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ABSTRACT

This study examines the factors influencing customers’ repurchase intentions
in the Greek Mobile Telephony sector. The main factors, such as service
quality, price, risk, service value, customer satisfaction and their relationships
were closely examined.

The motivation for this research derived from the fact that customer retention
is very important for company profitability, which is particularly true in mature
markets. The mobile telephony market in Greece has reached its mature
stage and in such markets, companies with an established customer base,
achieve higher profitability when they pursue retention strategies rather than
strategies to attract new customers.

The main results of this study were based on the analysis of a model using
cross-sectional data and eight research hypotheses were proposed. The
hypothetico-deductive approach was used and quantitative research was
conducted using survey methodology. A pilot research survey was carried
out and qualitative focus group research was also conducted. The
SERVQUAL instrument was selected for measuring service quality, which
included expectations, perceptions and importance weights. This was
adapted for the mobile telephony sector on the basis of in-depth interviews
with top marketing executives of the three Greek mobile operators, the pilot
research survey and the focus group research. Thus, this study also led to
the development of an adapted SERVQUAL tool for measuring quality in the
mobile telephony sector.

The statistical analysis of the results generally supported the research
hypotheses. The results showed that there were relationships between,
service quality, service value, customer satisfaction, and repurchase
intention. In addition, the results showed that Greek mobile operators did not
meet respondents' expectations in any of the SERVQUAL attributes.

This study has contributed to the customer satisfaction and service quality
literature by examining empirically the relationships between service quality,
service value, customer satisfaction and their influence on customers
repurchase intentions and shedding some light on these relationships. It is
also one of the few studies to have empirically examined the concept of
value, which is widely recognized as of significant importance. In addition, it
has contributed to the service sector literature and in particular to the mobile
telephony sector, a sector of continually increasing importance, where up to
now, little investigation has taken place and there is little insight concerning
these issues since no such references can be found in the literature.
Furthermore, it is the first to provide an adapted and tested version of
SERVQUAL for mobile telephony. Thus, it provides an important addition to
the international literature on mobile telephony as it is the only study so far



that has gathered knowledge concerning these issues in the Greek market,
where very limited research has taken place in the service sector and where
there has been no research in the mobile telephony sector. Finally, in
strategic terms, this study with the adapted SERVQUAL will provide
important new information and can be a valuable tool for the mobile
telephony operators’ policymakers and marketing managers and enable them
to better define their strategy to achieve customer retention and company
growth and profitability.

Further research based on these findings can add to the present pool of
knowledge by investigating the extension of the proposed model including
additional factors and developing a further refinement of SERVQUAL as a
tool for measuring service quality in the mobile telephony sector.
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CHAPTER 1

INTRODUCTION

Mobile telephony was introduced in Greece in 1993 and it is considered to be
one of the fastest developing countries in mobile telephony penetration rates in
proportion to the population (Newspaper Apogeumatini, 2001). There are three
companies in the Greek mobile telephony sector: Panafon/Vodafone and
Telestet which are private companies and Cosmote which is a public company
and subsidiary of the Greek Public Telephone Company (OTE).

However, the majority of the Greek mobile telephony operators are losing their
customers at high and constantly increasing rates and they are seriously
suffering from customer defection (Panafon, 1999). The relationship between
customer retention and company profitability has been estimated by a variety of
researchers, who claim that it is very important in all sectors and it is the key to
success for company profitability, success and growth, especially in mature
markets (Zeithaml, Berry and Parasuraman, 1996). The mobile telephony
market in Greece has reached its mature stage, thus, it is crucial for the Greek
mobile operators to retain their customers and identify the factors causing
defection.

This study comprises the following chapters:

Chapter 1 is the introduction and gives a brief description of the aim of this
study and the methodology applied.

In Chapter 2 the research problem is presented and the research objectives are
analysed in detail. The service sector, and in particular the mobile telephony
sector worldwide and in more detail in Greece, are examined. The current
situation in the Greek mobile telephony market concerning customer retention is
also examined.

In Chapter 3 the literature review is carried out covering customer repurchase
intention which is examined in detail, as well as the relevant factors influencing
customers repurchase intentions such as service quality, service value and
customer satisfaction. In addition models existing in the literature, linking these
factors are presented.

In Chapter 4 a model of customers assessments of mobile telephony is
proposed, including all the factors revealed in the literature review as influencing
customers repurchase intention to be examined in the Greek mobile telephony
sector. In addition, the research hypotheses are presented.



In Chapter 5 the methodology used to conduct this study is presented. First the
methodological issues are examined and then the methods applied are
presented. The methodological issues include an analysis of the research
approach, the adaptation process of the selected instrument for measuring
service quality in the mobile telephony sector, SERVQUAL, and the presentation
of the sampling plan. The methods include, in-depth interviews with marketing
experts of the three Greek mobile telephone operators, a pilot survey, the focus
group research and the final survey research.

In Chapter 6 the results of the focus group research and of the final survey
research as well are presented.

In Chapters 7, 8 and 9, conclusions, important recommendations for managers
and the implications of the research are presented accordingly.

The research plan of this study is presented below.

1.1 The Research Plan

The research plan for this study is presented in Figure 1.
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CHAPTER 2

THE RESEARCH BACKGROUND

In this chapter the importance of the service sector is analysed, focusing on the
mobile telephony service, which is constantly growing worldwide. An analysis of
the Greek mobile telephony market and the major players in the market is also
conducted. Then, the issue of customer repurchase intention in the mobile
telephony market is examined in detail and the research questions of this study
are presented.

Mobile telephony has become an important service and is widely used
worldwide. However, nowadays, services in general are taking on an
increasingly important role in the economy internationally. In the following a brief
analysis of the importance of the service sector is presented.

2.1 The Service Sector

As Philip and Hazlett (1997) reported, the service sector constitutes around
67% and 71% of the GNP of Canada and USA respectively. In the US, the
service sector is the largest component in the economy. The number of jobs in
the economy's service sector reached 78 million in 1995, that is about four out of
every five private sector non-agricultural jobs. Service sector jobs come from a
wide range of industries, including banking and insurance, travel, entertainment,
wholesale and retail trade, legal and other business services, information,
telecommunications, health care, education, transportation, energy and
environmental services, and architectural, construction and engineering
services. In addition the service sector contributes significantly to U.S.
technological leadership and enhances the global competitiveness of all U.S.
firms, including those in the manufacturing sector (The US Department of
Commerce, 2002).

This significant importance of services, results in an increased need for service
companies to satisfy their customers. As McColgan (1997) claimed, service is
a discipline with its own skills, competencies, and vocabulary. Service is not only
a matter of being pleasant to customers but also of understanding the system
that makes customer satisfaction possible. This system begins and ends with
the customer, that is, it moves from understanding the customer's needs and
setting the customer's expectations to identifying alternatives, meeting
expectations and measuring results. Thus, customer satisfaction is of prime
importance and service quality is also high on a manager's priority scale. This is
supported by Cronin and Taylor (1992) who argued that there appears to be
executive consensus in the United States that service quality is one of the most



important problems for managers. Service organizations generally lag behind
their manufacturing counterparts when it comes to embracing total quality
management and continuous improvement strategies. This may be largely
attributable to the inherent characteristics which are more commonly associated
with services, that is inseparability, intangibility, heterogeneity and perishability
that make service quality more difficult to achieve and assess. As Philip and
Hazlett (1997) stated another unique aspect of services is that both service
personnel and consumers have a role to play in the 'production and delivery
processes’. However, the importance of the customer has only recently been
taken into account by service companies in their marketing strategies.

The service marketing literature is quite recent. As Fisk, Brown and Bitner
(1993) stated, it is only since 1960 that the literature has begun dealing with
services. Regan (1963) wrote the first of three services marketing articles to
appear in the Journal of Marketing during the 1960s. He described the U.S. as
well advanced into a 'service revolution' that would significantly change
consumer behaviour. Judd (1964) proposed redefining services and created a
services typology. Rathmell (1966) argued that marketing people needed to
devote more attention to the service sector. The first book on services marketing
was actually a research monograph by Johnson (1964). The first full-length book
was authored by Rathmell (1974).

Services can be categorised into groups according to the degree of customer
contact and the level of standardisation. As Bitner and Gwinner (1998) stated
the taxonomy of service proposed by Bowen includes three distinct groups:

Group 1 contains those services directed at people and characterised by high
customer contact with individually customised service solutions (e.g., financial
consulting, medical care, travel agency, and hair care services).

Group 2 includes services directed at an individual's property, where moderate
to low customer contact is the norm and the service can be customised only
slightly (e.g., shoe repair, retail banking, pest control, pool maintenance).

Group 3 is composed of services typically directed at people that provide
standardised service solutions and have moderate customer contact (e.g.,
airlines, movie theatres, cafeterias, and grocery stores).

Telephony, including mobile telephony is a service best categorised by Group 3,
thus operators have fewer chances for personal contact to satisfy and impress
their customers. In the following mobile telephony service will be analyzed in
more detalil.

2.2 Mobile Telephony Services

As Olins (1997) stated, the mobile communications industry has grown
significantly and for a lot of people, mobile phones have become a very



important part of their daily life. They carry them everywhere, along with their
credit cards and house keys.

Subscribers will use the next generation of mobile phones to send and receive
electronic cash, tickets and loyalty points (Cane, 1997). Logica, the UK systems
integrator predicted that computers will request tickets for public transport, and
have them delivered electronically into the phone without the need to queue.
The tickets will then be read by new smart card barriers which are already being
installed in some cities. Furthermore, mobile commerce will grow as companies
develop phones that can download software and data from the Internet.
Developments in technology that make multi-function smart cards possible will
also fuel the trend as smart cards are used in mobiles. A WebWalker mobile
phone is more than just a mobile, it becomes a newspaper, a train timetable, a
restaurant guide, a Yellow Pages etc. (Financial Times, 1997). In the UK
Symbol Technologies has found a way of incorporating a scanner into a mobile
phone and a ball-point pen. The idea is to give shoppers portable scanning
power at home, in the store or on the move. This will enable them to scan bar-
codes on any product and in this way they will be able to create a virtual
shopping list. As soon as certain products run out one swipe of the pen scanner
across the bar-code will store the information, ready for the next shopping
expedition. Products from any sources can be added, shoppers can even scan
goods they find when they are travelling around the UK, in shops or a friend's
home. As soon as the mobile phone comes within range of a store
(supermarket), the network will pick up the shopping list and communicate the
information to the back office. Staff will then start packing orders for staple
goods while the customer browses for items (Field, 1998). However, the more
advanced services become, the more reliable and customer friendly they need
to be.

Universal Mobile Telephone Standard (UMTS) is aimed at bringing together all
existing standards under one umbrella. UMTS whole concept of services will be
based on people's lifestyles. Users do not want to see the technology behind the
services, they want easy-to-use, customised services. UMTS services have
been categorised into three separate sections (Convergence Europe, 1997):

1. Basic services such as voice, e-mail, fax, text-chat, ftp, sms and www
browsing, are used by everybody.

2. Horizontal services, such as weather, news, travel, what's on, education,
entertainment, banking and financial services and advertisements are
aimed at the mass market, but they offer little or no added value.

3. Vertical services, such as group-working, database access,
administration and secretary support corporate access are niche-oriented
and add value to the customer.

Concerning the key roles of the players in this market, as Convergence Europe
(1997), claimed they will be:



a) Manufacturers who provide configurable, operator independent equipment

and future products will be customised according to the user, not the
network.

b) Operators who provide access to configured pipes.

c) Servkice providers who provide customised and profiled services for the mass
market.

d) Users who will be accessing these services using several different types of
intelligent agents.

On the basis of the above it can be concluded that customers expect excellent
service for such an integral part of their lives. As McColgan (1997) stated,
mobile telephony is fast approaching professional status and needs specific
tools in order to improve this service.

In the following the significant increase of mobile telephony users in Europe will
be presented.

2.2.1 Expansion of the Mobile Telephony Customer Base in Europe

The mobile telephony customer base has been increasing constantly in Europe.
In 1998 there were 55 million subscribers and the increase rate was 25,000 new
subscribers per week (Mapinfo, 1999). In the year 2000 in Europe, mobile
telephony gained almost 100 million new subscribers, about 50% more than in
1999 (Waters and Daniel, 2001). The cellular population is expected to reach
75 million in Europe by 2005 (Shedd, 1997). According to the association of
German electric engineers VDE, about 40% of the subscribers of European
fixed telephone networks will also have a mobile phone by 2005. This expansion
means providing better quality in a more complex arena and accurate tools are
needed to do this.

In 1997 in the Scandinavian markets, almost one in three people had a mobile
phone and the churn rate (the number of subscribers leaving the network) was
only 10%. In Finland and Sweden, more time was spent on mobile phones than
fixed lines (Olins, 1997). In the UK the total number of cellphone users
increased from 5.4 million at the end of 1995 to 6.8 million by the end of 1996,
and the trend of steady growth continued. In 1997, one in seven adults over 15,
had a mobile phone mainly for their personal use, even if it was provided by an
employer. In 1997, in the UK 60% cent of users were male, although twice as
many occasional users were women and 20 % of full-time working women had
mobiles. Half of all main users (and a third of occasional users) were 35 to 54
years old. Those aged more than 55 were least likely to have a mobile phone,
closely followed by those under 25. However a cellphone was still more likely to
be owned by a business customer. A survey for ‘Marketing Week’ found nearly
two-thirds of all main users were professionals, although they made up only 45%



of the population. Professionals had higher expectations and needed more

advanced services, thus they preferred operators able to offer good service and
high value for money (Uhlig, 1997).

The penetration of mobile phones in Western European countries in 2001 is
presented in Figure 2.

Figure 2. Mobile phone penetration rates in Western Europe in 2001
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The penetration of mobile phones in Western Europe in 1997 and 2000 is
presented in Figure 3.

Figure 3: Penetration of Mobile Phones in Western Europe in 1997 and 2000
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However, in 2000 the sales of mobile handsets slightly decreased and as the
managing director of Nokia claimed, this happened because consumers are
waiting for the third generation mobile phones with the new CPRS technology
(Waters and Daniel, 2001).



An important issue in mobile telephony is different pricing. Mobile phone service
providers design and offer a variety of calling plans with different rates and
calling times and consumers must choose the plan appropriate for their
expected usage (Lee, Lee and Feick, 2001).

Another important issue, which may cause customer loss are health concerns.
One of the disadvantages of mobile phones, according to research conducted at
Bristol University (UK), are fears that mobile phones can damage health,
because microwaves from cellphones may affect memory, or even cause brain
tumours (The Northern Echo, 1998). In addition, according to the Radiation
Centre of Finland, the radiation of the mobile phones, may cause serious
damage in the security system of the brain which blocks dangerous substances
reaching the brain (News in.gr, 2002).

On the basis of the above, it appears that the rapid high growth in the mobile
telephony sector is going to continue at a fast pace. This means service
operators need the best marketing tools they can find in order to ensure market
growth through customer retention and new customers.

2.3 Mobile Telephony Services in Greece

This worldwide expansion in mobile telephony is reflected in local conditions in
Greece albeit over a shorter time frame.

In Greece mobile telephony was introduced in 1993 using the GSM standard.
Greece is considered to be among the fastest developing countries since the
penetration rates of mobile telephony in proportion to the population are
increasing rapidly (Newspaper Apogeumatini, 2001). The total market reached
about 130.5 billion drachmas in 1996. In Figure 4, the number of mobile
telephony subscribers in Greece for the years 1993 to 2001 is presented.



