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[bookmark: _Toc18243200]Executive Summary

Today, the word "Customer Service" is meticulous as the main customer satisfaction factor in the mobile telecommunications sector. Customer demands are escalating constantly. Initially, Subscribers required an excellent network scope. Afterward, Subscribers turn into extra prices conscious and drowned to contest among the mobile operator. At present, the condition has been changed; the marketplace becomes soaked when all mobile operators offer nearly parallel benefits to mobile subscribers, in this condition the word "customer service" turn into an essential aspect for mobile operators to encourage subscribers as well as to display that they are different from the others.

The study “An evaluation of service convenience and customer satisfaction among mobile subscribers in " reflects different customer service structures that the subscriber can take advantage of and also represents a proportional analysis based on a survey based on questionnaires.

The total study is divided into five chapters. In chapter one, the basic introduction was described as the origin of the study, the objectives, the background of the report, the methodology, the origin of the data and the interpretation of the data, etc. In the second chapter, the general description of the company is presented. In chapter three, theoretical discussions on the concept of "Customer Satisfaction" have been described in a compact way to get a good idea. In chapter four, survey analysis and results were provided. Here a comparative analysis was carried out on the different customer service options of the company based on a survey.
 
Finally, chapter five includes a basic summary and study recommendations. The general summary was provided here and the brief recommendations were also listed to ensure better customer service and achieve greater customer satisfaction.

Keywords: Service convenience, access convenience, customer satisfaction, mobile subscribers, Bangladesh
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[bookmark: _GoBack]Chapter One 
[bookmark: _Toc18243202]Introduction


[bookmark: _Toc480398247][bookmark: _Toc18243203]1.1 Origin of the Study
Internship / Project is an academic term of our studies and also an important part. This provides academic information on practical work participation.
    After completing all the courses in the BBA degree, a student must take an internship program or projects. At the end of the period, each student must present their internship or project study to their academic supervisor. This internship / project program transmits 3 credits, which is equivalent to the credit of an academic course.
So as per the academic requirement here is the research study on the topic- “An evaluation of service convenience and customer satisfaction among mobile subscribers in Bangladesh.”

[bookmark: _Toc18243204]1.2 Background of the report:

In the contemporary digital age in which we live, this is the kind of suitability that can be expected from companies, thanks to the knowledge they have in their waste. This is the kind of practicality in transporting customers that leads customers to cross the line and into its curve.
In the case of our telecommunications sector, the market has developed saturated in which each of the mobile telephone operators provides nearly parallel assistance to subscribers, consequently that the word "customer service" turn into a critical aspect for mobile operators that one may fulfill customers as well as demonstrate that they are different from others. This is why leading companies like Grameenphon, Robi, Bangladesh, Airtel & Teletalk have been involved in different customer service crusades to accelerate customer satisfaction.
To learn about the customer service tool of the telecommunications sector and to have a comparative analysis of the suitability of the various telecommunications sector customers in Bangladesh, this study has been equipped.

[bookmark: _Toc18243205]1.3 Objectives of the Study
The objectives of the service are as follows:
· To present the background of telecommunication industry in our country.
· To evaluate the mechanism of their customer care services.
· To analyze how they delivering the most effective and convenient customer satisfaction through customer convenience.
[bookmark: _Toc18243206]1.4 Methodology
This is a research. The study focused on primary and secondary data. The primary data are composed through interviews with mobile manipulators using a standard questionnaire attached in the appendix. Secondary data is collected from magazines, websites and internal organization sources.

[bookmark: _Toc18243207]1.5 Research Design
A standard questionnaire was developed for research purposes. The questionnaire includes various dimensions, such as the effectiveness of the customer service mechanism, the cost factor, the usefulness of the time, the provision of services, etc. The survey was conducted by mobile.
[bookmark: _Toc18243208]1.6 Data Sources
	1.6.1 Primary Data Sources:
		1.6.1.1 Standard questionnaire has been used.
		1.6.1.2 Personal interview with the subscriber.

