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Abstract 

The study is aimed at customer service practices, firms’ commitment and retention in the greater Accra Region 

using Mobile Telecommunication Network (MTN) as a case study. The paper went further to examine the 
relationship between the three variables customer service practices, firms’ commitment and retention. The study 
adopted both qualitative (case study) and quantitative methods respectively. MTN was selected to gather data, 
which was acquired from answers obtained from our administered questionnaire. The population of the survey 
constituted the management and non-management staff and customers of MTN in Ghana. Hypotheses of the 
study will be analyzed using correlation and regression. Results of the study show that there are high positive 
correlation between the constructs of customer service practices, firm commitment and retention. 
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1. Introduction 

The rapid growth of service sectors all over the world and the deregulation of many services industries have lead 
researchers with an interest in quality issues to the importance of acquiring more understanding about service 
quality. It is recognized that high quality service is essential for firms that want to be successful in their business 
(Parasuraman et al., 1985; Rust & Oliver, 1993). It leads to customer retention (Lewis 1994), higher profitability 
(Gundersen, Heide & Olsson, 1996) and lower cost (Grant 1998). Most would agree without any prompting on 
the importance of offering their customers with service quality.  
Customer service, firms’ commitment and customer retention are three elements that many services firms would 

gladly profess to be striving to provide to their customers. Recent research indicates that these three concepts are 
quite distinct. 
 

2. Literature Review 

2.1 Customer Service, Firms’ Commitment and Retention. 

2.1.1Customer Service 

According to Jamier (2002), “Customer service is a series of activities designed to enhance the level of customer 

satisfaction that is, the feeling that a product or service has met the customer expectation. Customer service can 
be expressed in personal and interpersonal skills such as communication skills, listening skills, language, 
gestures and posture and telephone techniques. Customer service practice is defined as the unique and 
outstanding policies outlined by the service industry. These customer service practices includes cost leadership, 
innovativeness, differentiation in product and service, handling of customer complaints on first contact, 
soliciting of customer feedback on product sold and also tracking, trend and proactively eliminating customer 
complaint using the problem management system. Also the medical stores survey customers on regular basis as 

its differentiated practices over its competitors in the market. 

Lucas (2005) defines customer service as ‘the ability of knowledgeable, capable, and enthusiastic employees to 
deliver products and services to their internal and external customers in a manner that satisfies customer demand. 
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 (Calif, 1987). Customer service is the provision 
of service to customers before, during and after a purchase and also it is a series of activities designed to enhance 
the level of customer satisfaction (Turban et al, 2002).   The primary objective of customer service strategy can 
be expressed very simply to reduce the customers the customer’s cost of ownership. In other words for service to 
provide real value to the customer it must in some way make the transaction more profitable (Owusu, 2012). The 
customer service objective talks about all the various strategies and tactics that must be taken to ensure that 

customer cost ownership in terms of goods, does not cost so much. 

Customer service is any form of communication or interaction between a company representative or an 
employee and an individual(s) doing business with that company (Kotler, 2009). Chambers (2008) also indicated 



European Journal of Business and Management                                                                                                                               www.iiste.org 

ISSN 2222-1905 (Paper) ISSN 2222-2839 (Online) 

Vol.6, No.19, 2014 

 

30 

that, Customer Service is ensuring that we give our customers the sort of personal service and response that we 
ourselves would want, if we were in their place. Our customers have a right to expect from us the best possible 
standards of personal service. They should be treated with equal respect, listened to and responded to in a 
manner which is polite, helpful and timely. A customer is the most important visitor on our premises; he is not 
dependent on us. We are dependent on him. He is not an interruption in our work. He is the purpose of it. He is 
not an outsider in our business. He is part of it. We are not doing him a favor by serving him. He is doing us a 

favor by giving us an opportunity to do so”. (Mahatma Gandhi, 1941) 

Customer service starts with recognizing that we are all customers. These types of memorable experiences 
should be the goals that customer service is focused. These are the experiences that the customer will share with 
others and will build the reputation of the organization. It is really pretty simple, treat everyone in a timely, 
courteous and competent manner and you will gain a customer who will spread the word. There is no better 
advertising for any kind of organization than the words of a satisfied customer (Kotler, 2003). Kotler (2003) 
further indicated that, there is no perfect world where everyone is happy and satisfied all of the time. The most 
important thing for any organization to do when something has gone unpleasant is service recovery. Do 
something to make the customer feel right again and admit mistake made. Honesty goes a long way to providing 

good customer service. 