Figure 4: Mobile Telephony Users in Greece from 1993 to March 2001
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In Figure 5, a comparison of the penetration of fixed and mobile telephony is
presented for the time period between 1994 -1999.

Figure 5: Comparison Between Fixed and Mobile Telephony, 1994-1999
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The penetration of mobile telephony in Greece in 2000 had reached 56% and by
March 2001 it reached 59% which almost equalled the penetration rate of fixed
telephony (Gypaki, 2001). By the end of 2002 the penetration of mobile
telephony reached 63.6% (Greek Ministry of Economy, 2002).
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The main market is divided between three companies: Panafon/Vodafone and
Telestet which are private companies, and Cosmote which is a public company
and subsidiary of the state-controlled PTT. In March 2001 Panafon/Vodafone
had the major share of the market (36.7%) and Telestet had 27.6%. The Greek
PTT with its subsidiary Cosmote entered the market at the end of 1997 and
achieved 23% penetration in September 1999 and by March 2001 reached
35.7% (Cosmote increased its market share mainly by taking customers from

Panafon/Vodafone which in September 1999 had 46% of the market and at the
same time Telestet had 31%).

Customers have two choices concerning the pricing of the service, either
contract or prepaid. Customers with a contract can choose the level of usage
and specific service features that suit their needs. They can discontinue the
service at any time they want. They pay both a monthly and a usage-based fee
for the service according to the rate plan they have chosen; they also pay an
initial fee to purchase the handset. In prepaid telephony, customers pay a fixed
amount of money in advance and they can spend it sooner or later according to
usage. In March 2001 a significant number of the total customers of the three
mobile operators used prepaid mobile telephony. Prepaid users represented
68.3% of the total customers of Panafon/Vodafone, 69.4% of the total customers
of Telestet and 43% of the total customers of Cosmote.

On the basis of the above it can be concluded that the three Greek mobile
telephony operators appear to be in the same situation with the same needs as
the rest of the world’s operators in terms of a fast increasing customer base and
future growth. This means that offering a high-level service is becoming
increasingly important in various ways.

2.3.1 Distribution of Mobile Telephony Services in Greece

Greek operators use service providers and dealers to distribute mobile services
which insulates them from their customers. However, they need to monitor
service delivery carefully so as to keep control of their service providers, in order
to ensure a high level of service that will satisfy their customers.

2.3.1.1 Telestet

In 1993 Telestet delivered its mobile services only through Mobitel and Mobitel
used to distribute the services directly to large clients as well as through the
Insurance Agents of Interamerican (a shareholder) to the broad client base. In
1994 Mobitel started using retailers, dealers and owned shops, instead of
insurance agents and Telestet started distributing directly to the large clients. By
1997 Telestet distributed the mobile telephony services through Mobitel,
wholesalers and directly to the large clients. Mobitel continued to use dealers
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and owped shops and the wholesalers used dealers and direct distribution to
large clients. By 2001 Telestet had its own shops, Telestet Exclusive.

It can be seen that before 2001, Telestet only had close contact with its large
customers and there was only an indirect, not safely controlled contact with the
others. However, from 2001 with the introduction of exclusive shops, the
company gained direct contact with a larger number of its customers.

2.3.1.2 Panafon/Vodafone

In 1998, Panafon/Vodafone distributed mobile services through six service
providers chosen according to the offers, the size of the market and the potential
competition between them. Service providers used dealers. Billing was
performed centrally by Panafon/Vodafone and the bills were printed on each
Service Provider's paper and were put in envelopes by a single contractor.
Service Providers could access the data concerning their customers through
common on-line real time system. By 2000 Panafon/Vodafone had its own
shops Panafon Emporiki.

Panafon/Vodafone like Telestet before 2000 was insulated from the major part
of its customers. However, in 2000 with Panafon Emporiki gained direct control
over a larger part of its customers.

2.3.1.3 Cosmote

For the distribution of Cosmote mobile services, there are exclusive Cosmote
shops, Greek PTT (OTE) shops and some master agents. Cosmote has two
exclusive Cosmote shops one in Athens and one in Thessaloniki. OTE has 450
shops all over Greece. From the master agents all were exclusive, except one,
Germanos. The exclusive agents included Altec (Altcom), Klimatair
(Klimaphone), Sanyo Hellas (Sanyocom), Space Hellas—lIdeal, (Spacephone).

Unlike the two other operators from the beginning Cosmote had its exclusive
shops and had much better direct contact with a larger number of its customers.
However, none of the three operators has direct contact with all of its customers.

2.4 Customer Repurchase Intention in the Mobile Telephony Sector

Customer loyalty has been variously defined and measured in the literature.
Customer loyalty was defined by Jones and Sasser (1995) as the feeling of
attachment to or affection for a company's people, products or services.
According to the literature loyalty involves attitudinal and behavioural
components and can be best described in two ways: in behavioural terms and in
attitudinal terms. As Day (1969) argued in order to be “truly loyal,” the consumer
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must hold a favourable attitude toward the brand in addition to repeatedly
purchasing it and suggested the use of both attitude and behaviour in loyalty
definition.

As a behaviour, customer loyalty has been measured as the customers repeat
purchase probability (Rajshekhar and Moberg, 1997). The attitudinal approach
focused also on brand recommendations, resistance to superior products,
willingness to pay a price premium (Parasuraman, Zeithaml and Berry, 1988).
Loyalty as an attitude cannot be measured with repurchase intent. intent to
repurchase can capture a behavioural component of loyalty, repeat purchase
and taps a behavioural intention. Repurchase intent is an outcome of favourable
attitudes, not a measure of them. Thus, a combination of attitude and behaviour
is needed to measure loyalty.

However, the majority of loyalty studies were operationalised behaviourally as a
form of repeat purchasing of a particular product over time. Jones and Sasser
(1995) used the customers’ stated intent to repurchase a product/service as a
measure of the behavioural component of loyalty. They argued that intent to
repurchase is a very strong indicator of future behaviour.

In this study customer loyalty will be measured in behavioural terms and
customer repurchase intention will be examined. Jones & Suh (2000) defined
repurchase intention as the consumer’s possibility to buy the next time the same
product/service (s)he already bought and used.

Customer repurchase intention in the mobile telephony sector refers to the users
intention to continue to repurchase the service from their mobile operator and
not switch to another operator even after their contract expires. Thus, the
behavioural component to measure customer loyalty will be focused on the
customers’ stated purchase behaviour, that is their propensity to buy again.

However, it should be mentioned that repeat business may not be the isolated
result of the customers’ happiness with the company but other considerations
may exist as well. These other considerations include barriers to switching to
another provider which result in false loyalty or no loyalty (Jones and Sasser,
1995; Rajshekhar and Moberg, 1997). For example, in the mobile telephony
sector in France, Lee, Lee and Feick (2001), raised concerns about the time
and effort needed when switching to a different provider e.g. filling out forms
(transaction costs), costs in time of seeking information on prices, benefits
(search costs) and most importantly the need to inform a significant number of
people of a new phone number. However, since in Greece the Greek
Telecommunications Committee has announced plans concerning the portability
of mobile numbers when changing operators, switching costs will not be
examined in this study. In addition, there is a great number of shops selling
mobile telephony services and all the operators have available web sites with
detailed information about their services.
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It should also be pointed out that in this study customers’ stated intention to
repurchase is measured and as it has already been mentioned this does not
measure their attitude towards the service and their actual behaviour that is
repurchase itself. Thus, although customers stated that they intent to
repurch‘ase, they may not actually do so. A variety of reasons including
competitive actions such as lower prices, or unexpected factors such as
financial reasons, pressures from friends/relatives or other reasons may refrain
them from repurchasing.

2.4.1 Customer Retention Rates in the Mobile Telephony Sector Worldwide

Mobile telephony operators worldwide have limited direct contact with their
customers and it becomes more difficult to retain their customers. Thus, in the
mobile telephony sector customer ‘churn’ (the number of subscribers leaving
from an operator) is a major problem (Cane, 1997b) and as Mortished (1997)
agued the sector has failed to generate much customer loyalty.

As Shedd (1997) claimed, over the past decade the aim has been to sign up as
many customers as possible, but these strategies no longer work and operators
must retain and grow with their customers. In addition, Cane (1997a) argued
that mobility is not enough to win the loyalty of today's mobile phone customers.
Churn is having a serious effect on individual companies and on the overall
profitability and the development of the sector, due to the economic
consequences on operators’ profits.

According to the Mobile Users’ Survey in the US in 1998, 9.6% of wireless
subscribers reported they had switched carriers one year before. That number is
considerably higher (15.3%) among those who were using the service just for
one year, suggesting that much churn occurs early on, when expectations might
not have been met. It was estimated that carrier-to-carrier churn was about 70%
of total churn. Nearly one-quarter of wireless subscribers had switched carriers
since first becoming users. Among heavy users and business travellers, that
figure was closer to one-third. In terms of predicting churn, 26% of current users
said they had considered cancelling their wireless service. That number was
lower among business users (17%) and this suggested that business users are
more 'tied' to their particular device or service. For those users who have
already switched carriers, it is probable that they will switch again (Hill, 1999).
All this shows how important it is for the operators to know and to meet their
customers’ expectations. In this way they can prevent customers from switching

to their competitors.

As Olins (1997) claimed, in Europe many subscribers are still not committed to
a particular network. In Europe in 1998, churn ran at about 20% annually, with
Germany and the United Kingdom having the highest rates, at 25-32% annually.
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According to the Yankee Group Europe, of Watford (UK), the average churn rate
for Europe has increased by 6% between 1995 and 1997 and continues to grow
(Shedd, 1997). In the UK, for example, nearly one in three users switched
operators or left the network every 12 months (Olins, 1997). The technical
manager of the Mobility Service’s division of the UK mobile operator, Orange,
stated that mobile telephony users don't care who the operator is and there is no
customer loyalty in mobile communications (Convergence Europe, 1997).
Furthermore, the general manager of marketing and corporate business at
British Telecom, stated that the industry must work harder on retaining
customers, by looking to explain changes in the market place and meet
customers’ needs (Uhlig, 1997).

Shedd (1997) claimed that research has proved that by reducing churn by 5%,
an operator could increase shareholder value by as much as 20%. On the basis
of research conducted by Andersen Consulting, customer churn costs operators
in US and Europe $2-4 billion each year. The average acquisition cost for a new
customer is $400 - $600 and the cost of retaining a customer $50 - $100. The
new mobile customers in the US and Europe spend little each month and are
unlikely to use the additional network-enhanced services that increase operator
revenue, therefore it can take an operator up to 13 months to break even on the
acquisition costs of a new customer. In addition 60-70% of all churn takes place
within the first three months of a customer's service agreement with the operator
(Shedd, 1997). Thus, companies should invest much on service quality and
customer retention.

In Greece, mobile telephony service distributors have little incentive to try to
discourage churn and as a result customers are churning at high and constantly
increasing rates. For example Panafon/Vodafone in 1998 lost 37% of its
customers (Panafon, 1999), almost double that of the annual churn in Europe in
1998, which was 20%. Now that the penetration of mobile telephony in Greece
has reached its maximum level the three operators are fighting to keep their
customers. In March 2001 the churn rate was 27.7% for Panafon/Vodafone
and 14.5% for Cosmote (Kontokolias, 2001). In the first quarter of 2001
Panafon/Vodafone spent about 20 euros for advertising to attract each one of its
new customers. Telestet about 30 euros for each new customer and Cosmote
15 euros.

It is obvious that in the mobile sector as in all sectors customer retention is
crucial for companies’ success and growth.

According to Shedd (1997), it has been estimated that the most profitable
customers are the 20% of customers who represent 80% of the revenues.
Therefore the '80/20 law' is applicable. It is very important to keep this 20% loyal
rather than try to acquire new customers. Competition is severe and operators
are competing for the 20% of profitable customers. Customers have choice and
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they can churn from operator to operator at an alarming rate. Operators will
have to identify the high-value customers and not allow them to defect.

As Shedd (1997) stated high churn is an indication of an industry which has to
learn about customer care and management and which has a cavalier attitude to
customer loyalty. It can be concluded that this industry has a poor understanding
of churn. A major problem is also the structure of the industry where operators
use service providers and dealers to distribute mobile services and this insulates
them from their customers.

Customer retention is very important (Chapter 3.1.1) and many researchers
have claimed that it is the key to success for any company. The relationship
between customer retention and companies’ profitability has been estimated by
a variety of researchers such as Anderson and Sullivan (1990), Fornell and
Wernerfelt (1988), Reichheld and Sasser (1990), Reichheld (1993, 1996,
1997), Zeithaml, Berry and Parasuraman (1996) and other researchers. In
addition, the Greek mobile telephony market has now reached its mature stage
and as Zeithaml, Berry and Parasuraman (1996) stated, the net return on
investments could be much higher for retention strategies than for strategies to
attract new customers, especially for companies with an established customer
base, in mature markets.

On the basis of the above it can be concluded that it is crucial for mobile
operators and their profitability and growth, to retain their customers, thus they
should identify the factors causing customer churn and improve the service
offered to their customers.

2.5 The Research Question of this Study

The aim of this study is to examine the factors, such as service quality, price,
service value, customer satisfaction which influence consumer repurchase
intention in the Greek Mobile Telephony sector. The results should lead to a
better understanding of the factors influencing customer repurchase intention in
the Greek mobile telephony sector, a sector that is constantly growing and is
seriously suffering from customer ‘churn’. A model will be built that will present
the relationships between these factors and customer repurchase intention in
the Greek mobile telephony sector.

Although many studies have already examined customer loyalty in various
sectors, it should also be examined in the mobile telephony sector. The main
reason is that this sector differs from the others due to the innovative technology
used to offer the service, which is constantly evolving and upgraded. This
diversifies users’ perceptions of service quality and value. In addition, value
added services are continuously growing and are playing an increasingly
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important role in customers’ evaluation of the service and their buying
behaviour.

The developed model could be of use to the Greek mobile telephony operators
and perhaps be of use internationally as a tool for marketing and strategic
planning purposes.

However, in this study customers’ stated intention to repurchase is measured
and not repurchase itself, thus it is important to note that although customers
stated that they will repurchase, they may not actually do so.

In addition, in this study the deficiencies in the mobile telephony service and
customers’ unsatisfied needs will be identified. A variety of characteristics of the
mobile telephony service (e.g. coverage, customer service, value added
services, mobile handsets etc.), will be evaluated for their importance in the
quality of the service provided as perceived by customers and customer
satisfaction.

Thus, this study might enable the mobile telephony operators in the Greek
mobile telephony sector to better define their strategies on important issues
such as investing in network extensions, physical facilities, employee training
and the introduction of innovative services which should lead to better customer
retention and company growth and profitability.

Furthermore, this study may contribute to the services sector literature, a sector
of continually increasing importance that has received less attention, since most
of the existing studies focus on goods (Dick and Basu, 1994). It should be
pointed out that the literature on the loyalty issue in the service industry is rather
sparse and as Snyder (1991) mentioned, studies on service loyalty compared
with brand loyalty research, are less numerous.

The relationships between service quality, price, service value, customer
satisfaction and customer loyalty have been broadly examined and discussed in
the literature, but not in the mobile telephony sector. This study will also
empirically examine the relationship between service value and customer
repurchase intention, which has not been widely examined in the literature.
Furthermore, this study examines the mobile telephony service in Greece
where no such research has ever taken place and very limited research exists in
general in the service sector.