1.6.2 Secondary Data Sources:
	1.6.2.1 Different periodical studies. 
	1.6.2.2 Published booklet
	1.6.2.3 Websites
	1.6.2.4 The daily newspaper, relevant journals.

[bookmark: _Toc18243209]1.7 Data Analysis and Interpretation 
All the data that can be obtained through tables and tables are also presented by graphic presentation. These graphs are interpreted by analyzing the survey information and also the scenario that acts as an indicator for a different analysis.





[bookmark: _Toc18243210]Chapter Two 
[bookmark: _Toc18243211]Industry Overview


[bookmark: _Toc18243212]2. 1 Grameenphone 
26th March, 1997 the day was independent day of Bangladesh Grameenphone started its operation. After 10 years with operation, they have been achieved more than 10 million subscribers. At present GP has more than 65 million subscribers and turn into leading Telecom Company in the field of Telecommunication industry in Bangladesh.
Now, there are about 15 million phone consumers in the country, of which just over one million are landline and mobile phone subscribers.
It’s been 22 years GP has born. GP is a joint venture between Telenor and Grameen Telecom Corporation. Telenor is the biggest telecommunication service provider in Norway. Telenor maintain operation more than 12 countries. Grameen Telecom Corporation is nonprofit sister company of the micro enterprise of international success. In GP, Telenor holds 62% shares on the other hand Grameen Telecom Corporation hold 38% share.
Over the years, new product and services are introduced by GP in the telecom market. They bring first GSM technology in Bangladesh when their journey was started in BD. By the help of Telenor’s experience and management, established standard international Telecom operation in BD. 
In Sept, 1999 GP first introduce the prepaid service. In telecom industry GP first provides various services and benefits like 24 hour call center, VMS (Value added services), SMS, WAP, EDGE, Push pull services, personal ring tone and so on.
Grammenphone gives more concentrate on after sales services benefits from vary beginning.
Now, more than 600 GP customer care are available across the country covering all the upazilas of sixty one districts. All the GP customer cares are remain open 10am to 8pm without public holiday.
GP creates employment opportunity. Large number of people get opportunity for direct as well as auxiliary work. Additional 70,000 people be contingent directly on Grameenphone for upkeep, working for GP dealers, workshops, scratch cards, suppliers, salespersons, contractors and others.




[bookmark: _Toc18243213]2.2 Banglalink
On March 1, 2005 the longitude beginning of Banglalink by state innovation which has understood a precious vision of people who repeatedly asked for this novelty from the government. Telegraph and Telephone Board of Bangladesh (BTTB) was implementing the “Mobile Telephony Project” which is launched by the government. The BTTB keep their promise by starting network on March 1, 2005.
Banglalink was constructed to handle the network equipped by Ericsson and was effective in managing a normal network and providing adequate services to mobile subscribers. It has convert acquainted with several interesting publications then altogether must remained well received by the marketplace. Since the opening of its introduction,
Banglalink has gained great admiration by activating real competition in the market. I am happy to know that in one year, Banglalink has closed 64 districts, 120 upazillas and most of the three main roads of the country.
[bookmark: _Toc18243214]2.3 Teletalk
All of us have a precious dream that the preliminary mobile phone service has put an end to a state entity. The authority of Bangladesh had honored the dream. The government took several necessary steps to true the dream. By the help of Government, the new telecom industry “Teletalk Bangladesh Limited” is introduced and started their operation. Teletalk was committed to give service to people at a reasonable price. Teletalk is individual employee of the state mobile telephony in our country.
The anticipation of publics by Teletalk is very in elevation: publics obligate exposed great interest in having a mobile phone connection with Teletalk. Teletalk constantly improving their service by the honor its customer. To make strong their market position, this state owned company provides various value added services to their mobile subscribers. Teletalk is not only the source of revenue for the government but also excellent prospect for the public to rally excellence facility at affordable prices.
[bookmark: _Toc18243215]2.4 Robi
ROBI is the active national GSM mobile communication key. In 1996, the joint venture between Telecom Malaysia Berhad and A.K. khan & Co. Ltd as a result of creation Robi. The operation is started the next year in 1997 under the name “Robi Variety”.
At present, Robi is renowned as a foremost trademark in Bangladesh and this is ambitious through our constant search for pre-eminence and technology, which undoubtedly places it above the rest. They promise that the future with Robi will introduce more exciting, innovative product and service to fulfill the customer wants and needs and stay on the top of the market by holding the leading position. As a customer focus company they trust in superior customer service that principal to decent business. To provide better and effective service to customer Robi continues improving their network coverage and other value added services