There are behaviors that can kill customer service in an instant. If you appear cold, never smile, have no warmth 
or care, you have just eliminated good customer service from happening. If an organization is unfriendly, pushy, 
discourteous or insensitive, the organization will create a bad impression and a good customer service experience 
will not occur. Customer service and satisfaction is everyone's responsibility in any organization and these 

negative behaviors should never be tolerated and need to be addressing (Chambers, 2008). 

Dave (2002) argues that, having committed customers should be the goal of every organization. They are the fuel 
for success and the future of the organization. Customer service is the measure of the organization performance, 
if you have built loyalty and commitment with your customers; this is what customer service is all about. If you 
know what your committed customers value and will continue to expect, you have built an organization that is 
model for customer service and what many organizations will never be able to achieve. Customer service is 
achievable with the right focus and commitment from the employees. These employees want to be recognized 
and appreciated, without them there would be no success. Employees need to be aware of what is negotiable and 
what is not negotiable when trying to keep customer satisfied. There should never be castigatory measures taken 
if an employee has made an honest mistake trying to meet the needs of a customer. Instead there should be 
recognition for taking the effort to try to meet their expectations and help them to find a more effective way to 
deal with the customer. 

It is difficult to define what is meant by service because most products we buy contain mixture of goods element 
and service element. One of the main points of the marketing concept is that a firm’s offering goes far beyond 

the physical product offering into an array of need satisfaction. This means that firms must recognize that 
everyone in business sell some element of goods and services. Some of the standard definitions to support this 

explanation are the following: 

Kotler et al. (2002) considered service to be “any activity of benefit that one party offer to another that is 
essentially intangible and does not result in the ownership of anything” and Armstrong by considering service as 

“those separately identifiable, essentially intangible activities which provide want needed satisfaction and which 
are not necessarily tied to sale of a product or service. Gronroos (1990) supported these ideologies by defining 
service as an activity or service of activities of more or less intangible nature normally, but not necessarily take 
place in interaction between the customer and the service employee or physical resources or goods and systems 

of service providers which are provided as solution to customer problem. 

Gronroos (2000) defined service as, “A service is a process consisting of a series of more or less intangible 
activities that normally, but not necessarily always, take place in interactions between the customer and service 
employees and/or physical resources or goods and/or systems of the service provider, which are provided as 
solutions to customer problems”. Fogli (2006) define service quality as “a global judgment or attitude relating to 

a particular service; the customer’s overall impression of the relative inferiority or superiority of the organization 

and its services. Service quality is a cognitive judgement”. 

2.1.2 Firms’ Commitment 

The concept of firm commitment has been treated as a variable of interest in its own right and a variety of 
definitions and measures have been proposed (Meyer, 2004). The concept has attracted more attention in recent 
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times, particularly, from organizational scientists, perhaps due to the constant changes taking place in 
employment practices that have arisen from the international employment marketplace and increased alternatives 
for skilled employees in a global economy (Sullivan and Arthur, 2006). Herscovitch and Meyer (2002) defined 
firms’ commitment as the degree to which an employee identifies with the goals and values of the organization 

and is willing to exert effort to help it succeed. 

Firms’ commitment has also been conceptualized as a psychological state or mindset that binds employees to a 

course of action relevant to one or more targets, and a willingness to persist in a course of action. It portrays the 
idea of a strong belief in and acceptance of the organizational goals, willingness to exert considerable effort on 
behalf of the organization and a desire to maintain organizational membership. It is also described as a subjective 
measure that captures employees’ perceptions of their identification with their organizations’ core values, their 

intent to stay with their organization, and their willingness to exert more effort than expected by their 
organization (Cooper-Hakim and Viswesvaran, 2005). Commitment may appear as synonymous to motivation, 
however, there is a difference between commitment and motivation in that commitment influences behavior 
independently of other motives and attitudes, and may lead to persistence to a course of action even if this 

conflicts with motives (Meyer 2004; Meyer and Herscovitch, 2001).  

Firms’ commitment is an essential requisition in an employee for reaching challenging goals because, as 

opposed to easy goals, they require more effort and typically have lower chances of success than easy goals do 
(Latham, 2007). It is therefore not surprising that over a period of 30 years, several private and public sector 
organizations have generally focused significantly on researching into the issue of firms’ commitment. 