17



CHAPTER 3

LITERATURE REVIEW

The research undertaken in this study focuses on identifying the factors
influencing customer repurchase intention in the Greek mobile telephony sector
and developing a model. In order to develop this model three main areas of
research were examined: service quality, service value and customer
satisfaction. Their influence on customer repurchase intentions/loyalty will be
studied and presented in the proposed model. The developed model should be
of use to present and future service providers in the Greek mobile telephony
sector and perhaps be of use internationally as a tool for marketing and strategic
planning purposes. This sector needs to develop a customer retention policy in
order to maintain a competitive edge in a rapidly growing, highly-competitive
market.

On this basis, all the important factors leading up to customer retention
strategies will be examined in this literature review. This review will examine the
areas of customer loyalty as well as factors affecting loyalty and consequent
purchasing behaviour. These factors include service quality, service value and
customer satisfaction. Present distinctions between service quality and customer
satisfaction in the literature will also be examined.

3.1 Customer Repurchase Intention and Loyalty

The first section of the review will define in detail what customer loyalty means
and analyse the importance of customer loyalty in strategic and economic terms.
It will also examine the ways of measuring customer loyalty.

There is a lot of literature drawing attention to the fact that the issue of retaining
customers is of significant importance sometimes even more so than attracting
new customers. Thus, since the late 1980s more research has been directed at
customer retention issues (Berry, 1983). As Alexandris and Palialia (1999)
mentioned, it is widely accepted among practitioners that it is easier to lose a
customer than to win one. Light (1997) and Pearce (1996a) claimed that
customer loyalty is the new marketing mantra and customer loyalty management
is the goal. In addition, Miles (1997), argued that customer retention has taken
over as the 'hot' management topic of the late nineties.

It is important to define customer retention carefully and what it means to a
particular industry. As Reichheld (1993) argued, each industry has different
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needs and priorities so it is important to define what customer loyalty actually is
s0 that each sector can adopt the most appropriate customer retention model.

There are various definitions of customer loyalty. As Rajshekhar and Moberg
(1997), claimed there is a lack of consistency in how loyalty has been defined in
the literature. Jones and Sasser (1995), defined customer loyalty as the feeling
of attachment to or affection for a company's people, products or services.

However, some researchers defined loyalty in behavioural terms and others in
attitudinal terms.

Many researchers defined loyalty by including attitudinal measures. Attitudinal
measures incorporate consumer preferences and dispositions toward brands to
determine levels of loyalty. Loyalty as an attitude is the consumer's relatively
enduring affective orientation for a product, store or service (Parasuraman,
Zeithaml and Berry, 1988). According to the definition of loyalty as an attitude,
different feelings create an individual’s overall attachment to a product, service,
or organisation and these feelings define the individual’s purely cognitive degree
of loyalty (Hallowell, 1996).

Other researchers defined loyalty in behavioural terms. According to these
definitions the level of brand loyalty is measured by monitoring the frequency of
purchases or the amount of brand switching among consumers in a product
category (Rajshekhar and Moberg, 1997).

Other researchers argued that loyalty must be measured as a combination of
attitudinal and behavioural dimensions. Customer loyalty, according to the
marketing literature, can be defined as an attitude and as behavioural loyalty
(Hallowell, 1996). In addition, Baldiger and Rubinson (1996) and Pearce
(1997) argued that the definition of loyalty should include both attitudinal and
behavioural components. As Pearce (1997) claimed, loyalty combines trust and
satisfaction which are both attitudinal dimensions. In addition, Baldiger and
Rubinson (1996) argued, that the attitudinal component refers to the attitude
(positive/negative) of the buyers towards the company/organisation and the
behavioural component to their buying behaviour. Furthermore, Dick and Basu
(1994) developed a framework for customer loyalty that combines both
attitudinal measures covering attitude strength and attitudinal differentiation and
behavioural measures of repeat purchase levels.

This lack of consistency in definition creates a difficult environment within which
to pursue this study. Although customer loyalty is both attitudinal and
behavioural, attitude is difficult to measure and cannot be measured on a single
item scale. In addition, as Hallowell (1996) argued, customer loyalty in the
service management literature is defined according to the behavioural view and
behavioural loyalty is customers’ intent to repurchase. Thus, for the purposes of
this study on the mobile telephony industry, loyalty will be examined according
to the behavioural view.
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3.1.1 The Importance of Customer Loyalty (Retention) for Companies

According to the literature companies lose significant numbers of their
customer§ every year. However, as mentioned, this should not happen because
there are important strategic and economic benefits from customer retention.

3.1.1.1 Strategic Aspects

Customer loyalty is considered an important strategic issue which can help a
company to outperform competitors and succeed in the market. As Reichheld
and Sasser (1990) claimed companies with loyal customers can financially
outperform competitors and achieve high market share. In addition, Griffin
(1996) argued that market position is strengthened because the company is
keeping customers away from the competition and the company becomes less
sensitive to price competition. As such Bemowski (1996) mentioned that the
results of a loyalty study conducted by Archetype in 1995 showed that if
companies can discover the code for loyalty and offer it to their customers, they
can increase their competitive advantage.

Furthermore, as Reichheld (1996) claimed customer retention reveals how
much real value a company is creating and predicts future cash flow. Years of
continuing customer defection will destroy the company's reputation in the
marketplace and consumers will be convinced that the company offers inferior
value. Thus, companies that develop high levels of customer loyalty can grow
and achieve the highest level of profit. This is especially valid for companies with
an established customer base in mature markets. As Zeithaml, Berry and
Parasuraman (1996) argued for these companies, the net return on
investments could be much higher for retention strategies than for strategies to
attract new customers.

3.1.1.2 Economic Aspects

The relationship between customer retention and profits has been estimated by
a variety of researchers in all sectors. Several researchers maintained that the
longevity of a customer's relationship favourably influences profitability.

As Sviokla (1996) claimed, research into customer retention revealed
impressive profit numbers. In addition, Reichheld (1997), argued, that customer
loyalty in business can mean a long life of sustained growth and profit for
companies.
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Companies profits can significantly increase even with a marginal
reduction/increase in customer retention rate (Andreassen 1995, Dawkins and
Reichheld, 1990). As Reichheld and Sasser (1990) argued, by retaining just
5% more of their customers companies can boost profits significantly. For
example reducing defections by just 5% generated 85% more profits in one
bank's branch system and 30% more in an auto-service chain. In life insurance
a 5% point increase in customer retention lowers costs per policy 18%
(Reichheld 1993). In addition, Heskett et al. (1994) argued that the lifetime
revenue stream from a loyal pizza eater can be $8,000, a Cadillac owner
$332,000, and a corporate purchaser of commercial aircraft literally billions of
dollars. As such Weiser (1996) mentioned that British Airways estimated that for
one pound it invests in customer retention efforts it receives two pounds back.
Furthermore, as Reichheld (1996), argued, reducing customer defections by 5
points e.g. from 15% to 10% per year can double profits. In addition, Griffin
(1996) claimed that by increasing customer retention by 5% a company can
boost profits from 25 to 85%.

According to many researchers, loyal customers are more valuable to
companies. As Lowenstein (1993) claimed, long-term customers account for
the lion's share of a company's profits. In addition, Pearce (1997) argued that
loyalists are 8.2 times more valuable than the least loyal. Analysis of brands
consumer dynamics has demonstrated that the most loyal customers represent
some 6% of buyers and 16% of the business.

Companies with loyal customers can avoid the high costs of acquiring new
customers. As Peters (1988) mentioned, according to a study for the U.S.
Department of Consumer Affairs, the efficiency in dealing with loyal customers is
greater and selling costs are much lower compared with the cost of winning new
customers, on average only 20% as much. In addition, Hart, Heskett and
Sasser (1990) stated that at Club Med one lost customer costs the company at
least $2,400 and it also has to replace that customer through expensive
marketing efforts. They argued that it costs five times more to replace a
customer than to retain one. This was reinforced by Struebing (1996), and by
Birt and Hanssens (1996) who examined this issue, as well as by Desatnick
(1988).

There are many reasons that loyal customers are more valuable to companies.
One of the reasons is that it costs much to attract new customers. As Zeithaml,
Berry and Parasuraman (1996) argued capturing new customers is expensive
for it involves advertising, promotion and sales costs, as well as start-up
operating expenses. Thus, new customers are often unprofitable for a period of
time after acquisition e.g. in the insurance industry, the insurer typically does not
recover selling costs until the third or fourth year of the relationship.

Another reason is that it is less expensive for companies to serve loyal
customers, because there is a decline in costs when serving experienced
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customers due to experience-curve effects (Reichheld, 1996; Reichheld and
Sasser 1990).

An important reason is also that loyal customers tend to purchase more than
new customers. As Reichheld and Sasser (1990) stated in the credit card
business, a newly acquired customer uses the card slowly at first, but if (s)he
stays a second year they become accustomed to using the card and uses it
more. Then (s)he purchases even more, which turns profits up sharply.
Furthermore, Seybold (1996), claimed that research conducted among on-line
shoppers showed that an on-line shopper spends an average of $162 per
purchase and new customers spend an estimated average of $127 while repeat
customers spend about $251.

Loyal customers are also less price sensitive. As Light (1997) and Reichheld
and Sasser (1990) argued companies with loyal customers can often charge
more for their products/services as a premium for the customer's confidence in
the business, e.g. many people will pay more to stay in a hotel they know or to
go to a doctor they trust. Another reason supported by researchers such as
Aaker (1992) and Reichheld and Sasser (1990) is that loyal customers are
more likely to purchase additional products and services.

Loyal customers also engage in positive word of mouth. As Heskett et al.
(1994), Dick and Basu (1994), Koob (1994), Schlesinger and Heskett (1991)
and Reichheld and Sasser (1990), argued, long-time customers provide free
advertising, because they engage in positive word-of-mouth over the years and
can lead to increased revenues for firms. One of the leading home builders in
the United States for example, has found that more than 60% of its sales were
the result of referrals.

Another reason supported by researchers such as Griffin (1996) and Pine,
Pepers and Rogers (1996), is that long-term customers are immune to the pull
of the competition and provide insights to the company that can resuit in new
capabilities. Furthermore, researchers such as Griffin, (1996) and Reichheld
(1996) claimed that with customer loyalty employee retention also increases.
because of job pride. In Figure 6, the reasons why customers are more
profitable over time are presented.
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Figure 6: Reasons Why Customers are More Profitable Over Time.

O Profit from price premium
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cost
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Source : Heskett, Sasser & Schlesinger (1997).

A company should link customer loyalty to its financial performance. As
Reichheld (1996a) claimed in this way members and investors will understand
the connection between loyalty, profits and cash flow.

Many companies recognize the value of customer retention. As Miles (1997)
stated, on the basis of the results of Abram Hawkes consultancy study 45% of
respondents in organisations with loyalty schemes considered that customer
retention activities yield a greater return than investment in advertising.

However, doubts were also expressed by some researchers concerning the
advantages of customer loyalty for companies. Dowling and Uncles (1997)
expressed doubts whether the costs of serving a loyal customer should be
lower, as they argued there is no reason that transactions will differ in cost. In
addition, they doubted why loyal customers are less price sensitive and argued
that they may buy a brand at a higher price because they perceive it to be
better. Furthermore, they claimed that loyal customers may spend more with the
company and buy more of the product simply because they perceive higher
value than less loyal customers. There is also little research to indicate what
percentage of loyal customers help a company to market its products and no
research is available to demonstrate that loyal customers offer positive
comments. However, these were only doubts expressed by these researchers
and they lack experimental evidence and support.

On this basis it can be seen that the majority of researchers agree that customer
loyalty has a significant positive effect on companies profitability. It is easier for
companies to serve loyal customers, they avoid acquisition and start-up costs,
loyal customers are less price sensitive, they buy more of the company's
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products, engage in positive word of mouth and they can bring in other
customers. Thus, achieving customer loyalty is important for the Greek mobile
operators profitability. However, loyalty has not only benefits for companies but
also customers can gain from being loyal.

3.1.2 Reasons for Customer Defections in the Mobile Telephony Sector
Worldwide

The Mobile Telephony sector is not different from the other sectors and where
there is still rapid growth, there is an urgent need to discover the reasons for
customer defections so as to maintain and increase that growth.

Two important factors causing customer 'churning' in the mobile telephony
sector, are price and geographic coverage and a third factor is customer service.
In the US, according to a survey conducted in 1998 by the Yankee Group, the
most important reason of customer defection was price, 41% switched because
of price and 52% declared that lower price was the option most likely to keep
them from switching, better coverage was the second most important reason, at
17%, and a new or upgraded phone was cited by 9% (Shedd, 1997).

In addition, according to the Mobile Users Survey conducted again in the US in
1998 churn was tightly linked to coverage, since only 6.5% of mainly metro
users churned, while it was 17.6% amongst those using the service over a larger
geographical area (Hill, 1999). Furthermore, the Yankee Group survey data in
the US (1998), revealed that the requirement of having to change phone
numbers when switching carriers was a factor that would prevent users from
switching, however it was not very significant since only 9% of the users stated
that having to change numbers prevented them from switching, while another
13% stated it was a consideration. Thus, it has been shown that phone number
portability will slightly contribute to the increase of churn.

In the United Kingdom, the Chief Executive of mobile operator Orange, stated:
“The main thing people want, is best coverage, other things are important, but
- coverage is more important than anything. Yet none of the operators can
guarantee reception everywhere in Britain, let alone in the rest of Europe or
America". According to research conducted for Orange, amongst 1,500 mobile
phone users, 58% switched operators in the hope of improving their coverage
(Olins, 1997).

According to a survey conducted in Europe in 1998, 40% of the annual
subscriber churn was due to customer service (Mapinfo, 1999). Cane
(1997b,c) stated that in Europe mobile telephony companies churn is caused by
dissatisfaction with the service and discontent over pricing. In addition,
companies may disconnect subscribers because of fraud or bad debt. If prices
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were closer to what subscribers expect this would both encourage greater use of
the phone.

Another cause of churn is the complexity of the tariff structure and billing. As
Uhlig (1997) and Nuki (1997) claimed, with confusion marketing it is impossible
for customers to make price comparisons and the cost of a telephone call is so
complicated that bargains are not clear-cut. There are so many different
charging packages that customers can not know what it will end up costing
them. In addition, as Lee, Lee and Feick (2001) mentioned some mobile phone
operators provide very attractive terms in the beginning but consumers end up
with less benefit because of higher cost per unit consumed. Such efforts give the
impression of hassling customers. The technical manager of the Mobility
Service's division of the UK mobile operator, Orange, stated that the results of
market research have shown that users want flat monthly fees and do not want
transaction-based billing. In the future, billing will be customised according to the
lifestyle the user chooses and users will get only one invoice for fixed and

mobile telephone calls, faxes, Internet access etc. (Convergence Europe,
1997).

Companies should develop their strategies to solve the problem of customer
churn. As Shedd (1997) argued mobile operators should improve quality and
price to reach the standards of fixed telephony. The brand director of the UK
mobile operator Cellnet, mentioned that value-added services will also play an
increasingly important role in market development (Conley, 1997a).

On the basis of the above it is clear that price and coverage are the major issues
causing customer churn in the mobile telephony sector. In addition, customer
service is also an important issue. These issues have to be addressed by the
Greek mobile operators if they are wishing to retain customers by developing
better customer relations and offering value. This study will examine the
influence of price on customers repurchase intention and will also try to identify
the important service attributes (e.g. coverage, value-added services, etc.)
which can drive mobile telephony users to churn.

3.1.3 The Role of Social Factors in Building Customer Loyalty

The complexities of today's society and modern business are obstacles in the
drive for customer loyalty.

