A 1991 study of property and casualty insurance companies 

found that employees who felt that they were meeting customer needs had twice the job 

satisfaction level of employees who did not believe they were meeting customer needs. 

In that study, when a frontline service worker left the company, customer satisfaction 
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levels dropped from 75 to 55 percent (Harvard Business Review, 1994). 

Within the organization, including power supply agencies „complaints management‟ 

has become an integral part of business, both from a regulatory perspective and a 

customer service standpoint. Simply stated, complaints management is the formal 

process of recording and resolving a customer complaint. It means listening to non-

satisfied customers and taking actions to remedy issues, where appropriate. By 

listening to customers, financial organizations can develop service standards and 

delivery processes to meet these standards. Further, keeping customers satisfied is a 

crucial issue, since losing a customer in one business may also mean losing them in 

other areas of business as well (Jim Henry, 2003).  

Through experience, revenue and eventually profit is target elements in all business 

activities (goods and services) and thus to make effort on improving quality of product 

and customer service is a matter of common sense to the business people. In offices for 

example, to facilitate effective communication, people normally use telephones to 

communicate from within and outside their offices. But the strange thing is that the 

telephone systems are not well maintained thereby, creating dissatisfaction among 

customers. But in real practice, “satisfied customers will always come back; while 

dissatisfied may not.” 

Services comprise of four unique characteristics namely, intangibility that is services 

cannot be seen, tasted, felt, or smelled before purchase; inseparability-cannot be 

separated from providers they are produced and consumed at the same time; variability 

that is, quality of services are not uniform, they vary and depend on who provides 

them, when, where and how, and perishability- services can‟t be stored for future sale 

or use.  
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These characteristics are the big challenges to all services oriented institutions, and 

since the quality of services offered are subjective, their quality can only be determined 

on the basis of reliability- the ability to deliver promised services in  a dependable and 

accurate manner, responsiveness- the willingness to help customers and provide prompt 

service for example avoid keeping customers waiting for no apparent reason, 

assurance- the ability to inspire trust, security, competency and confidence such as 

being polite and showing respect to customers, empathy or caring- ability to be 

approachable or the degree to which customers are treated as individuals for example 

being a good listener, and tangibles- physical facilities and service facilitating 

equipments such as cleanliness (Parasuraman , Zeitham, & Berry, 1994).  

All the above studies do not talk about the impact of power services supply in the 

context of public institutions like TANASCO. They talk on the context of profit 

oriented running of organizations in private companies. 

2.4.2 SERVQUAL Model and the Technical/Functional Quality Framework 

The foundations of service quality were viewed from two widely accepted perspectives 

– the SERVQUAL model and the Technical/Functional Quality Framework (Gronroos, 

1983, 1990). SERVQUAL, (Parasuraman, et al, 1985), offers five dimensions of 

service quality to be evaluated in any service setting; reliability, responsiveness, 

assurance, empathy, and tangibles.  SERVQUAL assumes that customers can articulate 

both their expectations of the general characteristics of quality service and also their 

perceptions of actual service quality by a specific service provider. It also requires 

analysis of various gaps in expectation versus actual to get usable results, (Donnelly at 

el, 1995). 
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SERVQUAL has been widely used in practice in its original and modified form 

(Levesque and McDougall, 1996) as an instrument to measure service quality. 

However, further research has illustrated that there are two overriding dimensions to 

service quality, the core or outcome aspects and the relational or process aspect of the 

service (Naser, Jamal and Khatib, 1999). While reliability is largely concerned with the 

service outcome, tangibles, responsiveness, assurance, and empathy are more 

concerned with the service process. Customers judge the accuracy and dependability 

(i.e., reliability) of the delivered service, but they judge the other dimensions as the 

service is being delivered. It was found that although reliability is the most important 

dimension in meeting customer expectations, the process dimensions (especially 

assurance, responsiveness, and empathy) are most important in exceeding customer 

expectations (Parasuraman et al, 1991).  

The nature or characteristics of the service has been found to influence the relative 

importance of the drivers of customer satisfaction. For instance, where core service 

quality (technical qualities) is easier to evaluate it may be a more critical driver of 

customer satisfaction. On the other hand if a service is high in credence qualities, 

functional qualities are suggested as a more critical driver of customer satisfaction 

(Shemwell, Yavas and Bilgin, 1998). Therefore, elements of customer satisfaction, 

which may be more important in retail banking, are functional elements in other 

business enterprises.  

2.5 Relevance of Literature 

2.5.1 General overview of customers’ service satisfaction review 

A study by Hallowell (1996) examined customer satisfaction but in relation to loyalty 
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concluded that, service satisfaction and satisfaction with price were elements in the 

overall satisfaction measurement. The measurements used in Hallowell‟s study were 

fairly comprehensive; concluding that all the elements measured had an impact on 

overall satisfaction. But the service features of branch, staff and information were 

found to be more influential. 

2.5.2 Benefits accrued in providing good customer service 

There are a number of benefits that a company gains by providing good customer 

service. The benefits range from exchange of information to profit: 

2.5.2.1 Trust and Information exchange 

Good customer service be it in a private or public sector generates satisfied or delighted 

customers. Satisfied customers lead to increased compliance, improved information 

exchange, improved relationships, increased trust and potentially, decreased workloads 

or costs. For instance, police departments across the Nations have embraced the 

concept of community policing. Through community policing, police departments 

incorporate a customer focus as well as an attitude of partnership with customers, to 

increase satisfaction and trust and even reduce fear of crime in the community. 

Customers actually participate in addressing crime and disorder in many ways like 

providing information. In so doing, workload on patrol officers is reduced. 

2.5.2.2 Revenue and profit 

According to Thompson, (2000) a number of marketing researches have established 

that good customer service leads to satisfied or delighted customers, which in turn 

generates customer loyalty, hence resulting to increased revenues and reduced costs. 
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For example, during the early 1990s, IBM transformed itself into a customer-driven 

organization. From 1994–1999, customer satisfaction increased by 5.5 percent, revenue 

increased from $63 billion to over $80 billion, cost and expense savings equaled $7 

billion, and stock prices improved over 1,000 percent (Thompson, 2000). 

2.6 Research Gap 

Various studies have been done  in relation to this study but due to the increased 

complain on quality service delivery a number of stakeholders have been echoed in 

various media concerning the quality service delivery in Tanzania Electric Supply 

Company Limited (TANESCO). However, there is missing information as to what 

factors leading to customer dissatisfaction as depicted in the provided level of service 

quality. There is lack of information as to impact of internal and external factors 

towards service provision performance which affect the customers‟ satisfaction and 

revenue collection. Hence the study will bridge the gap by alerting the decision makers 

on the prevailing situation. 

2.7 Conclusion 

Since a good number of literature reviewed show that good quality product and 

customer services are the necessary conditions for customers satisfaction and the 

success of any business, this study will make an empirical assessment on customers‟ 

satisfaction with customer service at TANESCO and find out how TANESCO achieves 

and sustains good customer services to keep their business going. 
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CHAPTER THREE 

RESEARCH METHODOLOGY 

3.0 Introduction 

A brief description of the methodology, data sources, sample design and procedures, 

data analysis and methods is given in this section. This study was conducted at 

TANESCO Dodoma Municipal. There are about 22,765 customers in the Municipal 

and 184 employees out of TANESCO total workforce of 254 in the region.  

3.1 Research design 

Research design is the conceptual structure within which research was conducted. It 

constitutes the blue print for the collection, measurement and analysis of data (Kothari, 

2006). There are three different types of research design depending on the nature 

and purpose of the study as mentioned below, but in this research study exploratory 

research design was used and is further explained in the last paragraph but one on page 

45 of this report. 

3.1.1 Exploratory Research Design 

Saunders, et.al, (2000) exploratory research design is suitable for exploratory studies 

whose main emphasis is to formulate a problem for precise investigation or developing 

a working hypothesis from an operational point of view. The major emphasis is on the 

discovery of ideas and insight; as such the research design appropriate for such studies 

must be flexible to consider different aspects of a problem. 
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3.1.2 Descriptive Research Design 

In descriptive research design, the major emphasis is on determining the frequency 

with which something occurs or the extent to which two variables covey. It is typically 

guided by an initial hypothesis (Churchill, 2000). Descriptive studies are also 

concerned with specific predictions, narrations of facts and characteristics concerning 

individuals, groups or situation. 