[bookmark: _Toc18243216]Chapter Three 
[bookmark: _Toc18243217]Theoretical Discussion


[bookmark: _Toc18243218]1. 1 Customer satisfaction
“Satisfaction is an outcome of purchase and use resulting from the buyer’s comparison of the rewards and costs of the purchase in relation to the anticipated consequences, Operationally, satisfaction is similar to attitude in that it can be assessed as the sum of the satisfactions with the various attributes of the product or service.”(Churchill, A, Jr, Surprenant, & Carol, 1982)
“Satisfaction guaranteed or your money back.”(Keiningham, Gupta, Aksoy, & Buoye, 2014)
“Customer satisfaction has developed extensively as a basic construct for monitoring and controlling activities in the relationship marketing concept.” (Hennig‐Thurau & Klee, 1997)
Customer satisfaction concept often used in marketing. Customer satisfaction relies on person’s feelings about product or service that is compared with customer expectation. Customer feelings can be positive or negative. Positive feelings gives pleasure on the other hand negative feelings brings disappointment. Positive feelings of product or service outcomes make customer loyal and leads organization profitable.
 The most important ways to achieve customer satisfaction by find out their needs, be a source of reliable information, maintain high ethical standards and build a post-purchase relationship.
[bookmark: _Toc18243219]1. 2 The Elements of Delivering Customer Satisfaction

[bookmark: _Toc18243220]1.2.1 Product Quality
“Quality has been defined as fitness for use, or the extent to which a product successfully serves the purposes of consumers. Customer service is one of the organizational processes which companies perform considering  the  growing  competition  and  for  attracting  entrepreneurial  opportunities  for  increasing profitability and better access to the market and increasing the customer satisfaction and loyalty level.” (Jahanshahi et al.)
Product or service quality is revised from customer angle not seen from organization angle. There are two significant issues that affect quality of the product, one is expected quality and another is perceived quality of the product. When the quality of a product meets the customer expectation then customer feels satisfied. On the other hand, perceived quality of a service fail to meets the expected quality then the customer dissatisfied.
Organization should concentrate on service or product quality, before, during & after production.
[image: ]
1. Before production: Before production, organization must research on customer needs. Based on the research findings product should be design on the basis of these needs.
2. During production: Most important factor of this stage is quality control. Quality control must all the stages like from row material to finish goods.
3. After production: To ensure high quality product that is production as per quality standard. Ensure the product is zero defects.

[bookmark: _Toc18243221]1.2.2 Price

Price is one of component of marketing mix. Price is a measurement of a value of a product or service offerings. Pricing is a fundamental method for exchanging goods and services.
“The excess of the price which a man would be willing to pay rather than go without having a thing over what he actually does pay is the economic measure of his satisfaction surplus.” (Anderson & W)
Price should not too high or too low. Sometimes price of a product or service gives message to the customer about the quality of the product or service. Not only reasonable price positively result on customer satisfaction but also sometimes increase price of a product or service to do so.
A business’ pricing strategy can be making or break when it comes to keeping your customers satisfied. Intuitively, higher prices presumably make customers less satisfied. However, in this article, we examine why pricing strategy is in fact much more complicated.
A pricing strategy should be convenient to retain customer satisfied. Pricing strategy sometimes goes complicated, some reasons behind of it.