Many researchers pointed out that the drive for customer loyalty is not
something simple. As Seybold (1996) stated, with more and more industries
selling products/services, the ability to win a customer’s loyalty is a very large
step to take from simply winning their business loyalty. As Handy (1996)
claimed, loyalty seems to be dying in the society and this can be seen in the way
people treat friendships, community organisations, even marriage. The average
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US company loses half its customers in five years, half its employees in four and
half its investors in less than one year. Back at the turn of the 20™ century,
Josiah Royce, a Harvard philosopher, outlined a hierarchy of loyalties. At the
lowest level was loyalty to individuals. Next came groups. At the highest level he
placed practical devotion to a set of values and principles. Since time and
information has stripped away most of peoples' old, blind loyalties and people
are left with loyalty to principals, they give their loyalty to other people and
organisations only when they live up to the principals they prize. In addition, as
Furnier, Dobscha and Mick (1998) argued, people maintain literally hundreds
of one-on-one relationships in their personal lives with spouses, co-workers,
casual acquaintances and clearly, only a handful of them are of a close and
committed nature, thus one cannot expect people to do anymore in their lives as
consumers. Furthermore, Hollinger (1997) mentioned that customers are a lot
less loyal than they were five or ten years ago. However, another view
embraced by Reichheld (1997) is that loyalty itself is not gone, but only the
unqualified, hierarchical loyalty, the unconditional loyalty that looked so much
like obedience toward a company is gone, because free markets have replaced
it with earned loyalty.

Thus, it can be seen that social factors and changes in society also play a major
role in building and maintaining customer [oyalty.

3.1.4 Customer Benefits of Being Loyal

It is not only companies who benefit from customer loyalty but it is also the
customers. Researchers such as Peterson (1995) and Barnes (1994), argued
that for a long-term relationship to exist, both the firm and the customer must
benefit.

Customer benefits of being loyal include social benefits, mutual trust, confidence

benefits, financial benefits and non-monetary economic benefits. The benefits of
customers being loyal according to the literature are presented in Table 1.
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Table 1: Customer Benefits of Being Loyal
Reference Benefit
Barlow (1992) Social benefits associated with personal recognition
from employees, customer familiarity with
employees and the development of friendship.

Barnes (1994) Social benefits including feelings of familiarity,
personal recognition, friendship, rapport and social
support.

Bitner (1995) Confidence benefits, which are associated with faith

in the trustworthiness of the provider, reduced
perceptions of anxiety and risk and knowing what to
expect. Trust in the service provider and the keeping
of promises are particularly important dimensions of
the relationship from the customer's perspective.
Berry (1995) Risk reduction.

Klemperer (1987) Economic advantages including special treatment
benefits such as reward programmes (e.g. frequent
flyers programmes).

Peterson (1995) Special pricing considerations.

Rosenblatt (1977) Freedom from having to make decisions.

Sheth and Parvatiyar | Reduction of choices by engaging in an ongoing
(1995, p. 256) loyalty relationship with marketers.

Zeithaml (1981) The provider gains knowledge of the consumer's

tastes and preferences and this ensures better
treatment and encourages more interest in the
consumer's satisfaction.

Research has been conducted to assess what preferences customers have in
benefits identified so far. Bitner and Gwinner, (1998) examined the importance
of the categories of benefits along different service categories. Confidence
benefits proved to be the most important, social benefits were the second most
and the special treatment benefits were the least important. Confidence benefits
proved to be more important in standardised services with little interpersonal
contact. Social and special treatment benefits were received more often and
rated as more important in services characterised by high employee-customer
contact and were received least and rated least important for moderate-contact,
standardised-type services.

It should be taken into consideration that customers also calculate the lifetime
value of the relationship (Reichheld, 1996) and they may remain in a
relationship even if they perceive the core service attributes to be less than
superior if they are receiving important benefits (Bitner and Gwinner, 1998).
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Thus, it can be seen that customers also have important benefits from staying
loyal to a firm. They derive social benefits such as personal recognition,
friendship and social support. There are also confidence benefits, such as faith
in the trustworthiness of the provider, reduced anxiety and risk. In addition there
are economic advantages including reward programmes, special pricing and
costs associated with switching providers that are avoided as well as gaining the
freedom from having to make decisions. Mobile Telephony companies should
provide these benefits to their customers so as to give them the reasons to stay
loyal.

3.1.5 Customer Loyalty Measurement

Taking into consideration the importance of customer loyalty it can be concluded
that companies should measure customer loyalty. However, for various reasons
not all companies assess customer loyalty.

In US for example as Reichheld (1996a), mentioned corporations measure
company performance on the basis of cash flow and profit and they rarely study
customer retention. In addition, Rucci, Kirn and Quinn (1998) argued that in
many businesses it is difficult to measure customer retention and many
companies are unwilling to expend the time, energy and resources to do it
effectively.

It is vital for companies to measure customer loyalty to build and maintain
retention. As Rust and Zahorik (1995) maintained companies must estimate
churn and on the basis of internal company records or primary research
calculate the probability of a customer to choose the company on the next
transaction or stay with the company until the next period. However, companies
should ensure that the measurement process is unbiased. As Jones and
Sasser (1995) argued, there are forces within the company that will try to distort
the process. It should also be consistent so that the company can tailor its
improvement programmes to its customers’ situations.

According to the literature there are many alternative ways to assess customer
loyalty. As Jones and Sasser (1995) argued, the ways to assess customer
loyalty include, customers intent to repurchase, that is customers future
intentions to repurchase a given product/service, however, their responses are
simply indications of future behaviour and not assurances. In addition, primary
behaviour could be assessed, that is gather information on various customer
transactions and measure frequency, amount, retention and longevity that show
actual repurchasing behaviour. However, these also are only an indication of
changes over time and they can sometimes send the wrong message.
Secondary behaviour is another alternative way to assess customer loyalty, that
is customer referrals, endorsements and spreading the word of mouth, which
are extremely important forms of consumer behaviour for a company.
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Dabholkar, Shepherd and Thorpe (2000), Cronin, Brady and Hult (2000),
Andreassen and Lanseng (1997), Danaher and Haddrell, (1996), Rust,
Zahorik and Keiningham (1994), Woodside, Frey and Daly (1989), also
considered repurchase probability and word of mouth as the two proxies for
customer loyalty. Zeithaml, Berry and Parasuraman (1996) claimed that apart
from these two proxies, there are another two: spend more with the company
and pay price premiums.

Therefore, being able to measure customer loyalty is an important factor in
strategic planning for offering service quality with the intention of retaining
customers and encouraging repurchasing. There are many proxies for customer
loyalty including repurchase intention, positive word of mouth, increased
spending and so on. In this study customers repurchase intention was measured
and was operationalized with a single measure. However, in the final survey
research customers intention to engage in positive word of mouth was also
assessed so as to strengthen the validity of the results.

3.2 Modelling Consumer Purchasing Behaviour

As has already been mentioned, customer loyalty can be defined as behavioural
loyalty but can also be defined as an attitude. Service quality which will be
analysed in Chapter 3.4, is also defined as an attitude. In this section, the
formation of consumers’ attitudes will be explained on the basis of the theory of
consumer behaviour. Consumer purchase behaviour is an issue that has been
examined by a significant number of researchers since it is vital to any economic
system, regardless of market size (Choe, Pittman and Collins, 1997).

Many models explaining consumer purchase behaviour have been developed.
These models consider attitudes as an important factor, because as Ehrenberg
(1969) argued, attitudes can influence consumers purchase behaviour. Attitudes
were defined by Ajzen (1988), as a predisposition to respond in a given way,
favourably or unfavourably, to an object, person, institution or event. The
response may be cognitive (expressions or beliefs), affective (evaluations of and
feelings towards, the attitude object) or conative (behavioural inclinations and
intentions) (Betts and McGoldrick, 1996). In addition, Krech and Crutchfield’s
(1948) conceptualised attitudes in terms of an organisation of motivational,
perceptual, emotional and cognitive processes. According to Bolton and Drew
(1991) and Olshavsky (1985), attitude is the customer's global evaluation of a
product/service offering rather than an evaluation of a specific transaction.

The formation of attitudes can be examined with multi-attribute attitude models.
Attributes are the physical and surface properties of products and services
which are used by consumers to sort products into categories. Product/service
attributes correspond to specific services or activities (Rosen and Surprenant
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1998). As Wirtz and Bateson (1995) stated, there are different types of service
attributes: Credence attributes that cannot be evaluated by consumers even
after a service has been consumed (e.g. the hygiene conditions in the kitchen of
a restaurant). Ambiguous attributes that are perceived and evaluated by the
consumer but they can be perceived in more than one way. For example, a
messy desk in a travel agency could be interpreted by the consumer with regard
to the perception of service quality as: not relevant information, an exceptional
occurrence, or a direct indicator of the service quality provided.

One of the multi-attribute attitude models is the Fishbein model. According to
this model, the attitude towards a given object is based on the summed set of
beliefs about the object's attributes weighted by the evaluation of these
attributes (the importance assigned to the attribute). There is also the Ideal-Point
model. This model includes information concerning the ideal brand as well as
information concerning how existing brands are viewed by consumers (Engel,
Blackwell and Miniard, 1995). According to the Ideal-Point model

A= ZIWI(II B X!>
A, = Attitude toward the brand

W . = The importance of attribute i

[ .= The ideal performance on attribute |

X .= The belief about the brand’s actual performance on attribute I, and

n = The number of salient attributes (Engel, Blackwell and Miniard, 1995).

Attitudes and intentions are not static. As Engel, Blackwell and Miniard (1995)
stated, attitudes can change as a result of unexpected circumstances and
situational influences. According to Kelman, (1961), the sources of attitude
change are: compliance that arises when an attitude is adopted for ulterior
motives such as the desire to make a favourable impression on others;
identification that arises when an individual adopts an attitude in order to
establish or maintain a satisfying relationship with others; internationalisation
that occurs when the new attitude is embraced as part of a cluster of attitudes
because the individual feels comfortable subscribing to that attitude.

Adaptation level theory provides a useful framework for explaining the changes
in attitudes. It postulates that prior experience with a phenomenon provides an
anchor for subsequent judgements, and that exposure to stimuli above/below
the adaptation level modifies these judgements (Helson 1964). Thus a
customer's attitude about a service offering at time t depends on his or her prior
attitude, modified by his/her perceptions of current performance, prior
expectations about performance and the discrepancy between the expectations
and subsequent perceptions. As Bolton and Drew (1991) found out, a
customer's attitude about the telephone service depends greatly on their prior
attitudes, but the effect of prior attitudes is smaller immediately after the service

30



change than six months later. Service changes becomes noticeable only in the
long run and they do not result in immediate improvements in the customers'
global evaluations of service offerings. Attitudes seem to depend more heavily
on perceptions of current performance and disconfirmation during the actual
service change period than in periods of no change.

On the question of loyalty, a customer may denote loyalty but not actually
behave in a loyal way and may not repurchase. As Heylen, Dawson, and
Sampson (1980) argued, a variety of factors other than attitudes and external to
the models of the subjective expectancy utility theories, indirectly influence
behavioural intention and behaviour. Thus, there is a complex set of factors that
influence purchasing and shape the decision-process behaviour. As Engel,
Blackwell and Miniard (1995) argued, such factors include: Individual
differences including consumer resources (economic such as income, wealth,
credit; temporal such as time available and cognitive such as information
processing abilities), knowledge (product knowledge, purchase knowledge,
usage knowledge), attitudes, motivation and involvement, personality, values
and lifestyle; Environmental influences such as culture, social class, personal
influence (reference group, word-of-mouth influence), family, situation (physical
and social surroundings, time, task, antecedent stated).

Thus, behaviour is sometimes affected by pressures in the social environment
more than by personal attitudes. The theory of reasoned action by Fishbein and
Ajzen (1975), recognises the potential influence of both attitudes and social
influences. According to this theory a person’s intention to perform a behaviour
is the immediate determinant of the action. Behavioural intention is in turn a
weighted sum of two determinants: attitude toward performing the behaviour
(that is how favourable or unfavourable the person is towards the behaviour)
and subjective norms regarding the behaviour. Attitude toward the behaviour is
a function of the belief that performing the behaviour will lead to certain
consequences and the person’s evaluation of those consequences (Becker,
Randall and Riegel, 1995). The social component of Fishbein and Ajzen's
model, the subjective norm, reflects the perceived social pressure to perform or
not perform the behaviour. Subjective norm is a function of the person’s beliefs
about whether significant others (people who the individual considers important)
think (s)he should perform the behaviour, weighted by the person’s motivation to
comply with those significant others (Sheppard, Hartwick and Warshaw,
1988).

However, subjective norms as operationalized by the theory of reasoned action,
only captures the cognitive component of norm acceptance. Other conditions,
such as time lag between attitude and behaviour, should also be taken into
consideration (Becker, Randall and Riegel, 1995). The ability to predict future
behaviour depends on the time interval between when attitudes and intentions
are measured and when the to be predicted behaviour actually occurs. As the
time interval increases the opportunity for change becomes greater, so attitudes
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and behaviours are very good predictors when they are measured at a time

relatively close to when the behaviour is to occur (Engel, Blackwell and
Miniard, 1995).

Behaviours should be performed under a person’s volitional control and if not it
may not lead to accurate predictions (Fishbein and Stasson, 1990), but in most
cases behaviour is not fully volitional. The importance of volitional control has
led Ajzen (1985) to the theory of planned behaviour. According to this theory the
determinants of intention are: attitude toward the behaviour, subjective norm and
the degree of behavioural control, that is the person’s belief about how easy it
would be to perform the behaviour. Furthermore, Ajzen (1985) suggested that
the discrepancy between behavioural intention and behaviour may be caused by
factors that are internal to the individual such as skills, abilities, emotions, but
also by external factors such as time, opportunity and dependence on others.
These factors may prevent or delay the performance of the behaviour and the
behavioural intention may remain. When perceived behavioural control is low it
is unlikely to form strong intentions to perform the behaviour. Concerning
emotions Patterson and Spreng (1997) maintained that they are a key
component and have a serious impact on behaviour.

Heylen, Dawson and Sampson (1980) proposed the implicit model where an
innate, bio-energetic imprint (inner world), lies at the basis of all behaviour and
this imprint consists of instincts, drives and needs. These motivate and
compulsively and unconsciously drive the behaviour of consumers. Freud called
this imprint libido and biologists localise it in human genes (Dawkins, 1976).
Living in society is only possible if the individual adjusts the gratification of his
bio-energetic drives to the cultural and socio-normative requirements of society
(Badcock 1980). The model thus combines human biological drives with social
dynamics and the biogenetic drives are modified into socially acceptable
behaviour, thereby providing the individual with a range of potential behavioural
strategies. The juxtaposition of the biological and social axes identify the implicit
space, within which all behavioural strategies, combinations of the biological and
the social can be mapped (Heylen, Dawson and Sampson, 1980).

Concerning the buying process of consumers, Gutman (1982) proposed the
means-end theory that provided a view of how consumers evaluate
product/service alternatives in a choice situation. On the lowest level are the
product/service attributes. On the next level in the hierarchy are consequences
which are defined as the result accruing directly or indirectly to the consumer
from consumption of a product. On the final level are values, which are defined
as desired end-stated such as margins, shifting functions among partners,
reducing competition and shared systems (Rosenberg and Van West, 1984).