3.1.3 Causal Research Design 

Causal research design is suitable for studies whose major emphasis is on determining 

causal and effect relationship. Causal studies typically take the form of experiments; 

since experiments are best suited to determine cause and effect. As Kothari (2004) puts 

it “it is necessary to have a clear picture of the phenomenon on which you wish to 

collect data prior to the collection of data “This study employed a descriptive type of 

design because a descriptive study pre-supposes much prior knowledge about the 

phenomenon being studied. Another reason is that in descriptive studies, the researcher 

must be able to define clearly as to what he want to measure and must find adequate 

methods for measuring it. The study involved both qualitative and quantitative 

approaches of data analysis and presentation.  

This research study used exploratory research design due to the fact that there are 

empirical studies, which exist on the subject matter. Also, the researcher used 

exploratory design because exploratory studies pre-suppose prior knowledge about the 

subject matter. Another reason for choosing exploratory research design is the nature of 

the problem being studied, which was clearly defined in the statement of the problem. 

The research was conducted on the basis of surveys and statistical analysis. The 

surveys and analysis as such, was set to address questions raised in the research 
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objective context, and based on answers provided to the research questions by the 

participants. The research made an assessment of the impact of customer service on 

revenue collection.  

3.2 Research Approach 

The survey was used to collect data from all stakeholders located at the Dodoma 

municipal. The reason for selecting (adapting) a survey was to enable the 

generalization from the research findings. A total of randomly selected 110 respondents 

was selected and involved in the survey.  

3.3 Study Area 

The area of the study was TANESCO in Dodoma municipal. The reasons for selecting 

this area are; Most of the respondents were located in this area, availability of means of 

communication and infrastructure. The study concentrated on the problems hindering 

the functionality of customer service and revenue collection at TANESCO.  

3.4 Sampling technique and Procedure 

Kothari (2006) defines sample as a collection of some parts of the population on the 

basis of which judgment is made small enough to convenient data collection and large 

enough to be a true representative of the population from which it had been selected. 

Sample size refers to a number of items to be selected from the universe to constitute a 

sample. 

3.4.1 Sampling procedure 

Kothari (2006) defines sampling as a selection of parts of aggregate of the totality 
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based on which a judgment about the aggregate or totality is made. It is a process of 

selecting a group of people, events, behavior, or other elements with which to conduct 

a study. An important issue influencing the choice of a sampling technique is whether a 

sampling frame is available, that is, a list of units comprising the study population. 

3.4.1 Simple random 

Veal, (1997) defines random sampling as a process of selecting samples from 

population randomly where all members of the population have an equal chance of 

inclusion in the sample to achieve representativeness and to minimize biasness. Simple 

random sampling was used to small scale business owners. This technique was used to 

pick up by counting.  

3.4.2 Purposive sampling 

Non probability sampling, purposive sampling was preferred to get response from 

officials. Gall et al, (1996) contend that purposive sampling is to select cases that are 

likely to be information rich so as to serve the purpose of the study. Purposive sampling 

aims at gaining deeper insight into the phenomenon under study and it does not aim at 

gaining population validity. With probability sampling, simple random sampling used 

to pick households for interview. But with non probability sampling, purposive 

sampling preferred to get response from key informants. Both techniques were used 

because the researcher wants to select cases, which are full of information required.  

3.4.2 Population  

The population under this study was customers (22,765) and employees (184) of 

TANESCO in Dodoma region, where Dodoma Municipal was sampled.  
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3.4.3 Sample Size 

Total of 100 customers of different power usage capacity were interviewed as follows: 

37 customers from Domestic Low Usage Tariff category (DI), 40 customers from 

General Usage Tariff category (T1), 20 customers from Low Voltage Usage Tariff 

category (T2) and 3 customers from High Voltage Usage Tariff category (T3). Since 

many customers were in category D1 and T1, that is why were weighted high number 

of customers. 10 employees, particularly frontline staff (those who interact directly 

with customers) were approached to fill the questionnaires in their respective offices. 

The information were gathered using a survey, which utilize systematic sampling with 

replacement particularly to Low Voltage Usage Tariff category (T2) and High Voltage 

Usage Tariff category (T3), while randomly sampling was used to the rest of the 

population (Domestic Low Usage Tariff category (DI), General Usage Tariff category 

(T1). Normally, systematic sampling is used as proxy of simple random sampling, 

when no list of the population exists or when the list is in rough order (Lohr, 1999). 

This study used both rough list of customers from the company‟s data profile and when 

customers come for services, particularly at the end of the month. Therefore, the 

respondents under Low Voltage Usage Tariff category (T2) and High Voltage Usage 

Tariff category (T3) were interviewed at their premises, while the rest were interviewed 

at the TANESCO offices. 
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Table 1: The sample 

S/no Respondents Category of 

respondent 

Sub-total percent Total 

1 

 

 

 

 

Customers 

 

 

Domestic Low 

Usage Tariff 

category 

37 

 

34 

 

 

 

 

 

100 

General Usage Tariff 

category 

40 
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Low Voltage Usage 

Tariff category 

20 18 

customers from High 

Voltage Usage Tariff 

category 

03 03 

2 Employees Frontline staff 10 09 10 

Total    02 types     05 types of 

category 

110 100 110 

 Source: Researcher  

3.5 Data Collection Methods 

Direct interview was the only one option used in this study as regard to data collection 

method. Primary data were gathered through two types of questionnaires, namely 

customers and staff questionnaires. The sampled customers and staffs were provided 

with questionnaire to fill. The secondary data were collected and compiled from 

TANESCO‟s reports, documents & publications and thereafter were analyzed.  

3.5.1 Questionnaires 

A questionnaire is a set of questions, which are usually sent to the selected respondents 

to answer at their own convenient time and return back the filled questionnaire to the 

researcher (Kothari, 2004). The questionnaires were used to collect information from 

respondents. The reasons for using questionnaires were that they cover large sample at 

low cost, and they are free from bias. 
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In this study, open ended and closed ended questionnaire were sent to TANESCO 

employees and TANESCO customers. Open ended questions were used to get 

respondents own answers and to provide freedom to the respondents where by the 

respondents were given a freedom to select the answers at their own preferences. 

Closed – ended questions were used to restrict the respondents to choose among the 

given answers whereby the respondent were required to fill the empty spaces by giving 

the opinions feeling and experiences. These questionnaires were distributed by mailing 

and administered to make sure all responses are collected on time. 

3.5.2 Interviews 

According to (Kothari, 2004), an interview is a set of question administered through 

oral or Verbal communication or is a face-to-face discussion between the researcher 

and the interviewee respondent. Both group and individual interviews were conducted 

with respondents‟ interview using both, open ended and close-ended interview 

questions. This method enabled the researcher to supplement information from 

questionnaires. 

The study used the structured interviews, where by questions, wording and the 

sequences were fixed and identical for every respondent and highly standardized. This 

was used to primary data from the TANESCO employees and TANESCO customers. 

This helped to identify the factors leading to poor customer services and revenue 

collection at TANESCO Dodoma in particular and TANESCO in general. 

3.5.3 Observation 

According to (Kothari, 2004) observation is the method where the information is 

sought by the way of own direct observation and environment scanning 
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without involving respondents. The researcher made observations on how members of 

TANESCO staff offer customer service. The researcher used observation method 

because it allowed him to see the situation before getting information from 

respondents. 

This method was used to collect data in the field, this included visits to the TANESCO 

customers and TANESCO offices in order to meet with staff, listening to the 

respondents‟ opinion; this was only possible once there was a free access to all aspect 

of investigation and plenty of time for the observation to take place. This helped to get 

first hand information, to cross check information derived from other research 

procedures like questioners and interviews, to avoid biasness and overcome language 

problem. 

3.5.4 Data sources 

Documentation method was used because it enabled the researcher to get ready-made 

data and information by passing through various documents such as; books, journals 

and Annual Reports. This method was especially used because it helped to simplify the 

task of the researcher by providing statistical information recorded in terms of numbers 

and percentages, and represented in tables, charts and graphs. 

Both primary and secondary data were used in this study. TANESCO reports, different 

publications and documents were used to capture secondary data. These data were 

obtained from TANESCO offices, TANESCO Workers‟ union (TUICO), and 

University of Dodoma Library. Questionnaires were used as the major tool of 

collecting the primary data from both customers and other stakeholders within the area. 
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3.6 Data Analysis Methods 

The questionnaires were analyzed using Statistical Package for Social Scientist (SPSS), 

where frequencies and some charts were used for discussing the results; secondary data 

were analyzed using figures obtained from TANESCO‟s reports, publications & 

document to support the study.  Therefore, the two data were used in order to counter 

shortcoming from each other. 

After data had been collected using methods listed above, the data were reduced into 

summary form. The summary was processed by using Microsoft Excel. The research 

findings were organized and presented by using words, numbers and percentages by 

using tables. Data analysis and interpretation enabled the researcher to get a solution to 

the research problem and give recommendations. 