· The Problem with Cheap Prices

Pricing sends a significant note to clients. People think there is interrelated connection between price and product quality, higher price definitely the product would be higher quality. On the other hand, lower price sometimes sends negative message to customer about lower quality of product or service. People think cheap price product has potential shortcomings.
· Changing Prices

Sometimes organization runs into trouble. By the increase of various costs like freight, ordering, manufacturing cost then the company decide to increase their product price. Changing price may risky. You may lose your customer. They think the product is no longer available in the market.
· Higher Prices

Higher price consider couple of things. One is if you charge the higher price of your product then higher prices would appear to discourage customer. This is higher price signal your product or service is good quality.

· Reasonable  Prices

Both the prices (Higher & cheap) creates problem. Price should not be too high or too low. It should be reasonable. Reasonable prices attract the customer and easily keep customer happy. It gives the balance between product quality and value of their purchase.  

[bookmark: _Toc18243222]1.2.3 Customer Convenience

“Creating superior customer convenience seems to be one of the central objectives in today's retailing environments” (Srivastava, Mala, Kaul, & Dimple)“Convenience is the ability to reduce consumers' non-monetary costs (i.e., time, energy and effort) when purchasing or using goods and services” (M. Srivastava & Kaul, 2014).  “An overall measure of convenience interacts with satisfaction in influencing consumer loyalty” (M. Srivastava & Kaul, 2014)
[image: ]
“Consideration  of  convenience  for  customers  is  long-standing,  particularly  in the  retailing  and  consumer  behavior  literatures” 
Four dimensions of service convenience are given below:

[bookmark: _Toc18243223]1.2.3.1 Access Convenience: Access convenience is a customer experience which gets the service easy, effort expense, within expected time period. For example:  availability of service provider, service provider accessibility, convenient time period and easily contactable with service provider.
[bookmark: _Toc18243224]1.2.3.2 Transaction Convenience: Transaction convenience is a customer experience which occurs during the service purchase period. For example easily comprehensive service purchases, quick service, not any problem to deal during the period.
[bookmark: _Toc18243225]1.2.3.3 Benefit Convenience: After completing the transaction convenience, then customer wants benefit convenience which started give the benefits to the customer. For example; Customer care service with petite effort, Decipher problem without creating other problem, benefit would be reasonable.
[bookmark: _Toc18243226]1.2.3.4 Post benefits Convenience: Post benefit convenience is a customer experience which comes after the benefit stage by reinitiating communication with organization. For example; easy trail up service provider, Answer the query question and so on. 

[bookmark: _Toc18243227]1.2.4 Customer Self-Service
“Today’s fast-paced world is becoming increasingly characterized by technology-facilitated transactions. Growing numbers of customers interact with technology to create service outcomes instead of interacting with a service firm employee. Self-service technologies (SSTs) are technological interfaces that enable customers to produce a service independent of direct service employee involvement.” (Meuter et al., 2000)
“Customers themselves participate at some level in creating the service and ensuring their own satisfaction.” (Bitner, et al., 1997)
All the telecom company provides customer self-service offering which is growing popularity day by day. It gives independence to the customer direct self-involvement. Customer self-service helps to gain customer satisfaction.


[bookmark: _Toc18243228]1.2.5 Perceived Performance
Perceived performance implies that a user thinks their website is wild and may not be as fast as the technical statistics say. When it comes to improving your websites, what the user thinks is really important, not the technical magic that occurs behind the scenes.
Events, developments of the actual cumulative act desired performance; however, due to bodily limitations, actual performance cannot be increased and sales of used items can be the means to create a clear performance in the role of a nominal reduction in physical performance. For example, the employee is happy to see the sketch along with the update of a development package, even while loading a file, but it takes a while since the loading procedure of the case, but it is generally very short. All system responsibility is used by the inability of the user to precisely control actual performance or to measure at the expense of performance.
Performance understanding techniques can involve much more than delaying the time between the user's request and visual feedback. Sometimes, an increase in delay can be seen as an improvement in performance, for example, when the user-controlled variable is set to the average user input. This gives the impression of a regular movement, but the controlled variable always arrives a little late to the expected value. When the fluctuations of the high frequency phase are attenuated and the user tries to maintain infinite value, he will feel that he will succeed more easily. This type of discussion would be appropriate to control a sniper rifle in a video game. Another example would be the premature addition to the cause of a user's action, such as requesting a large data table before a user wants to see it.