However the buying process of consumers according to Engel, Blackwell and

Miniard (1995) also encompasses other stages. These stages include, need
recognition, search for information, information processing, pre-purchase
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alternative evaluation, purchase, consumption, post-purchase alternative
evaluation and divestment. Thus, decision process behaviour does not cease
once a purchase is consummated and further evaluation takes place in the form
of comparing product or service performance against expectations.

As mentioned above, customer loyalty and service quality can be defined as
attitudes. On the basis of the literature, attitudes are considered an important
factor influencing consumers purchase behaviour. Multiattribute attitude models
examine the formation of attitudes and these models include the Fishbein model
and the Ideal-Point model. However, apart from attitudes, behaviour is
sometimes also affected by pressures in the social environment and in some
cases it is not fully volitional. Factors which are internal to the individual such as
skills, abilities, emotions, but also external factors, such as time, opportunity and
dependence on others, may cause the discrepancy between behavioural
intention and behaviour. In this study service quality will be defined and
measured as an attitude. However, loyalty as already mentioned can be defined
in behavioural terms and it will be defined as behavioural loyalty, that is,
customers’ repurchase intention.

3.3 Factors Influencing Repurchase Intention and Loyalty and Related
Models

There are a number of researchers who claimed that there is a lack of studies
investigating the link between perception measures (service quality, satisfaction,
intentions) and action measures (purchase loyalty, purchase volume, word-of-
mouth behaviour and long term customer relationship profitability). Among these
researchers are Taylor and Baker (1994), Storbacka, Strandvik and
Gronroos (1994) and Hallowell (1996). Nevertheless, there is some literature
examining the relationships between companies' profitability customer loyalty,
customer satisfaction, service value and service quality.

A number of researchers have investigated the relationships between service
quality, service value, customer satisfaction and customer retention (customer
loyalty) and further customer retention on profitability in various sectors. This
thesis will investigate these relationships in the mobile telephony market and will
help further this area of study.

In the following, some of the models proposed by various researchers
concerning these relationships, will be examined. The examined models are in
various sectors and only one in the mobile telephony market examining just the
relationship with customer satisfaction and repurchase intention. The examined
models are grouped in four different categories. The first category includes the
models that examine the relationship between customer satisfaction and
repurchase intention and loyalty. The second category includes the models that
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apart from the relationship between customer satisfaction and repurchase
intention/loyalty examine also service quality which influences customer
satisfaction. The third category introduces the concept of value as a mediator
between service quality and customer satisfaction. Finally, the fourth category
examines the relationship between service quality and repurchase
intention/loyalty. In this study, the proposed model for mobile telephony, was
built on the basis of the models described below and was then empirically
tested.

3.3.1 Group of Models relating customer satisfaction and repurchase
intention/loyalty

The link between customer satisfaction customer loyalty and profitability was
examined by some researchers such as Rust and Zahorik (1993) and
Hallowell (1996), in the banking sector and Oliver (1980) in the health sector,
They all maintained that customer satisfaction influences customer loyalty which
in turn influences companies profitability. In addition, Lee and Feick (2001) in
their study in the mobile telephony sector, supported the strong relationship
between customer satisfaction and loyalty.

3.3.1.1 Models Linking Customer Satisfaction to Loyalty and to Company
Profitability in banking

Some researchers argued that there is a link between customer loyalty and
customer satisfaction and that customer satisfaction is an antecedent of
customer loyaity. However they did not examine service quality. They also linked
customer loyalty to market share and company profitability which were
considered the consequences of customer loyalty. They tested their proposed
models in the banking sector.

Among these researchers are Rust and Zahorik (1993) who developed a model
and linked customer satisfaction to customer loyalty, aggregate retention rate,
market share and profits. According to the model, retention rate was the most
important component of market share and it was driven by customer
satisfaction. They tested the model in a retail banking setting and interviewed a
random sample of 100 retail banking customers (about one fourth of them had
switched banks because of dissatisfaction), in a metropolitan area by telephone.
Results showed that the model succeeded in sequentially linking satisfaction to
customer loyalty, aggregate retention rate, market share and profits. The model
also measured the dollar value of changes in customer satisfaction since they
managed to translate value into the language of revenues and costs. They
provided a mathematical framework for making accountable resource allocation
to improve customer satisfaction. Therefore they were able to determine the
spending levels on each satisfaction element which would maximise profitability.
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The model could demonstrate the value of pursuing cultural revolution in
companies by showing the magnitude of the expected improvement in market

share, while pinpointing the areas of customer satisfaction which require the
most immediate attention.

In this study data were collected with the cross-sectional data collection
approach. However, in assessing this study it can be said that since the
satisfaction ratings were collected after the fact, some of the responses might
not have been accurate due to bad memory. In addition dissonance might cause
respondents to exaggerate differences between their current and former
providers. Though, the advantage of this study is that the model developed can
be used by companies that have a strong customer service orientation for
further improvements in customer ratings and by companies with weak customer
service cultures to demonstrate the value of making changes in the ways they
do business, in terms of increased customer retention, market share and profits.

In addition, Hallowell (1996) examined the relationships between customer
satisfaction, customer loyalty and profitability in a retail bank setting. He
hypothesised that customer satisfaction is related to customer loyalty and that
customer loyalty is related to profitability. Customer satisfaction data were
collected through a mail survey from 12,000 retail banking customers in 59
divisions from multiple branches. Customer loyalty data were collected by the
divisions on the length of the relationship and on cross-selling. Profitability data
for each division were provided by the bank’s treasury function. He employed
four measures of customer loyalty and two sets of measures for customer
satisfaction. For customer loyalty he employed the length of the relationship
(from the reported customer retention rates and mean customer reported
relationship tenure) and relationship depth, which was measured by dividing
cross-sell rates, which recorded the percentage of customer households with
multiple accounts and multiple services. For customer satisfaction he employed
a single overall measure of customer satisfaction, additional questions on
specific aspects of service at the bank for satisfaction with service and also
satisfaction with price. This was based on the fact that perceived value is a
function of perceived quality and price and on the basis of the literature differing
levels of perceived value result in differing levels of customer satisfaction.
Profitability was measured with Return on Investment (ROI) and Non Interest
Expense as a percentage of Total Revenue (NIE/R).

The results of the statistical analysis supported the relationship between
customer satisfaction and customer loyalty. As hypothesised, satisfaction/loyalty
relationship was evident for the four measures of customer loyalty and for both
measures of customer satisfaction applied. The findings also supported the
relationship between customer loyalty and profitability. However, the analysis
neither confirmed nor denied that the relationship path from customer
satisfaction to customer loyalty to profitability is stronger than the direct
customer satisfaction profitability relationship.
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In assessing this study it can be said that it differs from the other studies
because customer satisfaction data and customer loyalty data were not
collected simultaneously or were from the same source, that is they were not
both answered by the customer and this might have caused bias in the results.
However, in this way customers’ actual repurchase behaviour was traced and
not just their intentions. Furthermore a large sample was used and multiple
measures were employed for the constructs investigated.

3.3.1.2 Models Linking Customer Satisfaction to Purchase Intention in the
health sector

The link between customer purchase intention and customer satisfaction was
examined in the health sector.

Oliver (1980), examined the relationships between expectations,
disconfirmation, satisfaction and attitude and purchase intention. He proposed a
model expressing consumer satisfaction as a function of expectations and
expectancy disconfirmation after purchase, then satisfaction/dissatisfaction
influenced post-purchase attitude which was also influenced by pre-purchase
attitude and then attitude influenced post-purchase intention. The study was
carried out by mailing a questionnaire measuring expectations, attitudes and
intentions towards flu inoculation to 2,000 residents of a south-central city in the
US and 1,000 University students, before the vaccine became available. Then
80% and 66% of them respectively were given the flu shot. Thus two groups
were formed one vaccinated and one non-vaccinated. Each one of the groups
was contacted twice, in a pre-test and a post-test. At the end of the flu season
the same residents and students were sent a second questionnaire and were
asked about their feelings toward the federal flu programme and flu shots.
Expectations were measured as the perceived belief probabilities attributed to
eight consequences of receiving the flu shot. Disconfirmation was captured on a
‘better than expected” “worse than expected” scale (measured disconfirmation).
The satisfaction measure included emotional items such as references to the
respondents outright satisfaction, regret, happiness and general feelings about
the decision to receive or not to receive the flu shot. Attitude was captured with a
9-item scale (pre-exposure and post-exposure) and behavioural intentions with a
continuous measure by asking respondents the chances that they would get a
flu shot in the future (it was measured before and after the exposure).

The results over the two samples and the two usage groups, showed that post-
exposure intention was related to post-exposure attitude in all cases and to
satisfaction in three cases and to pre-exposure intention, also in three cases.
The results also showed that satisfaction was related to disconfirmation in all
cases and with pre-exposure attitude in two cases and expectations in one case
(in the inoculated group). Post-exposure attitude was a function of satisfaction in
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all sample groups and a function of disconfirmation in the inoculation groups.
Pre-exposure attitude was used as an adaptation level for post-exposure
attitude. Disconfirmation was found to be unrelated to any pre-exposure variable
in all cases. The post-exposure results of the non-inoculation group closely
resembled those obtained with the inoculated group.

In assessing this study, it can be said that the researcher conducted a true
longitudinal study (see Chapter 3.4.2.4.2) with a large sample which made the
research more difficult from a practical point of view. However, because of the
particular service examined it differed from the other studies. Overall, it gave a
useful insight into the role of attitude as a mediator between satisfaction and
intentions.

3.3.1.3 Models Linking Customer Satisfaction to Loyalty in the Mobile
Telephony Sector

In the mobile telephony sector little research has taken place on these issues.
However some research has been carried out which examined the impact of
customer satisfaction and switching costs on customer loyalty.

Lee, Lee and Feick (2001) investigated the impact of switching costs on the
customer satisfaction-loyalty link in the mobile telephony sector in France. They
conducted personal interviews with 256 mobile telephony users from the Paris
metropolitan area. To measure customer loyalty, they used three measures:
repurchase intent, resistance to switching to a competitor's product that is
superior to the preferred vendor's product, and willingness to recommend the
product to friends and associates. For customer satisfaction they used: the
pricing plan, core services (coverage of the calling area and clarity of sound),
and value-added services (precision of billing service and easy access to
provider). Switching costs were measured as the consumers’ perceived difficulty
in switching. Their research findings showed that switching costs play a
significant moderation role in the satisfaction-loyalty link. They found that for a
given level of satisfaction customers might have two different levels of loyalty
depending on the level of switching costs. They classified subjects into three
levels of ‘plan type' according to the amount of calling time that the customer
chose at the time of the contract: economy (less than two hours), standard (from
two to four hours), and mobile-lovers (more than four hours). They found that
switching costs played a significant moderating role in the satisfaction-loyalty
link only for the economy and standard groups. For mobile lovers, switching
costs did not affect loyalty. The consumers in the economy and standard group
considered the quality of core services most important and mobile lovers
showed a strong attachment to value-added services and were less sensitive to
pricing aspects of services. The level of satisfaction on pricing was much less
significant for heavy users than for regular users.
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In assessing this study, it can be said that although the researchers tested their
hypothesis empirically, their sample was rather small if the total number of the
mobile users in France is taken into consideration. However, they used multiple
items to operationalize loyalty. The results provided an important insight into the
role of switching costs in customer satisfaction/loyalty link in the mobile
telephony sector.

3.3.2 Group of models relating service quality, customer satisfaction and
repurchase intention/loyalty

Many researchers such as Woodside Frey and Daly (1989) in the health
sector, McAlexander, Kaldenberg and Koenig (1994), also in the health
sector, Taylor and Baker (1994), in the service industry, Dabholkar, Shepherd
and Thorpe (2000), in a pictorial directory, claimed that customer loyalty is
influenced by customer satisfaction which is then influenced by service quality.
Thus, the relationship is from service quality to customer satisfaction to
purchase intentions. Thus, they maintained that service quality is an antecedent
of customer satisfaction and higher levels of perceived service quality result in
an increased consumer satisfaction.

Some other researchers such as Bitner (1990) in travel services, argued that
the relationship is from customer satisfaction to service quality to behavioural
intentions. According to these researchers, satisfaction with specific transactions
leads to overall quality perception, a global assessment (an attitude), so, an
accumulation of transaction-specific assessments leads to a global assessment.
The term "transaction" represents an entire service episode (e.g., a visit to a
fitness centre or a barber shop) or discrete components of a lengthy interaction
between a customer and firm (e.g., the multiple encounters that a hotel guest
could have with hotel staff, facilities, and services). Therefore, the direction of
the relationship according to these researchers is from customer satisfaction to
service quality. In addition, Cronin and Taylor (1992) although they
hypothesised that satisfaction is an antecedent of service quality, their results
indicated the opposite. Thus, it can be seen from the literature, that while
recognising service quality and consumer satisfaction as essential factors in
determining customer purchase intention there is inconsistency in their
interrelations.

The link between service quality and purchase intention was also examined.
Some researchers such as McAlexander, Kaldenberg and Koenig (1994),
investigated the relationship between service quality and behavioural intentions
and supported that there is a direct link between service quality and purchase
intention.
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Anderson, Fornell and Lehmann (1994) gave a useful insight into the
!nfluence of quality and expectations on customer satisfaction as well as the
influence of customer satisfaction on company profitability in a variety of sectors.

3.3.2.1 Models Linking Service Quality to Customer Satisfaction and to
Company Profitability

Some researchers argued that there is a link between service quality and
customer satisfaction and considered service quality as an antecedent of
customer satisfaction. They then subsequently linked customer satisfaction to
company profitability. ’

These researchers are Anderson, Fornell and Lehmann (1994) who
investigated the nature and strength of the link between customer satisfaction
and economic returns. They discussed how expectations and quality should
affect customer satisfaction and why customer satisfaction in turn should affect
profitability. They proposed that a company's profitability is positively affected by
customer satisfaction. Customer satisfaction in turn is positively affected by
quality as perceived by the market. The market’'s expectation of the quality of a
suppliers offering should have a positive effect on customer satisfaction. They
also hypothesised that the market place has adaptive expectations concerning
the quality of a supplier's offering and the size of the adaptive updating effect
should be small. Finally, it was proposed that the impact of perceived quality on
overall customer satisfaction should be relatively greater than the impact of
expectations about quality. To test their hypotheses, they used both an empirical
forecast and an analytical model. They used data from the annual indices of
firm-level expectations, quality and customer satisfaction which are available by
the SCSB. This is a project run by the National Quality Research Centre
(NQRC) at the University of Michigan Business School and the International
Centre for Studies of Quality & productivity (ICQP) at the Stockholm School of
Economics. It collects data from the 77 firms belonging in various sectors, which
are the largest share firms in each sector. To obtain a representative sample of
customers for each firm, a computer-aided telephone survey is used and then
multiple measures for each construct are collected through a questionnaire. The
SCSB measures were combined with economic return data such as ROI (return
on investment).

The results generally confirmed their hypotheses. Both quality and expectations
had a positive impact on customer satisfaction. Quality had the greatest impact
on customer satisfaction and the effect of expectations on customer satisfaction
was significant but relatively small. Return on investment was strongly affected
by customer satisfaction. They demonstrated the economic benefits of
increasing customer satisfaction and concluded that firms that actually achieve
customer satisfaction can also enjoy superior economic returns.
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In assessing this study it can be said that it was based on existing data provided
by the SCSB and examined only customer satisfaction as influencing economic
returns and not other factors such as customer loyalty. However, it gave a useful
insight into the influence of quality and expectations on customer satisfaction as
well as the influence of customer satisfaction on company profitability.