3.7 Data Reliability and Validity 

According to Joppe (2000), reliability is the extent to which results are consistent over 

time and an accurate representation of the total population under study is referred to as 

reliability and if the results of a study can be reproduced under a similar methodology, 

then the research instrument is considered to be reliable while Joppe (2000) defines 

validity as determines whether the research truly measures that which it was intended 

to measure or how truthful the research results are. In order to ascertain reliability of 

the study, a pilot study was conducted. Questionnaires were distributed to respondents. 

This was done to identify questions that might be unclear or ambiguous to the 

respondents. It also aimed to identify any non-verbal behavior of the participants that 

may possibly show discomfort or embarrassment about the content or wording. 
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Prior arrangements were made to meet the respondents for the pilot study; the 

questionnaires were given to the respondents to complete and return on the next day 

of their training. As a result of the recommendations made by the findings of the pilot 

study, a few minor changes were made to the final questionnaire before administering it 

to the selected respondents.  

3.8 Ethical Considerations 

In collecting the data to achieve the objectives of this study, it was important to put 

emphasis on the issue of ethics. Recent research has found that, “ethics refer to a 

process by which we clarify right and wrong and act on what we take to be right i.e. a 

set or system of moral principles that is generally applied” (Du Toit et al., 2002:110). 

Ethics in research therefore refers to what is acceptable behavior or rules‟; starting 

from the way the researcher formulates and asks questions. In interviewing people, a 

researcher has to acknowledge the respondents‟ privacy, maintaining confidentiality of 

data, preserving anonymity of respondents as well as using information gained for 

research purposes only. 

In terms of this research study, ethical issues were considered to ensure the success on 

the achievement of the overall objectives of the study. Important issues as far as this 

study is concerned, were to ensure that it is:  

i. Doing no harm to the participants - this particularly refers to sources of data 

such as individuals who were going to be interviewed and those who had to 

fill in questionnaires. In this research study every participant had the right 

not to fill in questionnaires and even those to be interviewed had a right to 

refuse divulging certain information.  
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ii. Doing no harm also to the data- data was going to be utilized for research 

purposes only. Again, the participants were assured that no other person 

would have access to interview data as well as the data obtained through 

questionnaires. In other words, where necessary, confidentiality was 

maintained and respect was shown to those involved.  

iii. Preserving anonymity in this study was one of the critical issues in that, the 

names of participants were not used, and other ways of identifying them 

such as by numbers were used.  

iv. No physical harm was done to any participant of this  
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CHAPTER FOUR 

STUDY FINDINGS, ANALYSIS AND DISCUSSION 

4.0 Introduction 

This Chapter aims at presenting the research findings resulted from the analysis of the 

collected data from the research field.  The findings have been generated from 

responses of 100 respondents who were interviewed and given questionnaires as well 

as from systematic observations of the day to day state of affairs based on expectations 

that, these data would yield a significant contribution to the theme in question. The 

general objective of this study is to assess customers‟ satisfaction with customer service 

at TANESCO.  The specific objectives of the study were to evaluate customers‟ views 

on customer services offered by TANESCO at Dodoma, to assess the staff 

competencies on provision of customer services, to determine the challenges facing 

TANESCO customer service and revenue collection and to determine the contribution 

of TANESCO‟s electricity infrastructures on customer services. The chapter begins 

with presentation of the findings from respondents through their views, opinions and 

comments, followed by analysis and discussion of the findings.          

4.1 General Characteristics of Respondents 

This section explains general characteristics of respondents which included: sex, age, 

level of education, marital status, main activity of the respondent as under presented 

and described. 
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4.1.1 Sex of the Respondents 

This study employed a total number of 100 respondents as the main respondents of the 

study. Results on sex of respondents show that more than half of respondents (62%) 

which is equivalent to 62 out of 100 were males on the one hand as presented in Table 

2.  On the other hand the table shows that a total of 38% which is equivalent to 38 out 

of 100 of total of the respondents were females. Even though this study involved both 

sexes in equal probability as they were selected randomly, these results indicate that 

men dominated women. In regard to the study, it can be said that men are more likely 

that large number of TANSESCO customers whereby the organization get revenue 

from them. 

Table 2: Sex of the Respondents 

Sex  Frequency  Percentage 

Male 62 62.0 

Female 38 68.0 

Total 100 100 

Source: Field data, 2012 

4.1.2 Age of the Respondents 

Results of this study on the aspect of age of the respondents show that large proportion 

of respondents 39 (39%) were between 41 and 50 years old as presented in Table 3. 

The age group which nearly followed were between 31 to 40 years old which accounts 

for 33 (33 %) of total of the respondents and this age group was followed by 14 (14%) 

of all respondents who were between 20 to 30 years. The table shows further that at 

least 2 (2%) of all respondents were more than 60 years. These results imply that large 

number of respondents were concentrated on man power age group. Therefore they 
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were able to use TANESCO products by paying the services from their earnings. 

 

Table 3: Age of the Respondents 

Age Frequency  Percentage 

20 - 30 14 14.0 

31 - 40 33 33.0 

41-50 39 39.0 

51 - 60 12 12.0 

> 60 2 2.0 

Total 100 100 

Source: Field data, 2012 

4.1.3 Education Level of the Respondents 

Results on education level of the respondents show that large proportion of the 

respondents 37 (37%) had secondary school education followed nearly by respondents 

who had primary school education which accounts for 34 (34%) of total of the 

respondents as shown in Table 4. These results indicate that, most of dwellers from 

Dodoma municipality had secondary and primary education as the basic education. 

Therefore, there is a need of increasing of enrolment in both secondary level and higher 

learning institutions. Education background of respondents is an important factor to be 

considered with adapting life style. Omari (1998) reported that education equips people 

with skills in various opportunities and therefore to greater extent determines the 

performance of individuals in their respective development activities. 
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Table 4: Level of Education  

Education Frequency  Percentage 

Informal education 9 9.0 

Primary education 34 34.0 

Secondary education 37 37.0 

College education 20 20.0 

Total 100 100.0 

Source: Field data, 2012 

4.1.4 Marital Status of Respondents 

Results on marital status of the respondents show that more than half of respondents 56 

(56%) were married as presented in Table 5. This implies that many respondents had 

marriage and posses families. They are capable of caring the family through their 

respective economic activities. Furthermore, the table shows that single people were 30 

(30%) while divorced and widow were 6 (6%), and 8 (8%) respectively. This indicates 

that majority of people were in marriage with great focus on caring their families 

through engagement in their respective economic activities.  

Table 5: Marital status of the respondents 

Status Frequency  Percentage 

Single 30 30.0 

Married 56 56.0 

Divorced 6 6.0 

Widow 8 8.0 

Total 100 100.0 

Source: Field data, 2012 

4.1.5 Main economic activities 

Another characteristic of the respondents which was determined was main economic 

activities or occupation of respondents. The findings of the study on this aspect show 
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that, 43 (43%) of total of respondents were businessman persons followed nearly by 35 

(35%) who were civil servant as indicated in Figure 4. At least 10% of respondents had 

been were farmers. This means that many interviewed respondents were business 

performers. This means that large proportion of town dwellers are businessmen 

compared to rural areas where by most of dwellers are farmers. 

Figure 4: Main economic activities 

Main economic activities

0

10

20

30

40

50

1

Activity

P
e
rc

e
n

ta
g

e Civil servant

Business/trade

Farmer

Employed by NGOs

 

Source: Field data, 2012 

4.2 Objective first: Evaluation of customers views on customer services offered by 

TANESCO   

4.2.1 Sufficient and reliable power 

This study has four research questions which have to be answered .The first research 

question is what are the customers views on customer services offered by TANESCO. 

Good customer services are very important for the positive impact on the customers‟ 

satisfaction. Questionnaires were given to some of the customers so as to know their 

response about the service they get from TANESCO. The information obtained from 
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the questionnaires was analyzed and the results of the respondents are as follows: The 

issue of sufficient and reliable power, about (40) 40% of the respondents agreed with 

the service while the remaining 60% of the respondents said that they don‟t get 

sufficient and reliable power as Table 6 shows.  

Table 6: Sufficient and reliable power 

 Frequency  Percentage 

Yes 40 40 

No 60 60 

Total 100 100.0 

Source: Field data, 2012 

4.2.2 Other services satisfaction 

Respondents were asked if satisfied on customers on other services to electric power 

services. If customers don‟t get this service as required means there is a problem of 

dissatisfaction as well as poor revenue. If power is not sufficient and reliable as 

observed in previous it is obviously that TANESCO never satisfies the demand of 

customers on other services. This is evidenced through the results obtained from the 

customers as only 35% of the respondents replied that they were satisfied with the 

services or power supply provided by TANESCO as Table 7 shows. Therefore this is to 

say there is a possibility for just few of the customers to pay their bills in or on time. 