[bookmark: _Toc18243229]Chapter Four 
[bookmark: _Toc18243230]Analysis & Findings


According to my supervisor, I conducted a survey based on “An evaluation of service convenience and customer satisfaction among mobile subscribers in Bangladesh.” The following chats are inserted based on survey information which is collected from mobile subscribers.

Name of customer care center

We can see that in 75% of mobile subscribers takes services from GP custom cares. That means GP occupied 75% of market share in Telecommunication industry. The remaining four occupid only 25% market share. Teletalk scored lowest among them.

	
 

	Strongly Disagree (%)
	Disagree (%)
	Neutral (%)
	Agree (%)
	Strongly Agree (%)

	Access Convenience

	AC1
	The service provider was available when I needed to talk to them
	4%
	18%
	14%
	32%
	32%

	AC2
	The service provider is accessible through various was (Online, telephone etc.)
	8%
	18%
	26%
	30%
	18%

	AC3
	The hours of operation of the service provider were convenient
	0%
	18%
	20%
	42%
	20%

	AC4
	It is easy for me to contact an employee of the service provider if necessary
	14%
	22%
	28%
	26%
	10%



In response to above questions we can see the following scenario:

Scenario: So we can see that in 32% of the total respondents consider strongly the service provider was accessible when I wanted to talk to them. Question number AC1 was more specific which gave a comparative analysis. Here even the neutral answer 14% has been considered as ‘Negative.’
Degree of Intensity: So we can see that 32% respondents strongly agreed in favor of customer center service and 4% strongly disagreed.


Scenario: We can see that total 48% of total respondent considered the service provider is accessible through various was (Online, telephone etc.). Among them 18% of total respondents are strongly agreed. On the other hand, total 26% of respondent said they did get their service provider accessible through online or telephone. Among them 8% are strongly disagreed.

Scenario: Based on the question “The hours of operation of the service provider were convenient” The majority of respondents are agreed (42%), another 20% are strongly agreed. On the other hand, 0% strongly disagreed that’s means the hours of operation of the service provider were convenient. The rest 20% are neutral.


Scenario: We can see that the majority of 28% respondents are neutral. We consider neutral answer has been ‘Negative”. That’s mean it is not easy for them to contact an employee of the service provider if necessary. Other 36% disagreed on the other hand total 36% of respondents agreed with the question.
	

	Strongly Disagree (%)
	Disagree (%)
	Neutral (%)
	Agree (%)
	Strongly Agree (%)

	Transaction Convenience

	TC1
	I found it easy to complete my service purchase with my provider
	4%
	24%
	16%
	36%
	20%

	TC2
	I was  able to complete the purchase of my service quickly
	6%
	32%
	30%
	24%
	8%

	TC3
	There were no problems to deal with during the purchase that added to the purchase time
	14%
	32%
	28%
	22%
	4%



In response to above questions we can see the following scenario:



Scenario: Based on the question “I found it easy to complete my service purchase with my provider” respondents are 16% neutral, 24% disagreed & 4% strongly disagreed. I consider the neutral answer is negative that’s mean they didn’t find it easy to complete their service purchase with their provider. On the other hand, total 56% are agreed who are satisfied with their service purchase.




Scenario: We can see that total 38% respondents are disagreed and another 30% neutral answer which is consider as negative that’s mean they were not  able to complete the purchase of Their service quickly. On the other hand, only 32% of respondent are positive.


Scenario: As like as TC2, We can see that total 46% respondents are disagreed and another 28% neutral answer which is consider as negative that’s mean there were problems to deal with during the purchase that added to the purchase time . On the other hand, only 26% of respondent are positive.
	