3.3.2.2 Models Linking Service Quality and Customer Satisfaction to Customer
Purchase Intention

More researchers examined the relationship between service quality customer
satisfaction and purchase intention without including the concept of service
value.

McAlexander, Kaldenberg and Koenig (1994) explored the relationship
between service quality, purchase intention and customer satisfaction in a
healthcare setting. They also examined the efficacy of four models for
measuring healthcare service quality and specifically dental practices. The four
models were SERVQUAL, measuring consumer service expectations and
perceptions, a weighted SERVQUAL model, a SERVPERF model measuring
performance only and a weighted SERVPERF model. Their sample consisted of
996 patients from two independent general practice dental offices. They used a
modification of SERVQUAL to measure service quality. The analysis of the
results showed that the SERVPERF model was superior to the SERVQUAL
model for measuring the provision of dental healthcare services. Dental
healthcare consumers' perceptions of quality were heavily influenced by
provider performance assessments. Their results also showed a positive path
relationship between overall service quality and satisfaction, but a negative path
relationship between satisfaction and overall service quality. They also found
that patient satisfaction had a significant effect on purchase intentions. Service
quality as well had a direct significant effect on purchase intentions. Although
the direct impact of patient satisfaction on purchase intentions was greater than
that of overall service quality on purchase intentions, overall service quality had
a greater total effect on purchase intentions.

This study was cross-sectional and in assessing the study, it can be said that
the results were empirically tested and a large sample was used. Furthermore,
the researchers tested four instruments for measuring service quality in the
sector of healthcare. An interesting finding was that service quality had a direct
significant effect on purchase intentions. However, service value was not
included and examined in the model.

In addition, Taylor and Baker (1994) analysed the relationship between service
quality consumer satisfaction and purchase intention. They hypothesised that
the interaction between service quality and consumer satisfaction will explain
more of the variance in consumers' stated purchase intentions than the direct
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influences of either service quality or satisfaction alone. They conducted a
survey across four different service industries (recreation amusement park
services, airlines services, distance telephone services and health care) and
conducted 426 personal interviews using a convenience sampling method. In
their questionnaire they included three measures for service quality, four
measures for customer satisfaction and three measures for purchase intention.
For three of the industries (with the exception of health care) a significant
interaction effect was found. Thus, they concluded that satisfaction moderated
the relationship between service quality and purchase intention. In addition, the
positive influence of service quality on purchase intentions was greater when
satisfaction was also greater. Therefore, the highest level of purchase intentions
was observed when both service quality perceptions and satisfaction
judgements were high. They concluded that a full understanding of consumers'
purchase decisions in service environments required an extension in marketers'
perceptions beyond viewing service quality and consumer satisfaction as simple
intervening variables to viewing the constructs as largely moderating variables.

In assessing this study it can be said that the researchers empirically tested their
hypothesis and used a large sample from four different service industries.
However, they did not examine the concept of service value and they
operationalized service quality with only three measures which are rather too
few to adequately capture this construct.

Furthermore, Dabholkar, Shepherd and Thorpe (2000) developed a
comprehensive model of service quality including an examination of its
antecedents, consequences, and mediators. They hypothesised that customer
satisfaction mediated the effect of service quality on behavioural intentions
rather than both having an independent effect on behavioural intentions. They
also examined whether factors relevant to service quality act as its antecedents
rather than its components and supported that the antecedents model is
superior to the components model. Furthermore, they examined whether
perception measures are superior to measured and computed disconfirmation
measures (calculation of perceptions-expectations gap) and whether measured
disconfirmation is superior to computed disconfirmation and if a cross-sectional
research design is superior to a longitudinal design.

The study consisted of collecting data through telephone interviews from 500
directors of churches who were customers of the pictorial directory division of a
national photographic company. They used a longitudinal setting and
expectations were asked before service delivery. After the service delivery half
of the respondents were asked about their perceptions of the service and half
about their perceptions compared to their expectations  (measured
disconfirmation). The respondents were also asked about their satisfaction and
behavioural intentions. They operationalized service quality by adapting
SERVQUAL and by using an overall quality measure, customer satisfaction was
captured with one measure and behavioural intentions with two measures,
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intentions to use the service in the future and intentions to recommend it. Their
results showed that although service quality had an impact on behavioural
intentions, customer satisfaction acted as a strong mediator. Furthermore, their
results found support for the antecedents model of service quality
conceptualisation. Their results also indicated that perception measures are
superior to measured and computed disconfirmation measures and that a cross-

sectional design is superior to a longitudinal design for understanding and
testing service quality.

In assessing this study it can be said that the true longitudinal setting used in
this study made the research, from a practical point of view, more difficult and
complicated. In addition, only directors of churches were used as subjects. An
advantage is that they adapted SERVQUAL to measure the quality of the
service under investigation. However, other variables such as service value
could also have been examined in their model.

Cronin and Taylor (1992) examined the relationship between satisfaction and
service quality and the link with purchase intentions and they proposed that
satisfaction is an antecedent of service quality. They assessed the service
quality offered by two firms in each one of four industries: banking, pest control,
dry cleaning, and fast food and they conducted personal interviews with 660
customers. They used a performance based measure of service quality
(SERVPERF), a performance measure weighted by importance (weighted
SERVPERF) and SERVQUAL weighted by importance, including expectations
and perception. They used a single item to measure customer satisfaction and a
basic repurchase intent measure. Although they hypothesised a priori that
satisfaction is an antecedent of service quality, the empirical results of their
LISREL-based analysis indicated the opposite. For each of the four service
industries they investigated, they found that service quality appeared to be a
causal antecedent of consumer satisfaction. Thus, consumer satisfaction was
not an antecedent of service quality but empirical support was provided that
perceived quality leads to customer satisfaction. Service quality had a significant
effect on customer satisfaction in all four samples, consumer satisfaction had a
significant effect on purchase intentions in all four samples and service quality
did not have a direct significant impact on purchase intentions in any of the
samples. Their results also showed that SERVPERF performed better than

SERVQUAL.

This study was cross-sectional and in assessing this study, it can be said that an
advantage is that the results were empirically tested. In addition, SERVQUAL
and SERVPERF were used for measuring service quality and their performance
in service quality measurement was compared. An interesting finding is that
although the authors had hypothesized that customer satisfaction is an
antecedent of service quality their results indicated the opposite. In addition
service quality did not have a significant direct impact on purchase intentions.
However, other variables such as service value could also have been examined.
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Woodside, Frey and Daly (1989) examined the relationships between service
quality perceptions, consumer satisfaction judgements and behavioural
intentions in the health care sector. They developed a model suggesting that
service quality influences customer satisfaction which in turn influences
repurchase intention. Their sample consisted of hospital patients and they used
a measurement scale of service quality adapted for hospital stays and used a
single basic repurchase intent measure. Their results showed that service
quality has a strong association with consumers’ intention to return to the same
hospital services provider. However, their results also showed that consumer
satisfaction is an intervening variable that mediates the relationship between
service quality judgements and purchase intentions, that is the relationship is
from service quality to customer satisfaction to purchase intentions.

In assessing this study it can be said that an advantage is that the resuits have
been tested empirically. In addition, service quality was measured with a
measurement scale specifically adapted for the service under examination,
however, repurchase intention was operationalized with a single measure.
Furthermore, they could have included other variables such as value which
influence customer satisfaction and repurchase intention in their model.

Bitner (1990) proposed a model suggesting that a consumer’s pre-attitude will
influence expectations about the outcome of a particular service encounter.
Then consumers immediate reaction after consumption will depend on the
comparison of prior expectations and perceived performance and will result in
confirmation of - expectations or in positive/negative disconfirmation.
Furthermore, casual attributions for disconfirmation will mediate customer
satisfaction (attributions are what people perceive to be the cause behind their
own behaviour, the behaviours of others or the events they observe). Then
service encounter satisfaction will influence perceived service quality (an
attitude) which in turn will influence behavioural intentions. The model was
tested with a role-play experiment using 145 travellers at an international airport.
Subjects read a travel agency failure story and were instructed to imagine that
they were the traveller in the story. Two hypothesised conditions of the travel
agency were presented to the subjects: one organised and one disorganised.
After reading the story subjects responded to measures of attributions, attitude,
satisfaction and intended behaviours. Two disconfirmation measures were used,
two measures of control attributions and two of stability attributions, two
measures for satisfaction and a 7-item scale for service quality. Behavioural
intentions were operationalized with four items (likelihood to recommend,
intention to repurchase, switch and complement). The results of the statistical
analysis in general supported the proposed model, consumer attributions
mediated disconfirmation and satisfaction which then influenced service quality
which in turn influenced behavioural intentions.
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In assessing this study it can be said that it was conducted with a role-play
experiment and empirical research to substantiate the relationships between
satisfaction, service quality and behavioural intentions was lacking. Furthermore,
not all possible antecedents of service encounter satisfaction were included
such as service value and many additional factors influencing perceived service
quality might exist as well.

3.3.3 Group of models relating service quality, service value, customer
satisfaction and repurchase intention/loyalty

A number of researchers such as Storbacka, Strandvik and Grénroos (1994),
Heskett et al. (1994), Liljander and Strandvik (1995), Patterson and Spreng
(1997), included the concept of perceived value in the chain of these
relationships and supported that the relationship is from perceived quality, to
service value to customer satisfaction to behavioural intentions. Bolton and
Drew (1991) asserted that the relationship is from customer satisfaction to
service quality to service value to purchase intentions. Furthermore Cronin,
Brady and Hult (2000) argued that there are also direct relationships between
quality, value and purchase intention. However, Fornell et al (1996), found that
the impact of quality on overall satisfaction was greater than the impact of value
in all the sectors they examined.

3.3.3.1 The Service-Profit Chain Model

Heskett et al. (1994) argued that there is a link between customer loyalty,
customer satisfaction and service value and they also linked customer loyalty to
company profitability.

They developed the service-profit chain concept which established relationships
between profitability, customer loyalty and employee satisfaction, loyality and
productivity. The service-profit chain concept was developed from analyses of
successful service organisations (e.g. Southwest Airlines, Banc One etc.).
According to the links in the chain profit and growth are stimulated primarily by
customer loyalty. Loyalty is a direct result of customer satisfaction. Customer
satisfaction is largely influenced by the value of services provided to customers.
Value is created by satisfied, loyal and productive employees. Employee
satisfaction results primarily from high quality support services and policies that
enable employees to deliver results to customers. Thus, the components of the
service-profit chain are: internal quality (support services and policies),
employee satisfaction depending on employee loyalty (retention) and employee
productivity, value of external services, customer satisfaction, customer loyalty
and profitability and growth.
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In assessing the service-profit chain it can be said that it placed importance on
employees and the company processes that determine service quality and a
major advantage is that the study examined the concept of value which has not
been widely investigated in the literature. However, a drawback is that it was not
empirically tested and it should be tested in various service sectors.

3.3.3.2 Models Linking Service Quality and Value to Customer Satisfaction,
Loyalty and Company Profitability

Some researchers argued that there is a link between relationship longevity and
relationship strength, customer satisfaction, service value and service quality.
They also linked customer loyalty to market share and company profitability
which were considered the consequences of customer loyalty. They also
included service value as an intermediate variable in their models, which has not
been widely investigated in the literature.

Among these researchers are Storbacka, Strandvik and Groénroos (1994) who
proposed a model according to which service quality leads to customer
satisfaction, which leads to relationship strength, then to relationship longevity,
which finally leads to customer relationship profitability. They suggested that
customer satisfaction is related to service quality, however, in some cases
although service quality can be judged low customers are satisfied, and this is
due to other factors such as low sacrifice. In addition, service quality may be
high but customers are not satisfied because the price is not perceived to
correspond to the received quality. Satisfaction is thus related to perceived
value. They emphasised the importance of price especially for services. They
also concluded that relationship strength is very important because
organizations with low relationship strength are exposed to competitive action.
They suggested that one way to achieve strong relationships and thus long
relationships, is to ensure that customers are satisfied. Furthermore, they
concluded that relationship longevity is of great importance to the provider both
from an efficiency and profitability point of view.

In assessing this model it can be said that it was innovative in introducing
relationship strength as an antecedent of relationship longevity, however an
important drawback is that it was not empirically tested and the proposed links
require further research.

3.3.3.3 Models Linking Service Quality and Value to Customer Satisfaction,
Purchase Intention/Loyalty

Some researchers argued that there is a link between customer purchase

intention (they defined loyalty on the basis of the behavioural view) apd other
factors which are considered as its antecedents including customer satisfaction
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service value and service quality. Thus, they also included service value as an
intermediate variable in their models, which has not been widely investigated in
the literature.

Among these researchers are Patterson and Spreng (1997) who examined the
impact of perceived value in concert with satisfaction and repeat purchase
intentions in professional business services. They submitted that perceived
performance will be positively associated with value and that value will be
positively associated with repurchase intentions. They also hypothesised that
each perceived performance dimension will be positively associated with
satisfaction and that satisfaction will be positively associated with re-purchase
intentions. In addition, that each performance dimension will be positively
associated with value. The technical (outcome) dimension of perceived
performance will have a greater impact on overall satisfaction and on perceived
value than any of the functional (process) dimensions for professional business
services. Value perceptions will be a positive, direct antecedent of satisfaction
and value will be completely mediated via satisfaction and only indirectly
influence repurchase intentions. Satisfaction will be the sole direct antecedent of
repurchase intentions for professional business services. The actual research
consisted of sending mail questionnaires to 207 client organizations of three
consultancy firms and one public organisation which was a heavy user of
consultants. They used fourteen attribute items to capture performance,
specifically adapted for the service and they calculated importance weights for
each dimension by asking respondents to complete a constant-sum importance
scale of 100 points. They measured satisfaction with three items, value with one
single item and behavioural intention with one question asking respondents to
state their repurchase intention. Their results supported the model and generally
confirmed their hypotheses. Their findings showed that the effects of
performance on intentions were completely mediated by value and satisfaction.
In addition, value was completely mediated through satisfaction in influencing
repeat purchase behaviour. They asserted that the inclusion of the value
construct in models provides a richer portrayal of the dynamics surrounding
satisfaction evaluations and intentions, since shortcomings in service
performance may be offset by perceived reductions in sacrifices such that
clients receiving less than expected performance may still be satisfied.

In assessing this model it can be said that its advantage is that it was tested
empirically and used both private and public organizations in the sample. In
addition, they also used fourteen attribute items to capture performance that
were adapted for the service under examination. They also examined separa_ltely
the impact of the technical and the functional dimension o_f perceived
performance on value and satisfaction. Furthermore, it was the first study to
incorporate and examine value in a business-to-business setting.