On the other hand, 65% who don‟t get satisfied with the power will either not pay or 

pay in late time. 
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Table 7: Other services satisfaction 

 Frequency  Percentage 

Yes Yes 35 

No No 65 

Total 100 100.0 

Source: Field data, 2012 

 

4.2.3 Time taken to be connected with power from the day of application 

Regarding the time to be connected with power from the day of application was 

considered as a very important service to customers.  The majority are discouraged 

with the service because it takes longer time than what most of them expects. For 

example about (45) 45% of the respondents said it took them 1 to 2 years for them to 

get the service of being connected with the power as Table 8 shows. Also (10) 10% of 

the respondents reported to that it took them more than 2 years so as to be connected 

with power. This gives the picture that the services are not satisfactory which could 

lead to negative impact on revenue collection. TANESCO collect revenue from their 

customers who get the service and one of it is to connect them with the power. Now if 

it take much time for a customer to be connected with this service, it means in one way 

or another TANESCO revenue will not increase, because you can‟t collect the revenue 

to a person who is not getting the service. It is only (20) 20% of the respondents got 

this service within 6 months from the day they applied for. 
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Table 8: Time taken to connect power  

 Frequency  Percentage 

Less than 6 months 20 20 

Btn 6 -12 months 25 25 

Btn 1-2yr  45 45 

Less than 6 months 20 20 

Total 100 100.0 

Source: Field data, 2012 

4.2.4 The meter is read every month 

TANESCO can charge through either reading a meter each month or for those who use 

LUKU system get service through pre-paid system. Most of customers up to the 

moment use conventional meter system. Therefore TANESCO staffs need to read these 

meters each month so as to know the consumption of power to customers. The analysis 

shows that (59) 59% of the respondent said that their meter are being read each month 

as Figure 5 sketched. The remaining (41) 41% of the customer said no, that is to say if 

their meters are not read, there is a possibility for these customers to use the power free 

of charge which lead to reduce the revenue. It sometime complained by the customers 

through getting the estimated bills. The problem of estimated bill can either affect the 

customer of TANESCO. Therefore if meters are not read on time it can cause a lot of 

problems as a result the customers get dissatisfied with the services offered by 

TANESCO. For example in the analysis about (27) 27% of the customers use to get 

estimated bill each month. 
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Figure 5: The meter is read every month 
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Source: Field data, 2012 

4.2.5 Estimated electricity bills are obtained 

Furthermore for the case of obtaining the bill on time is said to be very important for 

the process of revenue collection. The evidence from the table shows that about (70) 

70% of the respondents get their bill in time only (30) 30% who do not to get their bill 

on time as Table 9 indicates. This indicates that if a customer gets his/ her bill in time 

the possibility to pay also on time is high and vice versa is also true.  

Table 6: Estimated electricity bills are obtained 

 Frequency  Percentage 

Yes 70 70 

No 30 30 

Total 100 100.0 

Source: Field data, 2012 
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4.2.6 Bill is obtained on time 

According to Table 10 as it can be observed that sometime, the customer may get, the 

bill on time, still can delay to pay due to the poor services given to him or her by 

TANESCO on that particular month. Therefore TANESCO has to consider all 

necessary services to their customers so as to satisfy them. 

Table 10: Bill is obtained on time 

 Frequency  Percentage 

Yes 70 70 

No 30 30 

Total 100 100.0 

Source: Field data, 2012 

4.2.7 The time spent when buying LUKU token 

The study looked on the customers who use LUKU system; they get the service of 

power after paying. Most of customers nowadays prefer LUKU system to other 

systems. Some of the respondent complained that it is some time took them much time 

to buy token due to the networking problem. About (55) 55% of the customers said 

they use more than 30 minutes to get the service.  Some time it can take even two days 

without getting the service. This situation is caused due to the problem of networking 

as a result customers are not satisfied with the services rendered to them. TANESCO 

loose much revenue to customers who use LUKU System each month. A great care 

should be considered or taken so as to rectify the problem. 
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Table 11: The time spent when buying LUKU token 

 Frequency  Percentage 

Less than 5 minutes 20 20 

Btn 5-15 minutes 15 15 

Btn16-30 10 10 

More than 30minutes 55 55 

Total 100 100.0 

Source: Field data, 2012 

4.2.8 Time taken by TANESCO to restore power supply 

It was said that the time taken by TANESCO to restore power supply was taken 

sometimes long as shows 50 (50%) of total of the respondents (Table 12). This means 

that the services come in late time or out of expected time. Likewise, the other half of 

respondents who were 50 (50%) said sometimes restored in short time or in expected 

time. Therefore this is fifty to fifty.  

Table 12: Time taken by TANESCO to restore power supply 

 Frequency  Percentage 

In time 50 50 

Out of time 50 50 

Total 100 100.0 

Source: Field data, 2012 

4.3 Objective second: Staff competencies on provision of customer services 

4.3.1 Adequate knowledge on customer services 

For TANESCO to satisfy their customers need to have a staff who are competent. The 

table 14 shows that 75 (75%) of respondents said were not satisfied by the services 

while 25 (25%) were satisfied. Even though competent is one thing and accountability, 

integrity is another aspect. Because someone can be competent enough to do something 
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but if he/ she lacks the spirit of accountability and integrity he/ she can‟t perform well. 

Table 13: Adequate knowledge on customer services 

 Frequency  Percentage 

Yes 25 25 

No 75 75 

Total 100 100.0 

Source: Field data, 2012 

4.3.2 Satisfied with TANESCO front desk services 

Whenever there are services, from desk services is of important for the success of any 

organization. The front desk service is the mirror or reflections of the organization. It is 

about 70% of the respondent who are customers said not to be satisfied with the front 

desk services. They said that those who are in the front desk services lack the so called 

customer care knowledge. Customers are not handled well, it is said that for the 

customer who is handled nicely there is a possibility for him/ her to purchase the 

service/ goods as a result it increases revenue to the company, authority or any 

organization. Therefore TANESCO should be careful to make sure that those in the 

front desk are knowledgeable in customer care services and not otherwise 

Table 14: Satisfied with TANESCO front desk services 

 Frequency  Percentage 

Yes 70 70 

No 30 30 

Total 100 100.0 

Source: Field data, 2012 
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4.3.3 Notification time is given for intended power interruption 

Customers always want to get services from TANESCO as it is known that electric 

power is very important not only for domestic purposes but also for economic 

purposes. Some time it might be a problem of power interruption from TANESCO. 

Now customers were asked if there is an issue of notification time given by TANESCO 

before the interruption of power. The results were, about 35 (35%) only are informed if 

there is such a problem while 65% of them are not informed. If this is the case 

customer may be discouraged with TANESCO as a result it can be one of the reason 

for customers not paying their bills in time. 

Table 15: Notification time is given for intended power interruption 

 Frequency  Percentage 

Yes 35 35 

No 65 65 

Total 100 100.0 

Source: Field data, 2012 

Through interviewing staffs for TANESCO to satisfy their customers have to make 

sure that all its sections have competent staff. These sections are sales office, billing 

and adjustment, service line connection, emergency desk, planning (surveying), 

maintenance and meter inspection and replacement. Competence of a staff can be 

obtained through his/ her level of education, training courses and experience 
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4.4 Objective third: Challenges facing TANESCO customer service and revenue 

collection  

4.4.1 Theft of electricity energy by unfaithful customers 

The third research question is what are the challenges facing TANESCO‟s customer 

services and revenue collection? TANESCO as a company is facing challenges in the 

aspects of customer services and revenue collection. There is no company which does 

not face challenges, what is important is first to identify them and then addressing the 

situation by using various strategies. The questions posed to both customers and 

TANESCO employees to respond on the challenges and table 16 shows the analysis 

done to their response. Theft of electricity energy by unfaithfully customers in 

collaboration with unfaithful TANESCO staff is a very big challenge which in one way 

or another reduces the TANESCO revenue. About (85) 85% of the respondents agreed 

to be a challenge.  

Table 16: Theft of electricity energy by unfaithful customers  

 Frequency  Percentage 

Yes 85 85 

No 15 15 

Total 100 100.0 

Source: Field data, 2012 

This information was synthesized by the officials who were key informant as were 

supported by saying that the problem of unfaithful customers who connect electric 

power illegally. This information was obtained through interview.  
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4.4.2 Late delivery of electricity bills to customers 

This indicates that the company use high production cost but is used to collect low 

revenue (75%). TANESCO should use informers so as to get this information. 

Regarding late delivery bills to respective customers also is a challenge, as it was 

shown in table that about 30% percent of the customers received their bill in late time. 