 

	Strongly Disagree (%)
	Disagree (%)
	Neutral (%)
	Agree (%)
	Strongly Agree (%)

	Benefit Convenience

	BC1
	I was able to get the benefits of the customer care service with little effort
	22%
	26%
	20%
	28%
	4%

	BC2
	The service provider solved my needs without creating other problems
	0%
	12%
	22%
	39%
	27%

	BC3
	The time required to receive the benefits of the service was reasonable
	20%
	36%
	24%
	18%
	2%



In response to above questions we can see the following scenario:


Scenario: We can see that total 46% respondents are disagreed and another 20% neutral answer which is consider as negative that’s mean most of the respondents were not able to get the benefits of the customer care service with little effort  . On the other hand, only 32% of respondent are positive.





Scenario: So we can see that in 27% of the total respondents consider strongly agreed and 39% of respondents are agree with the service provider solved their needs without creating other problems. Question number BC2 was more specific which gave a comparative analysis. Here even the neutral answer 22% has been considered as ‘Negative. And another 12% are disagreed with the question.

Scenario: We can see that total 56% respondents are disagreed and another 24% neutral answer which is consider as negative that’s mean most of the respondents are not satisfied with the time required to receive the benefits of the service was reasonable . On the other hand, only 20% of respondents are positive.
	
 
	Strongly Disagree (%)
	Disagree (%)
	Neutral (%)
	Agree (%)
	Strongly Agree (%)

	Post-benefit Convenience

	PBC1
	My service provider quickly resolved any problem I had with the service
	14%
	34%
	18%
	26%
	8%

	PBC2
	It was easy for me to obtain follow up service from the provider
	19%
	43%
	0%
	30%
	8%

	PBC3
	When I have question about my services, my service provider is able to resolve my problem
	18%
	36%
	30%
	16%
	0%



In response to above questions we can see the following scenario:


Scenario: We can see that total 48% of total respondent considered the service provider quickly resolved any problem they had with the service. Among them 14% of total respondents are strongly agreed. On the other hand, total 34% of respondent said they did get their service provider quickly resolved any problem they had with the service. Among them 8% are strongly disagreed.





Scenario: Scenario: So we can see that in total 62% of the total respondents consider strongly the service was easy for me to obtain follow up service from the provider. On the other hand, total disagreement is 38%.


Scenario: we can see that in 54% of the total respondents consider strongly my service provider is able to resolve my problem when I have question about my service. Question number PBC3 was more specific which gave a comparative analysis. Here even the neutral answer 30% has been considered as ‘Negative.’ On the other hand, disagreed only 16% and strongly disagree is 0%.

	
 

	Strongly Disagree (%)
	Disagree (%)
	Neutral (%)
	Agree (%)
	Strongly Agree (%)

	Satisfaction

	SAT1
	Overall, I am satisfied with my service provider
	6%
	24%
	24%
	36%
	10%

	SAT2
	My feelings about being served by my service  provider again would be  more satisfactory
	0%
	18%
	14%
	40%
	28%

	SAT3
	My encounter with the my service provider was better than expected 
	4%
	14%
	22%
	38%
	22%

	SAT4
	My impression of the interaction of the service provider with me was wonderful 
	12%
	38%
	26%
	18%
	6%

	SAT5
	As a result of my interaction with the service provider I was satisfied  
	8%
	18%
	28%
	36%
	10%



In response to above questions we can see the following scenario:


Scenario: We can see that neutral answer is 24%. If I consider the neutral answer is negative then the total disagreement is 54%. On the other hand, total satisfied respondents are 46% which is smaller than the total disagreement. That’s means all most half of the respondents are satisfied with their service provider.



Scenario: So we can see that in total 68% of the total respondents consider strongly about their feelings about being served by my service provider again would be more satisfactory. Here even the neutral answer 14% has been considered as ‘Negative’. Then the total  disagreement is 32%. 