2.1.3 Retention 

Retention can be defined as "a commitment to continue to do business or exchange with a particular company on 
an ongoing basis" (Zineldin, 2000). A more elaborated definition is to define retention as the customers' liking, 
identification, commitment, trust, willingness to recommend, and repurchase intentions, with the first four being 
emotional-cognitive retention constructs, and the last two being behavioral intentions (Strauss et al., 1999). 
Retaining old customers also costs less than acquiring new ones. The company knows the customers and what 
they want, and the initial costs of attracting the customers have already been expended (Davidow and Uttal, 
1989). Old customers also pay less attention to competing brands and advertising, are less price sensitive and 
create favorable word-of-mouth (Desai and Mahajan, 1998). Customer retention also brings benefits such as 
employee retention and satisfaction, better service, lower costs (Reichheld, 1990), lower price sensitivity, 

positive word-of-mouth, higher market share, higher efficiency and higher productivity (Zineldin, 2000).  

Potter-Brotman (1994) describes how service affects retention, and brings up the value of teaching all employees 
to be service providers, with the ability to enhance relationships with customers rather than endanger them. The 
author suggests that companies must concentrate on hearing customers' unique voices in order to find out what 
kind of service they consider to be exceptional. Appiah-Adu (1999) also indicates that the most critical element 
in retaining customers is the company's customer philosophy, implying that companies ought to strive for 
complete satisfaction rather than just satisfaction among its customers. Desai and Mahajan (1998) also 
emphasize on the concepts of acquiring, developing and retaining customers from a cognitive and affective 
perspective. They provided a way on how cognition and affects are used to increase retention, and use frequent-
flyer programs as a way of building loyalty. The authors suggest that in order to retain customers, companies 
must continually develop their products and services so as to meet the evolving needs of customers. Their 
research also suggests that retained customers are in fact satisfied, and not retained simply because of habit, 
indifference or inertia. Included in retention strategies are the development of new products and services to meet 

and satisfy the evolving needs of the customers; thus satisfaction is a component of retention. 

 

3. Research Methodology 

3.1. Research Design 

Research is a process of steps used to gather and evaluate information in order to increase understanding on an 
essential topic. It consists of three steps, namely posing a question, collecting data to answer the question, and 
presenting an answer to the question (Creswell, 2009). The research design for the current study refers to a 
quantitative form. This research concentrates on the relationship among variables more than on testing activity 
impact, and uses correlation design. Based on the described research objective, this study will adopt a correlation 
design. Correlation design allows us to predict an outcome and know the relation between variables. 
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3.2 Study Area 
The study was conducted in Accra the capital city of Ghana. The location of the city makes it the commercial 
center and a nodal point from which roads radiate to the central business areas of the region. The Mobile 
Telecommunication Network (MTN) was chosen because it has greatest market share in the industry. 
 
3.3 Population and Sampling 
The population of the survey constituted the management and non-management staff and customers of the 
mobile telecommunication network (MTN) in Ghana. The researchers used the simple random sampling. The 
study used a sample size of six hundred (600) and due to adequate time the researchers devoted for the data 

collection, the researchers were able to get five hundred and forty-five (545) questionnaires that were administer. 

 

4. Data Analysis 

After collecting data, we should evaluate the relationship between customer service, firms’ commitment and 
retention in Ghanaian telecommunication industry. Customer service contains of five dimensions, namely 
tangibility, reliability, responsiveness, assurance, and empathy (Parasuraman, et al., 1988). Also, customer 
service and firms’ commitment are predicators and retention is a criterion variable. Based on analysis of the 
collected data and using description statistics for demography, it was found that most respondents were male at 
60.4% and the most of the research participants (49.7%) are aged between 25 and 40. Additionally, most people 
(48.2%) have some undergraduate education level and most respondents are married (58.9%). 
 