Now the collection of revenue to these customers who amount to 30% is very difficult 

because it could be obtained the amount in late time.  

Table 17: Late delivery of electricity bills to customers 

 Frequency  Percentage 

Yes 75 75 

No 25 25 

Total 100 100.0 

Source: Field data, 2012 

4.4.3 Incorrect bills 

Getting the amount in late can hinder the company to plan well. About (63) 63% of the 

respondent said the issue of incorrect bill is a challenge facing the customer service and 

revenue collection to TANESCO. In table 18 shows that about (37) 37% of the 

customers are used to get estimated bills each month; this indicates that there is a 

possibility for customers to be given incorrect bills. Therefore the company should 

make sure meters are read each month to all customers.  
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Table 18: Incorrect bills 

 Frequency  Percentage 

Yes 63 63 

No 37 37 

Total 100 100.0 

Source: Field data, 2012 

4.4.4 Unreliable power supply to customers 

Unreliable power supply to customers and Information Technology (IT) network 

facility seem to be one of the problems facing the company. About (95) 95% of the 

respondent agreed with this and it is evidenced in general characteristics of the 

respondent said that they don‟t get sufficient and reliable power supply, this indicates 

that the power supply does not satisfy the demand of customers. For those who use 

LUKU System the issue of networking is a big challenge which lowers the revenue of 

TANESCO. It was observed also that about most of the respondent said customers use 

more than 30 minutes to buy the LUKU token. The issue of networking it sometime 

takes even two to three days. This indicates that TANESCO loses revenue to most of 

customers who use LUKU System. It is therefore advised to TANESCO to make sure 

the availability of network every day for the whole month. 

Table 19: Unreliable power supply to customers  

 Frequency  Percentage 

Yes 95 95 

No 5 5 

Total 100 100.0 

Source: Field data, 2012 
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4.4.5 Lack of knowledge on customer service to most of the employees 

Furthermore the issue of lack of customer service knowledge is a big challenge. Table 

20 shows that about (75) 75% of the respondents said that there is a problem to most of 

TANESCO staff to lack customer care service knowledge. For example a customer can 

spend much time to get a certain service and is handled harshly.  

Table 20: Lack of knowledge on customer service to most of the employees  

 Frequency  Percentage 

Yes 75 75 

No 25 25 

Total 100 100.0 

Source: Field data, 2012 

4.4.6 Unfaithful ad corrupt employees 

It indicates that TANESCO revenue may drop due to the fact that customer are not 

cared. Another challenging issue facing TANESCO is unfaithful and corrupt 

employees. Majority of the respondents find this to be a problem. Table 20 shows that 

(87) 87% of the respondents it took them about 1 to 2 years to be connected with the 

power supply now this phenomenon accelerates corruption. Also theft of electricity is 

due to these unfaithful and corrupt employees. 

Table 21: Unfaithful and corrupt employees 

 Frequency  Percentage 

Yes 78 71 

No 13 13 

Total 100 100.0 

Source: Field data, 2012 
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This was also supported by official information who reported that some of employees 

were involved in corruption and bribe actions. These are few worker who unfaithful to 

the organization. The actions bring about bad image to the customers as can create 

negative attitude towards the organization. 

4.5 Objective fourth: Contribution of TANESCO’s electricity infrastructures on  

4.5.1 Customer services 

The fourth research question is what is the contribution of TANESCO‟s electricity 

infrastructure on customer service? Infrastructure has a very big contribution for 

customer service which results to customer satisfaction as can be seen in table 22 two 

types of a grid. Both of these need proper infrastructure for them to work properly. 

About 95% of the employees‟ respondents claim on the issue of inadequate power 

distribution materials to meet the customer demand. Therefore if this is the case 

TANESCO will not collect some of the revenues due to the fact that some of the 

customers will not get the service.  

Table 22: Customer services 

 Frequency  Percentage 

Yes 95 95 

No 5 5 

Total 100 100.0 

Source: Field data, 2012 

4.5.2 Current TANESCO Generation System 

TANESCO has approximately 837 MW of available capacity across TANESCO‟s 

interconnected network and a further 68 MW of available capacity on its isolated grids. 
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A further 15 MW of generation capacity is available from cross border imports from 

Uganda and Zambia. From the table thermal grids are indicated that Songa I,II,III with 

87.31% as well as Ubungo Wart Sila and Tegeta GT. These were followed by Ububgo 

EPP with 85% as well as Kiwira and Kinyerezi. The least presented is Mwanza which 

produces 82.38% as presented in Table 23. 

4.5.3 Grid Hydro electric power 

The table 24 shows grid hydro as it can be seen about 98% of Kidatu source of power. 

Others sources which accounts the same is Kihansi, Mtera, New Pangani Falls. But 

Hale, Nyumba ya Mungu and Uwemba both contribute by 48% each. 

Table 24: Grid Hydro electric power 

 

Source: TANESCO, 2012 

4.6 Summary 

The issue of sufficient and reliable power, about 60% of the respondents said that they 

don‟t get sufficient and reliable power. If customers don‟t get this service as required 

there is a problem of collecting revenue. The majority are discouraged with the service 

because it takes longer time than what most of them expects. It is only (20) 20% of the 

respondents are  connected with power from the time of application within 6 months 

from the day they applied for while the rest took longer time. The analysis shows that 
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(59) 59% of the respondent said that their meter are being read each month. 

Furthermore the issue of lack of customer service knowledge is a big challenge, about 

(75) 75% of the respondents said that there is a problem to most of TANESCO staff to 

lack customer care service knowledge. 
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CHAPTER FIVE 

SUMMARY, CONCLUSION AND RECOMMENDATION 

5.0 Introduction 

This chapter provides summary, conclusion and recommendation on findings of the 

study. The summary, Conclusion and recommendation are based on the research 

questions and research objectives of the study.  

5.1 Summary 

5.1.1 Summary of the findings 

The findings have been generated from responses of 10 respondents who were 

interviewed and given questionnaires as well as from systematic observations of the 

day to day state of affairs based on expectations that, these data would yield a 

significant contribution to the theme in question and 10 key informants. The general 

objective of this study was to assess customers‟ satisfaction with customer service at 

TANESCO. The specific objectives of the study were to evaluate customers‟ views on 

customer services offered by TANESCO in Dodoma municipal, to assess the staff 

competencies on provision of customer services, to determine the challenges facing 

TANESCO customer service and revenue collection, and to determine the contribution 

of TANESCO‟s electricity infrastructures on customer services. 

The issue of sufficient and reliable power, about 60% of the respondents said that they 

don‟t get sufficient and reliable power. If customers don‟t get this service as required 

there is a problem of collecting revenue. If power is not sufficient and reliable it is 

obviously that will not satisfy the demand of customer. Regarding the time to be 



77 

 

connected with power from the day of application was considered as a very important 

service to customers.  The majority are discouraged with the service because it takes 

longer time than what most of them expects. It is only (20) 20% of the respondents are  

connected with power from the time of application within 6 months from the day they 

applied for while the rest took longer time. The analysis shows that (59) 59% of the 

respondent said that their meter are being read each month.  

The remaining (41) 41% of the customer said no, that is to say if their meters are not 

read, there is a possibility for these customers to use the power free of charge which 

lead to reduce the revenue. It is sometime complained by the customers through getting 

the estimated bills. About (70) 70% of the respondents get their bill in time only (30) 

30% who use not to get their bill on time. This indicates that if a customer gets his/ her 

bill in time the possibility to pay also on time is high and vice versa is also true. 

Customers were asked if there is an issue of notification time given by TANESCO 

before the interruption of power. The results were, about 35 (35%) only are informed if 

there is such a problem while 65% of them are not informed. If this is the case 

customer may be discouraged with TANESCO as a result it can be one of the reason 

for customers‟ dissatisfaction and decide not paying their bills in time. 

The analysis shows that for the front officers most of them are educated. And due to 

that it is expected for them to be competent. For the case of previous management 

training, it represents that there (02) 20% of the staff who attended formal training 

education and about (04) 40% of staff attend short courses relating to TANESCO 

matters. There is a need for TANESCO to increase the number of their staff to attend 

short courses and other training so as to enhance capacity building in their duties. 
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Theft of electricity energy by unfaithfully customers in collaboration with unfaithful 

TANESCO staff is a very big challenge which in one way or another reduces the 

TANESCO revenue. About (85) 77% of the respondents agreed to be a challenge. 