Scenario: Total disagreement is 60% without considering the neutral answer is negative. That’s mean their encounter with the service provider was not better than expected.


Scenario: Based on this question “My impression of the interaction of the service provider with me was wonderful” if I consider the neutral answer is negative then the total disagreement is 50%. On the other hand, total agreed respondents are 50%.


Scenario: So we can see that in total 46% of the total respondents consider strongly about the result of their interaction with the service provider they were satisfied. Here even the neutral answer 28% has been considered as ‘Negative’. Then the total disagreement is 54%.

[bookmark: _Toc18243231]Conclusion & Recommendations

To guarantee the comfort of the standard service and the level of customer satisfaction, the telecommunications company customer service is really working hard. The call center is an essential part of any telecommunications company. Incoming and outgoing customer support actions play a crucial role in ensuring a better level of customer satisfaction. Through this study, many significant factors have been identified that significantly influence the various dimensions of consumer comfort and the level of customer satisfaction. In other words, the factors which can guarantee the expected level of customer satisfaction.
The overall findings of the study are as follows:	
· To ensure better customer satisfaction all of the company (GP, Banglalink, Robi, Airtel & teletalk) is working with diversified customer service options.
· GP is the renowned market leader in the telecom industry in Bangladesh and GP subscribers are satisfied with service conveniences from their service provider more than others.
· All of the telecom company heedful about their access and transactional convenience but some lacking exist in their benefit and post benefit convenience.
· Excluding some issues, subscribers are overall satisfied with their own mobile operator.

Recommendations:
· Customer service department should more emphasize on benefit and post benefit convenience.
· They should increase the range of services of the customer service options and number of physical customer service touch points.









Appendix

Questionnaire

Service convenience and customer satisfaction 



Dear Sir/Ma’am, 
I am a student of BBA program at the United International University doing survey on “An evaluation of service convenience and customer satisfaction among mobile subscribers in Bangladesh” to complete my internship report. 

This is not a test. There is no correct or wrong answer to any question. Don’t worry or puzzle on individual question. Response quickly and record your immediate thoughts. The information you provide will be treated as strictly confidential. All analyses will be conducted on an aggregate level with no reference to individual responses.  

If you have any questions please contact my supervisor Dr. Kawsar Ahmmed  (kawsar@bus.uiu.ac.bd).

Sincerely yours,
Md. Yasin Arafat Faraji


1. Name of customer care center
	Name 
	Please √

	1. GP customer care center
	

	1. Banglalink customer care center
	

	1. Robi customer care center
	

	1. Teletalk customer care center
	

	1. Airtel customer care center
	



1. Number of visit to the customer care center:_________
	
Please circle the right answer from the alternative answers


	Strongly Disagree (1)
	Disagree (2)
	Neutral (3)
	Agree (4)
	Strongly Agree (5)

	Access Convenience

	AC1
	The service provider was available when I needed to talk to them
	1
	2
	3
	4
	5

	AC2
	The service provider is accessible through various was (Online, telephone etc.)
	1
	2
	3
	4
	5

	AC3
	The hours of operation of the service provider were convenient
	1
	2
	3
	4
	5

	AC4
	It is easy for me to contact an employee of the service provider if necessary
	1
	2
	3
	4
	5

	Transaction Convenience

	TC1
	I found it easy to complete my service purchase with my provider
	1
	2
	3
	4
	5

	TC2
	I was  able to complete the purchase of my service quickly
	1
	2
	3
	4
	5

	TC3
	There were no problems to deal with during the purchase that added to the purchase time
	1
	2
	3
	4
	5

	Benefit Convenience

	BC1
	I was able to get the benefits of the customer care service with little effort
	1
	2
	3
	4
	5

	BC2
	The service provider solved my needs without creating other problems
	1
	2
	3
	4
	5

	BC3
	The time required to receive the benefits of the service was reasonable
	1
	2
	3
	4
	5

	Post-benefit Convenience

	PBC1
	My service provider quickly resolved any problem I had with the service
	1
	2
	3
	4
	5