Table 1. Correlations between customer service practices, firms’ commitment and retention 

 Retention Customer Services 

Practices 

Firms’ Commitment 

 

Retention 

Pearson Correlation 1 0.744** 0.691** 

Sig. (2-tailed)  0.000 0.000 

N 545 545 545 

 

Customer 

Services Practices 

Pearson Correlation 0.744** 1 0.573** 

Sig. (2-tailed) 0.000  0.001 

N 545 545 545 

 

Firms’ 

Commitment 

Pearson Correlation 0.691** 0.573** 1 

Sig. (2-tailed) 0.000 0.001  

N 545 545 545 

 
Moreover, to achieve the research objective the relationship between customer service practices, firms’ 

commitment and retention should be assessed, and from table 1, the Pearson correlation was utilized. There is a 
strong relationship between customer service practices and retention with a correlation coefficient of 0.744 at the 
0.01 level (2-tailed), customer service practices and firms’ commitment with a correlation of 0.573 at the 0.01 

level (2-tailed), firms’ commitment and retention with a correlation coefficient of 0.691 at the 0.01 level 
(2tailed). These relations are positive, meaning an increase in customer service practices with firms’ being more 

committed results in higher customer retention. 
 

5. Conclusion 

The telecommunication industry is one of the fastest growing kinds of industry and it products and services are 
in high demand since customers uses it daily. Moreover, customer service practices, firms’ commitment and 

retention guarantee profitability, and they play pivotal roles for companies within this industry, consequently. 
 

References 

1. Parasuraman, A., Zeithaml, V. A., L. Berry. (1985). A Conceptual Model of Service Quality and its 

Implications for Future Research. Journal of Marketing 49(4) 41-50. Parasuraman, A., Zeithaml, V. A. and 

Berry, L. L., (1990), “Delivering Quality Service: Balancing Customer Perception and Expectations”, the Free 

Press, New York, P. 226.  

2. Rust, R. T., & Zahorik, A. J. (1993). Customer Satisfaction, Customer Retention and Market Share. 

Journal of retailing, 69 (2), 193-215. 



European Journal of Business and Management                                                                                                                               www.iiste.org 

ISSN 2222-1905 (Paper) ISSN 2222-2839 (Online) 

Vol.6, No.19, 2014 

 

33 

3. Lewis, J. R. (1994). Sample sizes for usability studies: Additional considerations. Human Factors, 36, 

368-378. 

4. Gundersen, M. G., Heide, M. & Olsson, U. H. (1996). Hotel Guest satisfaction among Business 

Travellers: What Are the Important Factors? The Cornell Hotel and Restaurant Administration Quarterly, 37(2): 

72-81.  

5. Grant RM. 1998. the resource-based theory of competitive advantage. California Management Review 

33(3): 114–135. 

6. Jamier, L. S. (2002), Customer service. (goodcustomerservice.com).  

7. Lucas, Robert W. (2005). Customer Service: Skills for Success, 4th Ed. New York: McGraw Hill.  

8. Calif. DHS. (1987). “Waste audit study: Automotive repairs”. Prepared by Wesley M. Toy, P.E. 

Saratoga, Calif., for the California Department of Health Services, Toxic Substances Control Division, 

Alternative Technology Section. May1987, pp.131-142.  

9. Turban, E. (2002). Electronic Commerce: A Managerial Perspective. Prentice Hall 

(wikipedia.org/wiki/Customer service). 

10. Owusu, G., Oteng-Ababio, M. And Afutu-Kotey, R. L. 2012: Conflicts and governance of landfills in a 

developing country city, Accra’, Landscape and Urban Planning Vol. 104(1), pp. 105-113.  

11. Kotler, P. and Keller, K. L. (2009) Marketing management (13th end). New Jersey: Pearson Education 

Inc., Upper Saddle River. 

12. Chambers W. (2008). Customer Service: Skills for Success, 4th Ed. New York: McGraw Hill. 

13. Mahatma Gandhi (1941), A Journal for Advertisers, Complaints as an asset: [Based on an Interview by 

P. H. Erbes, Jr., with Kenneth B. Elliott, Vice-president in Charge of Sales, The Studebaker Corporation], Start 

Page 17, Quote Page 83, Printers’ Ink Publishing Company, New York.  

14. Kotler, P., (2003). “Marketing Management”, (11th Ed): Prentice Hall, New Jersey.  

15. Dave, C. (2002). Marketing Intelligence 3rd edition, BSC PHD, FCIM, UK Book Master.com.  

16. Kotler P., Armstrong G., Saunders J. Wong V. (2002) Principle of Marketing, 3rd edition, Pretence Hall 

$Europe.  