Unreliable power supply to customers and Information Technology (IT) network 

facility seem to be one of the problems facing the company. About (95) 86% of the 

respondent agreed with this as a challenge to TANESCO. For those who use LUKU 

System the issue of networking is a big challenge which lowers the revenue of 

TANESCO as well as customers dissatisfaction.  About (55) 55% of the respondent use 

more than 30 minutes to buy the LUKU token. The issue of networking it sometime 

takes even two to three days. This indicates that TANESCO loses revenue to most of 

customers who use LUKU System. It is therefore advised to TANESCO to make sure 

the availability of network every day for the whole month. 

Furthermore the issue of lack of customer service knowledge is a big challenge, about 

(75) 75% of the respondents said that there is a problem to most of TANESCO staff to 

lack customer care service knowledge. For example a customer can spend much time to 

get a certain service and is handled harshly. It indicates that TANESCO revenue may 

drop due to the fact that customers are not cared. Another challenging issue facing 

TANESCO is unfaithful and corrupt employees. About (87) 87% of the respondents 

find this to be a problem. About 45% of the respondents it took them about 1 to 2 years 

to be connected with the power supply now this phenomenon accelerates corruption. 

Also theft of electricity is due to these unfaithful and corrupt employees. 

About 95% of the employees‟ respondents claim on the issue of inadequate power 

distribution materials to meet the customer demand. Therefore if this is the case 

TANESCO will not collect some of the revenues due to the fact that some of the 
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customers will not get the service. Also about 87% of the respondent reported that aged 

and repudiated infrastructure is a very big problem which causes most of the customers 

to be not satisfied with the service given by TANESCO. 

Regardless of the effort made by TANESCO, customers continue to experience the 

obstacle of unreliable, intermittent power supply, frequent rationing and outages. The 

unreliable power supply causes customers to experience throughout the year poor 

service quality, power cuts without notice, unplanned power stoppages and 

interruptions, voltage fluctuations, phase failures and unbalanced voltages. These 

challenges are due to the worn out power infrastructure (both for generation and 

distribution of electricity); shortages in electricity generation, too much dependence on 

hydro-production - which is prone to the vagaries of the weather (notably drought), and 

inadequate implementation of plans, strategies and poor customer care. 

5.1.2 Summary of the chapters 

Chapter one deals with the background to the study problem, research objectives, 

significance of the study and the structure of the study. Service delivery is critical to the 

customer‟s perception of value and is core to the success of an organization. 

TANESCO emphasized on eradicating deficiencies related to power quality and 

customer services. There is a problem that hinders good customer services as well as 

poor revenue collections to TANESCO organization therefore need attention and an 

empirical investigation on these problems forms the basis of this study. Chapter two 

provides the theoretical framework of the study. It gives the discussion of the concept 

of the customer services and the element that constitute the revenue collections.  It 

discusses and models satisfaction. Finally the chapter provides empirical review, a 

conceptual framework and critical review of the relationship between customer services 
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strategies and revenue collections on various service providers. The area of the study 

was TANESCO in Dodoma municipal. 

Research design is the conceptual structure within which research was conducted. In 

descriptive research design, the major emphasis is on determining the frequency with 

which something occurs or the extent to which two variables covey. An important issue 

influencing the choice of a sampling technique is whether a sampling frame is 

available, that is, a list of units comprising the study population. These questionnaires 

were to collect data and administered to make sure all responses are collected on time. 

This method enabled the researcher to supplement information from questionnaires. 

The questionnaires were analyzed using Statistical Package for Social Scientist (SPSS). 

The study determined impact of the customer services on revenue collection, sufficient 

and reliable power, staff competencies on provision of customer services, adequate 

knowledge on customer services, challenges facing TANESCO customer service and 

revenue collection and contribution of TANESCO‟s electricity infrastructures. Also the 

study determined general characteristics of respondents. 

The analysis shows that (59) 59% of the respondent said that their meter are being read 

each month. Furthermore the issue of lack of customer service knowledge is a big 

challenge, about (75) 75% of the respondents said that there is a problem to most of 

TANESCO staff to lack customer care service knowledge. 

It is concluded that TANESCO has been operating with monopoly power that leads to 

inefficiencies, corruption and poor customer service. The tendencies of power cuts and 

interruptions, delays in billing customers, slow response to customer complaints, slow 

connections of electricity to customers, etc. are some indicators of inefficiencies of 

TANESCO. Therefore some important measures should be taken by TANESCO so as 
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to satisfy customers through customer service which will eventually result into higher 

revenue collection. 

5.2 Limitations of the study 

Firstly, there were time constraints. The researcher had a limited time to on the whole 

process of a research work. However, the researcher applied a time management 

principle in an attempt to complete the study as well as to focus on his work. In other 

words, the researcher tried to make use of the available time in the most effective and 

efficient way, which amongst other things requires planning.  

Secondly, access to research sites and availability of participants needs to be 

considered. The researcher had no permission to access TANESCO Revenue Section 

offices at all times or to meet with TANESCO customers at any time. This means that, 

the researcher had to make appointments with both groups of participants, i.e. 

TANESCO officials and members of the community, and there was no guarantee that 

he would meet all the required number of participants (as per the size of the sample 

identified). In other words, there was also no guarantee of the availability of all 

participants.  

Lastly, the researcher encountered the issue of resources. This particularly refers to 

financial resources. A researcher often undertook a study without having any funds to 

finance all the activities of the study such as transport fees to access research 

participants and purchasing the required stationery or any material. However in all that, 

the researcher did the necessary to finance the activities of the study as required. 

This study assessed the impact of customer services on revenue collection at 

TANESCO. The specific objectives of the study were to determine the impact of the 
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customer services on revenue collection at TANESCO in Dodoma, to assess the staff 

competencies on provision of customer services, to determine the challenges facing 

TANESCO customer service and revenue collection and to determine the contribution 

of TANESCO‟s electricity infrastructures on customer services. The study review 

different documents. The study adopted qualitative research under the case study 

design to suit the nature of this study.   Case study approach was considered to be 

appropriate for this study because issues related to customer services are complex, 

context dependent, involving social processes.  The study considered a sample of 110 

respondents; among these were employees of TANESCO and TANESCO customers. A 

qualitative primary data were collected using in depth interviews, focused group 

discussion and observation were adopted. 

5.3 Conclusion 

Customer satisfaction is the fundamental to the marketing concept. This study was 

conducted with purpose of measuring customer satisfaction. Specially, the first 

objective of this study was to assess the customers‟ satisfaction with customer service 

at TANESCO in Dodoma municipal. Service quality and customer service are key 

determinant of customer satisfaction through purchase decision on TANESCO services. 

All variables are supported in customer satisfaction. Service businesses have been 

growing rapidly in recent decades, while customer demand for high quality service is 

increasing. This is certainly the case at TANESCO. To remain competitive, TANESCO 

needs to analyze customer‟s expectation and perception towards the service quality of 

its front office staff. In this research, the questionnaire instrument were developed and 

applied by using five dimensions of service quality.   
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Data were collected through a questionnaire and distributed to 110 respondents who are 

staff, and customers. The questionnaire aimed to determine the level of customer‟s 

expectation and perception towards the service quality of front office staff. The results 

revealed that the assurance dimension raised the highest level of expectation, whereas 

some of the dimension fulfilled the highest level of satisfaction. This study focused 

further on the gap between customer service and their perception of front office service 

quality. Hence, customers were satisfied with some dimensions of service quality. In 

this study, the findings showed that most respondents identified customer service as the 

most important factor in determining satisfaction as well as revenue collection at 

TANESCO. 

It is concluded that TANESCO has been operating with monopoly power that leads to 

inefficiencies, corruption and poor customer service. The tendencies of power cuts and 

interruptions, delays in billing customers, slow response to customer complaints, slow 

connections of electricity to customers, etc. are some indicators of inefficiencies of 

TANESCO. Therefore some important measures should be taken by TANESCO so as 

to satisfy customers through customer service which will eventually result into 

customers‟ satisfaction and higher revenue collection. 

There is a need for TANESCO to increase the number of their staff to attend short 

courses and other training so as to enhance capacity building in their duties. As it is 

said that experience is a good teacher, the table of experience shows that most of 

TANESCO staff have the experience of 6 to 10 years. The analysis indicates that most 

of these staff has a good experience in their work. If this is the case, we can say that 

most of TANESCO staff particularly from officers are competent enough to give 

services to customers and this will result to the increase of TANESCO revenue. 
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5.4 Recommendations 

5.4.1 Recommendation for policy makers 

Energy policy needs to be reviewed to accommodate recent developments and to 

provide incentives for the private investors who are interested in energy sector so as to 

participate effectively. Effective participation of the private sector in the energy sector 

would enable the country to meet the increasing demand for electricity which is rising 

at 8.8% per annum (URT, 2010). Increasing electricity demand requires massive 

investments in generation, transmission and distribution which cannot be achieved by 

the Government alone. 