	PBC2
	It was easy for me to obtain follow up service from the provider
	1
	2
	3
	4
	5

	PBC3
	When I have question about my services, my service provider is able to resolve my problem
	1
	2
	3
	4
	5

	Satisfaction

	SAT1
	Overall, I am satisfied with my service provider
	1
	2
	3
	4
	5

	SAT2
	My feelings about being served by my service  provider again would be  more satisfactory
	1
	2
	3
	4
	5

	SAT3
	My encounter with the my service provider was better than expected 
	1
	2
	3
	4
	5

	SAT4
	My impression of the interaction of the service provider with me was wonderful 
	1
	2
	3
	4
	5

	SAT5
	As a result of my interaction with the service provider I was satisfied  
	1
	2
	3
	4
	5
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Mobile Subscribers
Name of Operator	Gp	Banglalink	Robi	Teletalk	Airtel	0.75	0.08	7.0000000000000007E-2	0.02	0.08	Question (AC1)
Series 1	Strongly Agree	Agree	Neutral	Disagree	Strongly Disagree	0.32	0.32	0.14000000000000001	0.18	0.04	Question (AC2)	Strongly Agree	Agree	Neutral	Disagree	Strongly Disagree	0.18	0.3	0.26	0.18	0.08	Question (AC3)
Series 1	Strongly Agree	Agree	Neutral	Disagree	Strongly Disagree	0.2	0.42	0.2	0.18	0	Question (AC4)
Series 1	Strongly Agree	Agree	Neutral	Disagree	Strongly Disagree	0.1	0.26	0.28000000000000003	0.22	0.14000000000000001	Question (TC1)
Series 1	Strongly Agree	Agree	Neutral	Disagree	Strongly Disagree	0.2	0.36	0.16	0.24	0.04	Question (TC2)
Series 1	Strongly Agree	Agree	Neutral	Disagree	Strongly Disagree	0.08	0.24	0.3	0.32	0.06	Question (TC3)
Series 1	Strongly Agree	Agree	Neutral	Disagree	Strongly Disagree	0.04	0.22	0.28000000000000003	0.32	0.14000000000000001	Question (BC1)
Series 1	Strongly Agree	Agree	Neutral	Disagree	Strongly Disagree	0.04	0.28000000000000003	0.2	0.26	0.22	Question (BC2)
Series 1	Strongly Agree	Agree	Neutral	Disagree	Strongly Disagree	0.27	0.39	0.22	0.12	0	Question (BC3)
Series 1	Strongly Agree	Agree	Neutral	Disagree	Strongly Disagree	0.02	0.18	0.24	0.36	0.2	Question (PBC1)
Series 1	Strongly Agree	Agree	Neutral	Disagree	Strongly Disagree	0.14000000000000001	0.34	0.18	0.26	0.08	Question (PBC2)
Series 1	Strongly Agree	Agree	Neutral	Disagree	Strongly Disagree	0.19	0.43	0	0.3	0.08	Question (PBC3)
Series 1	Strongly Agree	Agree	Neutral	Disagree	Strongly Disagree	0.18	0.36	0.3	0.16	0	Question (SAT1)
Series 1	Strongly Agree	Agree	Neutral	Disagree	Strongly Disagree	0.1	0.36	0.24	0.24	0.06	Question (SAT2)
Series 1	Strongly Agree	Agree	Neutral	Disagree	Strongly Disagree	0.28000000000000003	0.4	0.14000000000000001	0.18	0	Question (SAT3)
Series 1	Strongly Agree	Agree	Neutral	Disagree	Strongly Disagree	0.04	0.14000000000000001	0.22	0.38	0.22	Question (SAT4)
Series 1	Strongly Agree	Agree	Neutral	Disagree	Strongly Disagree	0.12	0.38	0.26	0.18	0.06	Question (SAT5)
Series 1	Strongly Agree	Agree	Neutral	Disagree	Strongly Disagree	0.1	0.36	0.28000000000000003	0.18	0.08	8
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