In addition, Liljander and Strandvik (1995) proposed a model examining. the
relationship between performance, value, satisfaction and purchase behaviour.
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The basic idea behind their model was the division into two levels: an episode
and a relationship level. They suggested that satisfaction was affected by
perceived value. They defined value as a combination of perceived service
quality and perceived sacrifices. They considered sacrifice to be an important
part of the satisfaction process. Thus, if the perceived quality and the perceived
sacrifices connected to one episode were in balance, or if quality exceeded
sacrifice the customer perceived high value and was satisfied. The value
perception also affected the general image of the service provider. The image in
turn affected the predictive expectations of the next service episode. They also
suggested that the perceived performance of the episode can affect episode
quality either directly or indirectly through disconfirmation. Relationship quality
can in the same way as episode quality be determined by direct or inferred
disconfirmation or by relationship performance alone. In addition, they
suggested that tolerance zones can be present capturing the accepted variance
of performance at the relationship level [the zone of tolerance as defined by
Woodruff, Cadotte and Jenkins (1983) is the interval around a performance
norm (norms are standards in the form of norms, e.g. brand performance based
norms, product performance based norms) within which perceived performance
is likely to be considered equivalent to the norm. Perceived brand performance
which is above or below the norm but within the indifference zone leads to
confirmation. Positive or negative disconfirmation results when perceived brand
performance is outside the zone]. Furthermore, they proposed that relationship
quality can affect commitment directly or though perceived value. Positive
commitment can be seen as intentions leading to behaviours such as positive
word-of-mouth and also negative commitment can be present leading to
negative word of mouth. Both commitment and purchase behaviour were
proposed to be related to bonds that the customer has with the service provider.
They suggested that ten bonds existed between customers and companies
which could prevent customers from switching even when they were not pleased
with the service. The first five bonds are: legal, economic, technological,
geographical and time bonds. These bonds cannot easily be influenced by the
customer but can be managed by the service firm. The other five bonds are:
knowledge, social, cultural, ideological and psychological bonds. They are
difficult to be measured and managed by the firm and they are directly
connected to the customer's values and preferences. On this basis it can be
seen that according ta the authors, value was an intervening variable between
quality and satisfaction which in turn influenced behaviour.

In assessing this study it can be said that the model proposed is more complete
because the researchers included the concept of value and they proposed the
division into an episode level and a relationship level. Furthermore, they
suggested that bonds could also influence customers’ behaviour. A drawback is
that the model was not tested empirically.

Furthermore, Bolton and Drew (1991) developed a multistage model qf the
determinants of perceived service quality and service value and they linked
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repeat purchase intentions to value in their study of local telephone services.
Their model proposed that service attributes which were influenced by
organisational, engineering attributes, personal needs, word of mouth and past
experiences, in turn affected perceptions of performance levels and
expectations, which both affected disconfirmation, then they all affected
satisfaction which influenced service quality (also affected by disconfirmation)
which in turn influenced service value (also affected by sacrifice and customer
characteristics) which affected intentions which finally affected behaviour. They
pointed out that value is the key linkage between perceived quality or
performance and behavioural intentions. Customers’ evaluations of local
telephone services were hypothesised to depend on performance and
disconfirmation because exploratory research confirmed that customer
expectations about telephone service were not actively processed. They
interviewed 1,408 telephone customers. Their survey elicited direct measures of
disconfirmation. Their results confirmed the hypothesised model and showed
that the most important determinant of perceived service value was quality.
Customers’ assessments of service value were positively related to their
evaluations of service quality and customers assessment of overall service
quality was directly affected by perceptions of performance.

In assessing the model it can be said that an advantage is that it was tested
empirically and value was also incorporated into the model. Furthermore and
more importantly, SERVQUAL was adapted for the telecommunications sector.
However, only a direct measure for disconfirmation was used and expectations
were not measured separately. Single measures were also employed for each
model construct (apart from service quality), whereas a multiple measure could
have been more appropriate.

Cronin, Brady and Hult (2000) developed a model to conceptualise the effects
of quality, satisfaction and value on consumer behavioural intentions. They
argued that the consumer decision-making process for service products is best
modelled as a complex system that incorporates both direct and indirect effects
on behavioural intentions, thus their model considered also the direct effects of
quality, value, and satisfaction on behavioural intentions. They assessed the
relationships between the identified constructs across multiple service industries
by conducting two studies that investigated six service industries and utilised
different samples. The first study investigated three industries: spectator sports,
participation sports and entertainment. The second study investigated another
three industries: health care, long distance carriers and fast food. Multiple
service providers were chosen in each industry and the studies were conducted
in the same medium-sized metropolitan area. They used a 10-item scale to
measure service quality which derived from the original 10 SERVQUAL
dimensions. In their questionnaire they included also two direct measures of
value, two sets of items for satisfaction and three items for behavioural
intentions. Their results indicated that value is largely defined by perceptions of
quality and less defined by acquisition costs with the lone exception of the fast
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food industry. Quality affected perceptions of value and satisfaction and also
influenced behavioural intentions directly. Service quality had a direct effect on
consumers' behavioural intentions in four of the six industries with the
exceptions being the health care and long-distance carrier industries. Service
value lead to satisfaction and the service value behavioural intentions
relationship was significant in all six-industry samples. Satisfaction influenced
behavioural intentions directly in all industries except health care. In addition to
the direct effects, they also considered the indirect effects that service quality
and service value had on consumers' behavioural intentions (i.e., service quality
through service value and customer satisfaction and service value through
customer satisfaction). The results indicated that these indirect paths were
consistently significant across industries and multiple methods.

In assessing this model, an important advantage is that it was empirically tested
and two studies were conducted to ensure the cross-relation of the results.
Another important issue is that it examined also the direct effects of quality,
value, and satisfaction on behavioural intentions. In addition, the relationships
between the constructs across multiple service industries were assessed and
multiple measures were employed to operationalize the constructs investigated.

Fornell et al (1996) introduced the American Customer Satisfaction Index
(ACSI) which provides a measure for the companies past and current
performance as well as their future financial health since it is an indicator of
financial performance. ACSI is embedded in a system of cause and effect
relationships. The chain of relationship run from the proposed antecedents of
overall customer satisfaction that is expectations, perceived quality and value to
the proposed consequences of overall customer satisfaction, that is customer
complaints and loyalty. ACS| was designed to be representative of the nations
economy as a whole, thus the seven major economic  sectors
Manufacturing/Non-Durables, Manufacturing/Durables, Transportation/
Communication/Utilities, Retail, Finance/Insurance, Service and Public
Administration/Government were included. Within each sector the largest
companies were included and interviews were conducted with 250 customers of
each one. Three expectation measures were collected: overall expectations and
expectations regarding customisation and reliability. Customers recent
experiences were rated using three measures: overall perceived quality and
perceived customisation and reliability. Two questions tapped perceiveq valge:
quality relative to price and price relative to quality. Overall customer satisfaction
was operationalized through three measures: an overall rating, the degree to
which performance fell short or exceeded expectations anq a rating of
performance relative to the customers’ ideal product/serylce. Customer
complaints were measured by whether customers had complained formally or
informally. There were also two measures for customer loyalty: repurchase
likelihood and a combination of two variables, the degree to which a'f|rm could
raise its prices before the customers would not choose to buy again and the
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degree to which a firm could lower its prices before the customers would
definitely choose to buy again.

The authors evaluated the model for the seven sectors for which data are
collected. The model was estimated for each firm and the results were
aggregated to industry and sector indices and to an overall national ACSI,
however they also treated each sector as a sub-segment of the overall ACSI
population. In particular they discussed the relative importance of customisation
and reliability, the predictive nature of expectations, and the relative importance
of price and quality. They concluded that customisation is more central to
customer expectations and perceptions of quality than reliability. In addition,
expectations proved to be largely rational in that they predicted quality, value
and customer satisfaction. Furthermore, the impact of quality on overall
satisfaction was greater than the impact of value, in each one of the seven
sectors. Thus, they concluded that although value may be more central to the
formation of customers initial preferences and choice, quality is more central to
the consumption experience itself. Price driven satisfaction was highest for the
sector Transportation/Communications/Utilities, in which competition is relatively
commodity based and price plays an important role. Concerning the satisfaction
loyalty link they concluded that price-driven satisfaction ratio should be
associated with the degree of loyalty, with the exception of Manufacturing/Non
durables and the Transportation/Communications/Utilities sectors, where they
found repurchase likelihood to be high. These mixed findings suggested that
additional research was needed.

In assessing this study it can be concluded that although in the system of cause
and effect relationships on which ACSI is embedded, the chain of relationship
runs from expectations, perceived quality, value to overall customer satisfaction,
customer complaints and loyalty, the researchers found that in the seven sectors
they examined, the impact of quality on overall satisfaction was greater than the
impact of value. This study played an important role by providing a measure of
companies financial performance. The proposed model was more complete
because it included the concept of value. In addition, it was tested in seven
sectors and comparisons were made between sectors.

3.3.4 Group of models relating service quality and value with repurchase
intention/loyalty

Researchers such as Headley and Miller (1993), Boulding et al (1993),
Zeithaml, Berry and Parasuraman (1996), Ennew and Binks (1996), Kangis
and Zhang (2000), investigated the relationship between service quality qnd
behavioural intentions and supported that there is a direct link between service
quality and purchase intention. Chang and wildt (1994), Zeithaml (1 988), and
Cronin et al. (1997) supported the link from perceived quality, to service value
to purchase intentions.
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3.3.4.1 Models Linking Service Quality to Customer Purchase Intention

Some other researchers argued that there is a link between customer purchase

intention and service quality and did not examine the concepts of customer
satisfaction and service value.

Among these researchers are Headley and Miller (1993) who explored in a
primary clinic setting, the possibility of a link between perceived service quality
and its various dimensions and a patient's future intent to complain, compliment,
repeat purchase, switch providers and not using the service at all. Their aim was
to explore the possibility of a link between service quality and intent towards a
range of future consumer behaviours. To measure service quality, they adapted
the SERVQUAL scale for medical care services and they also used a single
overall service quality measure. They sent mail questionnaires to 967 patients
twice, one before the visit to the clinic to ask about their expectations and one
after the visit to ask about their perceptions. Their findings indicated that
significant relationships existed between perceived service quality, measured as
a difference between pre-and post encounter opinion and intent to repurchase,
compliment, complain, recommend, switch and not use medical care service.
The confirmation of anticipated relationships between perceived service quality
and various consumer intentions suggested that perceived higher service quality
will generate favourable intentions (e.g., repurchase, complementing) and that
perceived lower service quality will lead to unfavourable intentions (e.g.,
complaining, switching and non-use of any services). They also concluded that
service quality as measured by SERVQUAL was positively related to an overall
service quality measure.

In assessing this study, it can be said that the researchers conducted a true
longitudinal study in order to capture real expectations of service. They
contacted their potential respondents prior to a scheduled appointment at a
certain clinic to capture their pre-encounter expectations. After the appointment
with the clinic they contacted the same respondents and gathered their post
encounter perceptions. This, from a practical point of view, is very difficult to
implement, especially in a medical care setting. Furthermore, SERVQUAL was
adapted for a clinic setting and they also used a more complete range of
possible behaviours (repeat purchase, complementing, complaining, etc.).

In addition, Boulding et al. (1993) developed a behavioural process model of
perceived service. According to the model, individuals enter into each service
transaction with an initial set of expectations about what will and should happen
on each of the dimensions of service. These initial expectations and the actual
delivered service then lead to cumulative perceptions of the delivered service in
each dimension, as well as updated expectations about each dimension for what
will and should occur in future transactions. Finally, perceptions of t.he
dimensions of service contribute to an overall assessment of the level of service
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quality, which in turn leads to behavioural intentions and willingness to
recommend.

The authors tested the model with data from two different studies. The first was
a laboratory experiment involving two simulated visits to a hotel and 107
business professionals participated. They were asked to indicate their will and
should expectations before ‘visiting' the hotel and then after reading a
description of their stay they were asked to indicate their perceptions. Quality
assessments were made on a 100-point scale and on the basis of SERVQUAL
dimensions. For behavioural intentions they used two measures, repeat
business and willingness to provide favourable word of mouth. Empirical findings
indicated that will expectations influenced positively perceptions of quality and
should expectations negatively. Furthermore, service quality perceptions
influenced positively behavioural intentions.

The second study was a field study concerning quality of an educational
institution and data were obtained from 117 customers. They adapted
SERVQUAL for educational services to measure quality and used six items of
intended behaviours, grouped into a single index measure. The results of this
study showed that perceptions of quality related positively to the index of
behavioural intentions. Furthermore, they showed that prior expectations of what
service will occur, positively influenced perceptions of delivered service and prior
expectations of what service should occur negatively influenced these
perceptions.

In assessing this study, it can be said that the researchers conducted two
studies to crosscheck their results. The first was a longitudinal study, which
however was only a laboratory experiment and there was the problem of the
role-play of the participants. However, the second study, which was a cross-
sectional field study, supported the results of the experiment. Furthermore,
SERVQUAL was adapted for educational services and multiple measures were
used to operationalize behavioural intentions.

Furthermore, Zeithaml, Berry and Parasuraman (1996), developed a
conceptual model which depicted the behavioural consequences of service
quality. They proposed that the relationship between service quality and
behavioural intentions was positive (negative) for favourable (unfavourable)
behavioural intentions and had different slope below and above the zone of
tolerance. In addition, they predicted that favourable (unfavourable) behavioural
intentions were highest (lowest) for customers experiencing no service problems
and highest (lowest) for customers experiencing service problems that were
resolved and lowest (highest) for customers experiencing service problems that
were not resolved. They operationalized service quality using SERVO_UAL
(including perceptions and adequate and desired level expectations), a single
item measure of overall service quality and two questions to measure whether
respondents had experienced a recent service problem and if it was resolved.
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They incorporated a more extensive multiple-item behavioural intentions
measure distinguishing intentions into favourable and unfavourable and
examined service quality's impact on the different types of behavioural
intentions. It was a 13-item scale grouped in four categories: word of mouth,
purchase intention, price sensitivity and complaining behaviour. The model was
empirically examined and the customers of four companies (computer
manufacturer, retail chain, automobile insurer and life insurer), were surveyed by
mail and 3,069 questionnaires were gathered.

The results showed strong evidence that customer behaviour intentions were
strongly influenced by service quality. Improving service quality could increase
favourable behavioural intentions and decrease unfavourable intentions. They
also revealed differences in the nature of the quality-intentions link across
different dimensions of behavioural intentions. Customers experiencing no
service problems had the strongest levels of loyalty intentions and the weakest
switch and external response intention. Among customers who experienced
recent service problems those who received satisfactory resolution had
significantly higher loyalty and more intentions and significantly lower switch and
external response intentions than those with unresolved problems. Effective
service recovery proved to significantly improve all facets of behavioural
intentions, however it does not restore intentions to the levels expressed by the
customers not experiencing service problems.

In assessing this cross-sectional study, it can be said that an advantage is that
the researchers examined their model empirically with a large sample and in a
multi-company context. In addition, SERVQUAL which is a multi-item measure,
was used to operationalize service quality and an extensive behavioural
intentions battery distinguishing intentions into favourable and unfavourable.

Ennew and Binks (1996), explored the relationship between service quality,
customer relationships and customer loyalty and retention in the banking sector.
They examined factors affecting customer retention and defection and the extent
to which these were influenced by service quality. They specified a model in
which the likelihood of considering a change of bank was a function of perceived
quality including product and business characteristics and the overall ban.king
relationship. They hypothesised that the potential to defect would be negatw_ely
related to the quality of the service and the quality of the overall banklng
relationship. They used as their subjects 16,000 small and medium sized
companies, all business customers of the UK banks. The study focused on loyal
customers and partially loyal, those that had considered changing bank. They
identified the factors distinguishing the retained from the potential dgfectors
(taking into consideration the aspects of functional and technical guallty) and
identified three broad types of variables. The first category Consns.ted of the
features of the product, the second concerned the overall service quality
(including both product and process dimensions) and the third fo.c.used‘ on _the
overall banking relationship with retained/loyal customers. In addition, five firm
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specific customers characteristics, age, size, profitability, financial difficulties and
current bank were examined.

The model provided support for the hypothesis that loyalty/retention is
influenced by service quality and customer relationships. Service quality was
identified as an important factor which should contribute to an organisation’s
ability to retain loyal customers and thus contribute to improved organisational
performance. Evidence concerning the positive image of aspects of functional
and technical quality on loyalty and retention was provided and functional quality
proved to be at least as important as technical quality.