5.4.2 Recommendation for Government 

Being that the problem of electricity supply is cross-cutting in the economy and social 

affairs of all the people in Tanzania; the solution responsibility cannot be shouldered by 

one player. The Government is indeed a major stakeholder to the wellbeing of its 

people, and thus it has a big stake in the solution; then TANESCO as the largest 

entrusted body for undertaking generation, transmission and supply of electricity it has 

a role to play, while the private sector as a beneficiary has its part too.  

The Government in collaboration with TANESCO is advised to speed up 

implementation of the projects that are underway to quickly redress the problem of 

unreliable and inadequate electricity supply. Emphasis has to be placed first on the 

stability (steadiness) of voltage supplied to ensure quality of energy received by 

customers. If the planned projects could be completed within the scheduled time-frame, 

the problem of low voltage and power shortage could be reasonably reduced and many 

more customers will be connected with power. 
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The government can waive taxes on equipment used in the generation, transmission 

and distribution of electricity in order to reduce cost of electricity since most of 

equipments used in the power sector are expensive and hence contributing to high cost 

of electricity in Tanzania. If this is done then TANESCO will be able to buy abundant 

materials which will be used to enhance customer connections and rehabilitation of 

electricity infrastructure and as a result customers will get reliable power and 

TANESCO revenue will be increased. 

5.4.3 Recommendation for TANESCO 

Promotion of Public Private Partnership (PPP) in the power sector is required in order 

to encourage the private sector to work closely with the Government in rectifying 

power problems. This can be achieved by developing collaborations between the 

Government and the Private Sector Organizations to work on the power projects and 

develop joint initiatives to solve the problems of electricity. The private sector has a 

role to play especially in efficient use of power, investing in the sector and providing 

information to TANESCO on how to improve its services. However, effective 

participation of the private institutions in the power sector can be realized if the PPP is 

well implemented. 

TANESCO is advised to invest heavily in improving its institutional capacity to deliver 

services to its customers satisfactorily. Some of the areas in which TANESCO needs to 

take immediate actions include: rehabilitation of transmission and distribution 

infrastructure, communication with customers, marketing, and customer service 

overall. If the proposed improvements are done, TANESCO will be able to respond to 

customers‟ demands immediately, especially when there are problems. This will 

improve corporate image of TANESCO and ensure that there is customer trust and 
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confidence. Indeed, more effort is required to improve customer service at TANESCO. 

The company should implement effectively of its Customer Service Charter that seeks 

to improve customer connections, installation of more LUKU meters to phase out 

conventional meters, notification of interruptions, recognition of customers‟ rights and 

obligations, prompt attention to customer‟s complaints, handling inquiries and requests 

effectively, provision of essential telephone services etc. It can maintain and improve 

service levels by capacity building in TANESCO‟s workforce/personnel coupled with 

improvement of tools and equipment. 

Exploration and utilization of the other potential sources of electricity existing in 

Tanzania. For example, statistics on the power sector show that the potential for: Hydro 

is 4.7 GW (only 12% developed); coal is 1.2 billion tones of which 304 million tonnes 

are proven; and natural gas is greater than 45 billion cubic meters (REA, 2009). Other 

sources of power that have potential for generating electricity are Solar, Biomass, 

Wind, Geothermal and petroleum/Oil. One way of exploiting other sources of power is 

to encourage the private sector participation in the sector. 

5.4.4 Recommendation for customers 

There is also a need to improve the behavioural customer care approaches in terms of 

efficiency and their effectiveness through training and regular correction. 
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5.5 Areas for future research 

Future researchers may wish to explore moderating relationship of customer relational 

preferences. Another interesting area for research is it to examine problems faced by 

LUKU system users in Tanzania. .The possibility exists for a path to be operating in the 

opposite direction from what we propose. Another potentially fruitful area for future 

research is delineating among the different types of special treatment benefits explored 

in this study. Perhaps some special treatment benefits are more relevant than others 

with respect to their impact on an organizational performance indicator. 
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Appendix 1: Questionnaire for TANESCO Customers  

Customers’ Questionnaire 

To be answered by Customers of TANESCO Dodoma 

Dear respondent, 

This questionnaire is intended to collect information on the study of the impact of 

customer service on revenue collection at TANESCO. The study is conducted in 

Dodoma Municipal. The questionnaire is administered by an MBA student of the 

University of Dodoma conducting the study in partial fulfillment of the Masters degree 

in Business Administration. The information being gathered will be confidential and 

used solely for academic purpose and not otherwise. Please respond correctly to 

enable the researcher to attain the intended objectives. 

Please just tick the most appropriate answer out of the given range of options on 

each question provided. 

1. Does TANESCO provide sufficient and reliable power to its customers? 

(a) Yes 

(b)  No 

 Do you think the supply of power satisfies the demand?  

(a) Yes 

(b) No 
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2. How long did it take to be connected with power from the day you submitted 

your application? 

(a) Less than 6 months 

(b) Between 6 – 12 months 

(c) Between 1 – 2 Years 

(d) More than two years 

4.  How do you rank the time taken? 

(a) Very good 

(b) Good 

(c) Satisfactory 

(d) Poor 

(e) Very poor 

5.  How long did it take to get your first bill? 

(a) Less than 1 month 

(b) Between 1 to 3 months 

(c) Between 4 to 6 months 

(d) More than 6 months 
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6.  Does your meter read every month? 

(a) Yes 

(b) No 

(c) Not applicable 

7.   Do you often get estimated electricity bills? 

(a) Yes 

(b) No 

8.  How do you rank the accuracy of electricity bills? 

(a) Very accurate 

(b) Moderate 

(c) Inaccurate 

(d) Cannot tell 

9. Do you often get your bill on time? 

(a) Yes 

(b) No 

10.   How much time do you normally spend on average when paying for your bill? 

(a) Less than 5 minutes 

(b) Between 5 – 15 minutes 
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(c) Between 16 – 30 minutes 

(d) More than 30 minutes 

(e) Not Applicable 

11. How much time do you normally spend when buying LUKU token? 

(a) Less than 5 minutes 

(b) Between 5 – 15 minutes 

(c) Between 16 – 30 minutes 

(d) More than 30 minutes 

(e) Not applicable 

12. How do you rank the time taken? 

(a) Very good 

(b) Good 

(c) Satisfactory 

(d) Poor 

(e) Very poor 
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1. Do you think the service rendered to you as a customer has any positive    

correlation with the revenue collected from you? 

a. Yes 

b. No 

2. To what extent do you think the service rendered to you as a customer has a 

positive correlation with the revenue collected from you? 

a. Below 30 percent 

b. Between 30 to 50 percent 

c. 51 to 70 percent 

d. Above 70 percent 

3.  Which measures do you think if taken will improve TANESCO revenue? 

1………………………………………………………………………………… 

2………………………………………………………………………………… 

4.  Does TANESCO provide sufficient notification time for the intended power 

    interruption? 

(a) Yes 

(b) No 

5. Are you satisfied with TANESCO front desk services? 
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(a) Yes 

(b) No 

6.  Which section or sections do you think are worse-off in provision of customer 

service? 

(a) Sales (cash) office 

(b) Billing & adjustment 

(c) Service line connection 

(d) Emergence desk 

(e) Planning(Surveying) 

(f) Maintenance  

(g) Meter inspection & replacement 

7.  Do you think employees of TANESCO do perform their duties properly? 

(a) Yes 

(b) No 

8.  How do you rank TANESCO employee‟s caring ability or being good listener 

to        customers? 

(a) Very good 

(b) Good 
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(c) Satisfactory 

(d) Poor 

(e) Very poor 

9.  How do you rank the current services provided by TANESCO  

(a) Very Good 

(b) Good 

(c) Satisfactory 

(d) Poor 

(e) Very poor 

10. Does the environment and service facilitating centres look attractive? 

(a) Yes 

(b) No 

11. Do you think TANESCO employees have adequate knowledge on customer 

service? 

       (a)Yes 

       (b) No 
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12. How many times on average do you experience power interruption at your 

premise in a month?      

(a) Less than 2 times 

(b) Between 2 – 4 times  

(c) Between 5 – 7 times   

(d) More than 8 times 

13.  How long (on average) does it take TANESCO to restore supply? 

(a) Less than 1 hour 

(b) Between 1 to 6 hours 

(c) Between 7 to 12 hours 

(d) More than one day 

14. How do you rank the time taken? 

(a) Very good 

      (b) Good 

      (c) Satisfactory 

15. Do you experience low voltage at your premise? 

(c) Yes 

(d) No 
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16.   How many times have you ever had your property damaged due to electric 

faults? 