17. Gronroos, C. (1990), Service Management and Marketing: Managing the Moments of Truth in Service 

Competition. Lexington, MA., Lexington Books 234 

18. Gronroos, C. (2000). Service Management and Marketing: A Customer Relationship Management 

Approach. 2nd ed. West Sussex: John Wiley & Sons, Ltd.  

19. Fogli, L. (2006). Customer Service Delivery. San Francisco: Jossey-Bass. 

20. Meyer J.P., Becker T.E. and Vandenberghe C.2004. “Employee commitment and motivation: a 

conceptual analysis and integrative model” Journal of Applied Psychology 89(6): 991-1007. 

21. Sullivan S.E. and Arthur M.B. 2006 “The evolution of the boundary less career concept: examining 

physical and psychological mobility” Journal of Vocational Behavior.69 (1): 19-29. 

22. Herscovitch L. and Meyer J.P. 2002 “Commitment to organizational change: Extension of a three-

component model”  Journal of Applied Psychology. 87: 474-487.  

23. Cooper-Hakim A. and Viswesvaran C. 2005.  The construct of work commitment: testing an integrative 

framework. Psychological Bulletin 131(2): 241-59.  

24. Latham G.P. 2007.  Work Motivation: History, Theory, Research, and Practice, Sage, Thousand Oaks, 

CA.  

25. Zineldin, M. (2000). (TRM) Total relationship management, Student literature, Lund. 

26. Strauss, B., & Friege, C. (1999). Regaining service customers: costs and benefits of regain 

Management. Journal of Service Research, 1(4), 347-361. http://dx.doi.org/10.1177/109467059914006 

27. Davidow W. H., and Bro Uttal, Total Customer Service: The Ultimate Weapon (New York: Harper & 

Row, 1989), p. 40. 

28. Desai, Kalpesh Kaushik and Vijay Mahajan (1998), “Strategic Role of Affect-Based Attitudes in the 

Acquisition, Development, and Retention of Customers,” Journal of Business Research, July, 309-24. 



European Journal of Business and Management                                                                                                                               www.iiste.org 

ISSN 2222-1905 (Paper) ISSN 2222-2839 (Online) 

Vol.6, No.19, 2014 

 

34 

29. Reichheld FF, Sasser WE (1990). Zero defections: quality comes to services. Harvard Business Review, 

68(5):105-111. 

30. Potter-Brotman, (1994) "The New Role of Service in Customer Retention", Managing Service Quality, 

Vol. 4 Iss: 4, pp.53 - 56  

31. Appiah-Adu, K. (1999). Marketing effectiveness and customer retention in the service sector. The 

Service Industry Journal, 19(3), 26-41. http://dx.doi.org/10.1080/02642069900000028  

32. Creswell, J. W. (1998). Qualitative inquiry and research design: Choosing among five traditions. 

Thousand Oaks, CA: Sage.  

33. Parasuraman, A., Zeithaml, V. A. & Berry, L. L. (1988). SERVQUAL, a multiple item scale for 

measuring consumer perception of service quality. Journal of Retailing, 64(1), 12-40. 



The IISTE is a pioneer in the Open-Access hosting service and academic event 

management.  The aim of the firm is Accelerating Global Knowledge Sharing. 

 

More information about the firm can be found on the homepage:  

http://www.iiste.org 

 

CALL FOR JOURNAL PAPERS 

There are more than 30 peer-reviewed academic journals hosted under the hosting 

platform.   

Prospective authors of journals can find the submission instruction on the 

following page: http://www.iiste.org/journals/  All the journals articles are available 

online to the readers all over the world without financial, legal, or technical barriers 

other than those inseparable from gaining access to the internet itself.  Paper version 

of the journals is also available upon request of readers and authors.  

 

MORE RESOURCES 

Book publication information: http://www.iiste.org/book/ 

 

IISTE Knowledge Sharing Partners 

EBSCO, Index Copernicus, Ulrich's Periodicals Directory, JournalTOCS, PKP Open 

Archives Harvester, Bielefeld Academic Search Engine, Elektronische 

Zeitschriftenbibliothek EZB, Open J-Gate, OCLC WorldCat, Universe Digtial 

Library , NewJour, Google Scholar 

 

 

http://www.iiste.org/
http://www.iiste.org/journals/
http://www.iiste.org/book/