(a) 1 time 

(b) 2 times 

(c) 3 times 

(d) More than 3 times 

(e) None 

17.  If you are given options to choose, which metering system do you think is 

better than the other? 

(a) Conventional Meter system 

(b) LUKU Meters 

(c) SMART Meters 

Could you please give reasons for the choice you have made? 

18.  Which measures do you think if taken will improve electricity power quality to 

customers? 

1……………………………………………………………………………… 

2……………………………………………………………………………… 
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19.  What do you think are the challenges facing Tanesco in provision of customer 

service? 

(a) Inadequate power distribution materials to meet the customers demand........... 

YES/NO 

(b) Vandalism/theft of electricity infrastructures.........YES/NO 

(c) Aged and repudiated infrastructures........................YES/NO 

(d) Lack of knowledge on customer service to most of the employees.........YES/NO 

(e) Unfaithful and corrupt employees..............................YES/NO 

(f) Unreliable and ineffective Information Technology (IT) network 

facility……………………YES/NO 

20. Please fill the following table by indicating the degree of ranking for the 

following statement as:                                

 1 = Most challenge  

 2 = More Challenge 

 3 = Less Challenge 

 4 = Least Challenge 

 5 = Not a Challenge 
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 1 2 3 4 5 

Inadequate power distribution materials to meet the 

customers demand 

     

Vandalism/theft of electricity infrastructures      

Aged and repudiated infrastructures      

Lack of knowledge on customer service to most of 

the employees 

     

Unfaithful and corrupt employees      

Unreliable and ineffective Information Technology 

(IT) network facility 

     

 

21. What do you think are the challenges facing Tanesco in revenue collection? 

a. Theft of electricity energy by unfaithful customers in collaboration with 

unfaithful Tanesco staff............................................................YES/NO 

b. Late delivery/None delivery of electricity bills to respective 

customers...................................................................................YES/NO 

c. Incorrect bills..............................................................................YES/NO 

d. Unreliable power supply to customers and Information Technology(IT) network 

facility............................................................................YES/NO 

e. Lack of knowledge on customer service to most of the employees and poor 

strategies for revenue collection...........................................YES/NO 

f. Unfaithful and corrupt employees.................................................YES/NO 

g. Please fill the following table by indicating the degree of ranking for the 

following statement as:                                
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 1 = Most challenge  

 2 = More Challenge 

 3 = Less Challenge 

 4 = Least Challenge 

 5 = Not a Challenge 

 1 2 3 4 5 

Theft of electricity energy by unfaithful customers in 

collaboration with unfaithful Tanesco staff 

     

Late delivery/None delivery of electricity bills to 

respective customers. 

     

Incorrect bills      

Unreliable power supply to customers and 

Information Technology(IT) network facility 

     

Lack of knowledge on customer service to most of 

the employees and poor strategies for revenue 

collection 

     

Unfaithful and corrupt employees      
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Appendix 2: Questionnaire for TANESCO Employees 

QUESTIONNAIRE 2 

Employees’ Questionnaire 

To be answered by employees of TANESCO 

Dear respondent, 

This questionnaire is intended to gather information on the study of the impact of 

customer service on revenue collection at TANESCO. The study is conducted in 

Dodoma Municipal. The questionnaire is administered by an MBA student of the 

University of Dodoma conducting the study in partial fulfillment of the Masters degree 

in Business Administration. The information being collected will be confidential, used 

solely for academic purpose, and not otherwise. Please respond correctly to enable 

the researcher to attain the intended objectives. 

Please just circle the most appropriate answer out of the given range of options on 

each question provided. 

1. What is your Position?  

(a) Senior staff 

(b) Officer 

(c) Junior staff 

2. What is your Education level? 

(a) Primary School 
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(b) Secondary School 

(c) Diploma 

(d) Degree/Postgraduate 

3. How long have you been in your current job position? …………... 

4. Have you attended any customer care course? 

(a) Yes 

(b) No 

5. Have you attended any other course related to your job? 

(a) Yes 

(b) No 

6. Are you satisfied with the work you are currently doing? 

(a) Yes 

(b) No 

7. Are you satisfied with the existing level of salary? 

(a) Yes 

(b) No 

8. Why are you not satisfied with the existing level of the salary? 

(a) The salary is not enough to satisfy my necessary needs 
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(b) More works per day than I am paid for 

(c) Standard of living has raised compared to salary increment 

(d) Other (Specify). ………………………………………………….. 

9. To what extent does income satisfy your needs; hence motivate you to work 

hard? 

(a) Below 20 percent 

(b) Between 20 to 40 percent 

(c) Between 41 to 70 percent 

(d) Above 70 percent 

10. When were you last promoted?  

(a) Less than 1 year ago 

(b) 1 - 5 years ago 

(c) More than 5 years ago 

(d) I have never been promoted 

11. What is the relationship that exists between you and your employer? 

(a) Very strong relationship 

(b) Somehow good relationship 

(c) Very weak relationship 
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(d) Weak relationship 

12. To what extent do you think you meet customers‟ needs and expectations? 

(a) Below 30 percent 

(b) Between 30 to 50 percent 

(c) 51 to 70 percent 

(d) Above 70 percent 

13. Please fill the following table by indicating the degree of agreement or 

disagreement for the following statement ranking as:                                

 1 = Strongly Disagree 

 2 = Disagree 

 3 = Neutral 

 4 = Agree 

 5 = Strongly Agree 

 1 2 3 4 5 

Employees get adequate support from the 

management to do their job well 

     

There is enough working tools/equipment to deliver 

services as required 

     

There is enough materials to meet the customers 

demand 

     

Meter reading is done effectively and accurately      

Employees are adequately trained on customer 

service 

     

Employees are well motivated to do their jobs      
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14. Do you think the service you are rendering to customers has any positive 

correlation with the revenue collection from them? 

(a) Yes 

(b) No 

15. To what extent do you think the service you are rendering to customers has a 

positive correlation with the revenue collection from customers? 

(a) Below 30 percent 

(b) Between 30 to 50 percent 

(c) 51 to 70 percent 

(d) Above 70 percent 

16. What are the challenges facing TANESCO in provision of customer service? 

(a) Inadequate power distribution materials to meet the customers 

demand..................................................................YES/NO 

(b) Vandalism/theft of electricity infrastructures.........YES/NO 

(c) Aged and repudiated infrastructures........................YES/NO 

(d) Lack of knowledge on customer service to most of the employees............YES/NO 

(e) Unfaithful and corrupt employees..............................YES/NO 

(f) Unreliable and ineffective Information Technology (IT) network 

facility...........................................................................YES/NO 
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17. Please fill the following table by indicating the degree of ranking for the 

following statement as:                                

 1 = Most challenge  

 2 = More Challenge 

 3 = Less Challenge 

 4 = Least Challenge 

 5 = Not a Challenge 

 1 2 3 4 5 

Inadequate power distribution materials to meet the 

customers demand 

     

Vandalism/theft of electricity infrastructures      

Aged and repudiated infrastructures      

Lack of knowledge on customer service to most of 

the employees 

     

Unfaithful and corrupt employees      

Unreliable and ineffective Information Technology 

(IT) network facility 

     

 

18. What are the challenges facing Tanesco in revenue collection? 

(a) Theft of electricity energy by unfaithful customers in collaboration with 

unfaithful Tanesco staff............................................................YES/NO 

(b) Late delivery/None delivery of electricity bills to respective 

customers...................................................................................YES/NO 
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(c) Incorrect bills..............................................................................YES/NO 

(d) Unreliable power supply to customers and Information Technology(IT) network 

facility............................................................................YES/NO 

(e) Lack of knowledge on customer service to most of the employees and poor 

strategies for revenue collection...........................................YES/NO 

(f) Unfaithful and corrupt employees 

19. Please fill the following table by indicating the degree of ranking for the 

following statement as:                                

 1 = Most challenge  

 2 = More Challenge 

 3 = Less Challenge 

 4 = Least Challenge 

 5 = Not a Challenge 

 1 2 3 4 5 

Theft of electricity energy by unfaithful customers in 

collaboration with unfaithful Tanesco staff 

     

Late delivery/None delivery of electricity bills to 

respective customers. 

     

Incorrect bills      

Unreliable power supply to customers and 

Information Technology(IT) network facility 

     

Lack of knowledge on customer service to most of 

the employees and poor strategies for revenue 

collection 

     

Unfaithful and corrupt employees      
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20. Which measures do you think if taken will improve electricity power quality to 

customers? 

1.…………………………………………………………………………… 

2…………………………………………………………………………… 

21. Which measures do you think if taken will improve TANESCO revenue? 

1.…………………………………………………………………………… 

2…………………………………………………………………………… 

 

 