In assessing this study, it can be said that the researchers empirically tested
their hypothesis using a large sample. However, quality was measured by only
using perceptions and expectations were not included. Despite that, the study
provided evidence concerning the impact of functional and technical quality on
customer loyalty.

Kangis and Zhang (2000) explored the link between service quality and
customer retention in banking. They approached 490 bank customers in
Guildford, Surrey in the UK and obtained 145 useable questionnaires. They
used SERVQUAL instrument to measure service quality and considered three
measures as proxies to service quality an overall service quality measure,
difference ratings between expectations and perceptions and performance only
ratings. They measured the stated intention to repurchase as a direct question
rather than the repurchase itself. Their findings showed that service quality had
an effect on customer retention through being related to the stated intention to
continue doing business with the bank. Furthermore, their results showed that
the correlation between repurchase intention and the single overall measure of
service quality was higher than the correlation between difference scores and
repurchase intention. This was a cross-sectional study which measured both
customers expectations and perceptions at the same time.

3.3.4.2 Models Linking Service Quality and Value to Customer Purchase
Intention

Some researchers argued that there is a link between customer purchase
intention and service value and service quality, which were considered as
antecedents of customer purchase intention. However, customer satisfaction
was not a factor investigated in these models.

Among these researchers are Chang and Wildt (1994) who examined the links
between price, product attribute cues, perceived quality and value and pgrchase
intention, as well as the effects of internal reference price, objectivg price and
perceived price on these links. They conducted a laboratory experiment for a
student housing service unit and a PC purchasing unit. Their subjects were 425
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upper-division business students from two State Universities and they gave
them material to read and then asked them questions. They also asked for
importance weights for all product attributes. They measured price using
separate measures for objective and internal reference price. They measured
perceived quality using two overall quality measures and a measure of comfort
for apartments and of dependability for PCs. Perceived value and purchase
intention were measured using a single item. Their empirical findings indicated
that perceived price was positively influenced by objective price and negatively
influenced by reference price. Furthermore, the influence of objective price on
perceived quality was lessened in the presence of substantial direct product
attribute information. Perceived price and perceived quality influenced perceived
value and perceived value positively influenced purchase intention. Thus,
perceived value mediated the influence of perceived price and perceived quality
on repurchase intentions. However both perceived price and perceived quality
had direct effects on purchase intentions. They concluded that this direct effect
might imply that the formation of purchase intentions is more complex than
might have been expected and that factors in addition to perceived value might
deserve investigation.

In assessing this study it can be said that the study was merely a laboratory
experiment and only students were used as subjects, so this might have biased
the results. Furthermore, the researchers could have included other variables to
examine in their model such as customer satisfaction. In addition, only a few
items were used to measure service quality and the other variables examined
were operationalized with one single item.

In addition, Zeithaml (1988) related the concepts of price, quality and value
defined from the consumers perspective in a model. She conducted the
exploratory investigation in the product category of beverages. She asserted
that purchase was influenced by perceived value which was influenced by
perceived quality, perceived sacrifice (influenced by perceived monetary price
and perceived non monetary price), high-level abstractions, intrinsic attributes
and extrinsic attributes. Perceived quality was influenced also by intrinsic and
extrinsic attributes and perceived monetary price (influenced by objective price).
Intrinsic cues involve the physical composition of a product and in a beverage
they included flavour, colour, texture and degree of sweetness. Extrinsic cues
were product related but not part of the physical product itself and included
price, brand name and level of advertising. High-level abstractions include high
personal values such as prestige and convenience. To support her model, she
used evidence from past research and also conducted one focus group
interview with a company and 30 in-depth interviews with consumers. The
results of the interviews and the research evidence showed that percei_\{ed
quality was positively related to perceived value and perceived sacrifice
negatively related to perceived value. [n addition, perceiveq valge was an
intervening construct in the relationship of quality with purchase intentions.
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In assessing this study it can be said that a major drawback is that it was based
on evidence from the existing literature and the proposed model was not
empirically tested and only relatively few interviews were conducted.

Furthermore, Cronin et al. (1997) maintained that service value when added to
models of consumer decision making for services increases the ability of these
models to explain variance in purchase intentions above that accounted for by
consumers’ perception of service quality and the sacrifice made to acquire it.
They argued that a direct measure of service value should be added between
service quality and purchase intention in models. They also examined the best
way to conceptualise and measure service value. They hypothesised that
service value is best modelled as a value added function, that is as a trade-off
between the ‘give’ and ‘get’ components. The ‘get’ component includes service
quality and the ‘give’ component includes apart from price also the total
sacrifice, that is time, effort and risk. They conducted two studies investigating
different service organisations and utilising different research samples, however
using identical survey instruments in each study. In the first study they examined
hedonic services (meeting consumers discretionary, recreational and
entertainment needs) and in the second study utilitarian services (satisfying
consumers needs for health care, communication and food). The two studies
were conducted in the same medium sized metropolitan area. They used a 10-
item scale to measure service quality which derived from the original 10
SERVQUAL dimensions. Their empirical analysis showed that the value added
model represents the best model of service value. Their results also offered
strong support for the idea that the addition of a direct measure of service value
to models which are defined solely by service quality and sacrifice increases the
ability of the model to explain variance in consumers repurchase intention.

In assessing this study it can be said that an advantage is that it examined the
concept of value, which has not been widely examined in the literature. In
addition, in order to ensure the best possible cross-validation and
generalisability of the results, the researchers conducted two studies
investigating different service organisations and utilising different research
samples. However, identical survey instruments were used in each study.
Furthermore, they measured service quality with SERVQUAL which is a multi-
item measure.

3.3.5 Overall Assessment of the Models

From the models presented in Chapter 3 (sections 3.3.1-3..3.4),.it can be seen
that there are various and conflicting views about the rglatloqsmps and causal
order between the factors influencing customer purchase intention/loyalty.

The existing models in the literature examine customer repurchase
intention/loyalty, in other sectors and not the mobile telephony sector. A group of
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these models supported that customer loyalty is influenced by customer
satisfaction (Chapter 3.3.1), another group supported that customer satisfaction
is influenced by service quality (Chapter 3.3.2). Most of the researchers
supported that the relationship is from service quality to customer satisfaction to
purchase intentions. Thus, they maintained that service quality is an antecedent
of customer satisfaction and higher levels of perceived service quality result in
an increased consumer satisfaction. However, other researchers supported that
the direction of the relationship is from customer satisfaction to service quality.
Thus, it can be seen from the literature, that while recognising service quality
and consumer satisfaction as essential factors in determining customer
purchase intention there is inconsistency concerning their interrelation.

Other group of models included the concept of perceived value in the chain of
these relationships and supported that the relationship is from perceived quality,
to perceived value to customer satisfaction to behavioural intentions (Chapter
3.3.3). In addition, Bolton and Drew (1991) asserted that the relationship is
from customer satisfaction to service quality to service value to purchase
intentions. Thus, it can be concluded that there are conflicting views also here.

A fourth group of models (Chapter 3.3.4) supported that there is a link between
service quality and purchase intention. Researchers such as Headley and
Miller (1993), Boulding et al (1993), Zeithaml, Berry and Parasuraman
(1996), Ennew and Binks (1996), Kangis and Zhang (2000), investigated the
relationship between service quality and behavioural intentions and supported
that there is a link between service quality and purchase intention. In addition,
McAlexander, Kaldenberg and Koenig (1994), supported the link between
service quality and purchase intention.

From those four groups of models, it can be seen that the main factors
influencing customer purchase intention are service quality, service value and
customer satisfaction. However there is a lot of conflict in the literature
concerning their interrelation and their order in influencing purchase intentions.

Furthermore, Dodds, Monroe and Grewal, (1991) developed a model and used
perception of value in a pre-purchase situation and maintained that value might
directly influence willingness to buy since consumers may refrain from
purchasing a product if the price is outside their range or the price signals that
the quality is inferior. Thus, it can be concluded that there are also links between

value and purchase intention.

This study will examine all the factors revealed in the studies presented gbove
as influencing customer repurchase intention/loyalty in other sectors, In the
mobile telephony sector. In addition, on the basis of the discussion in the
literature concerning the relationships between these factors a model will be
postulated.

57



In the following the factors revealed as influencing customer repurchase
intention/loyalty such as service quality, service value and customer satisfaction,
will be individually analysed. The definition of the factors will be given as well as
the various ways proposed in the literature concerning their measurement in
order to identify the most appropriate to adopt it for this study.

3.4 The Importance of Service Quality

Service quality is an important issue for all companies all over the world and the
drive for service quality is present in the majority of strategic and marketing
plans. Service quality helps to ensure customer retention and gives a company
a competitive edge in the market.

Many researchers emphasized the importance of service quality. As Bitner and
Hubbert (1994), claimed the drive for quality in products and services is
apparent worldwide. In addition Fisk, Brown and Bitner (1993) argued that the
most researched area in services marketing is service quality.

Many companies see quality as a strategic weapon in their competitive battles.
As Eccles (1991) stated in the 1980s, the financial records of many companies'
deteriorated because of declines in quality and customer satisfaction. Quality is
equally important in products and in services. As Reichheld and Sasser (1990)
stated, just as the quality revolution in manufacturing had a profound impact on
the competitiveness of companies, the quality revolution in services can create a
new set of winners and losers. The winners will be those who lead the way in
managing toward zero defections.

In the mobile telephony sector, service quality is a very important issue.
Nowadays advanced technology is used and hi-tech networks as well as hi-tech
mobile handsets are available from all the operators. Thus, a key factor that can
differentiate an operator and offer a competitive advantage is service delivery
and customer service.

3.4.1 The Definition and Measurement of Service Quality

In order to produce consistent research results, service quality needs to be
defined. However, numerous researchers have had difficulty in doing.this.
Service quality is extremely problematic and the literature has been_inconsugter_wt
in the conceptualisation of service quality. However, measuring service quality is
important for companies because they can create strategies '[O.fl” the gap
between customer expectations and actual experience, thus leading to better
customer retention as it will be shown in this study.
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3.4.1.1  Definition of Service Quality

Service quality is an abstract and elusive construct because of three features
unique to services: intangibility, heterogeneity and inseparability of production
and disposition of the service (Parasuraman, Zeitham! and Berry (1985,
1988). As Teas (1993a) mentioned according to the dictionary of Psychology
(Chaplin 1981) the definition of quality is 'the relative level of goodness or
excellence of anything'.

Many researchers embraced the view that it is difficult to define and measure
service quality (Parasuraman, Zeithaml and Berry 1985, 1988; Carman,
1990). As Philip and Hazlett (1997) concluded, it is notoriously difficult to
produce an all-embracing definition of service quality. In addition, Boulding et
al. (1993) stated that obtaining objective measures for the actual service is
difficult and the actual service delivered varies from person to person and server
to server.

The service quality literature views service quality as an attitude. As Olshavsky
(1985) and Bolton and Drew (1991) argued, service quality is considered to be
more congruent with a long-term attitude. In addition, Parasuraman, Zeithaml
and Berry (1985, 1988) proposed that service quality is an overall evaluation
similar to attitude and defined service quality as a global judgement or attitude
relating to the superiority or excellence of the service and not directly connected
to particular incidents. As such Zeithaml (1988), Bitner and Hubbert (1994),
Taylor and Baker (1994) and Teas (1993a) proposed the definition of service
quality as the consumers overall impression of the relative inferiority/superiority
of the organisation and its services.

However, some researchers argued that service quality can be examined
meaningfully from both transaction specific as well as global perspectives.
Among these researchers are Teas (1994), Parasuraman, Zeithaml| and Berry
(1994b), Anderson and Fornell (1994), Bitner and Hubbert (1994) and Rust
and Oliver (1994) who argued that service quality exhibits global and consumer
specific forms.

Another important issue that companies should take into consideration is that
the customer should judge service quality. As Kordupleski, Rust and Zahorik,
(1993) stated the customer is the ultimate judge of quality and the customer side
of quality involves the needs, satisfaction and buying behaviours of the
customers. This was reinforced by Maruca and Halliday (1993) who agreed
that the quality of a product/service is whatever the customer perceives it to be
and there can be a big difference between excelience as defined by deyelopers
of a new product/service and perceptions of excellence as defined by

customers.
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On this basis, it can be concluded that it is difficult to define and measure
service quality. The service quality literature conceptualises service quality as a
global assessment similar to an attitude. However, some researchers
maintained that service quality can be examined from both transaction-specific
as well as global perspectives. As it has already been mentioned in this study
service quality will be defined and measured as an attitude. Apart from the
different conceptualisations of service quality as an attitude and as a transaction
specific assessment, there is conflict in the literature concerning the way service
quality should be measured.

3.4.1.2 Measurable Components of Service Quality

There are a number of different components/dimensions which constitute
service quality and could be measured. These components have been grouped
in various combinations by different researchers and by measuring these
components service quality is measured.

The various components of service quality as stated by the different researchers
are presented in Table 2.

Table 2: Components of Service Quality

Reference Components of service quality
Lehtinen and Lehtinen (1982) | Interactive, physical and corporate quality.
Gronroos (1982) Technical: concerned with the outcome of the

service encounter (focusing on ‘what’ the
service delivers)

Functional: concerned with the process of
service delivery (focusing on ‘how’ the service
is delivered)

Reputational: a reflection of the corporate
image of the service organisation

Parasuraman, Zeithaml and | The service ‘outcome’ and ‘processes’.
Berry (1985)

It can be concluded that the dimension ‘what the service delivers’ is called
outcome quality by Parasuraman, Zeithaml and Berry (1985), technical quality
by Grénroos (1982), and physical quality by Lehtinen and Lehtinen (1982).
The dimension, ‘how the service is delivered’ is called process quality by
Parasuraman Zeithaml and Berry (1985), functional quality by Gronroos
(1982) and interactive quality by Lehtinen and Lehtinen (1982).

However, researchers agreed that it is not only the outcome that is important but
it is also service delivery. Researchers such as Struebing (1996), Asubonteng,
McCleary and Swan (1996) and Sasser, Olsen and Wyckoff (1 978)_ argued
that quality evaluations are not made solely on the outcome of the service, they
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also involve evaluations of the process of service delivery, that is the way in

which the service is delivered during the interactions between provider and
consumer.

Customer service involves task-oriented activities that involve interactions with
customers. One part of customer service is process (processes that fix customer
problems) and another part is human. Employees providing the service should
be polite and friendly with the customer willing to provide an excellent service to
him/her and know their jobs very well. The ‘human' aspect of customer service is
of significant importance. As Maruca and Halliday (1993) claimed the quality of
service depends on a company’s processes and also on employees (values,
attitudes and behaviours of the employees). The two sides to the customer
service are displayed in Figure 7.

Figure 7: The two Sides to Customer Service

Process Problem/Opportunity People
Orientation r \ Orientation
Service/solution ;ﬁ:ﬂ?j:s
Processes/procedures Behaviours
Tasks - -

\ Result/Outcome w

Source: AFSM International (1997).

Thus, the process side concerns the processes/procedures to follow and the
tasks to be carried out. The people side consists of the values, attitudes and
behaviours of the employees. As Gofton (1997b) stated in the 4 Ps of marketing
(the right product, in the right place, at the right price and with the right
promotion), the Chartered Institute of Marketing added a fifth ‘people’ and added
also another one ‘processes’. The staff a company employs and the systems or
processes it uses play a key part in forming the impression that shapes or
undermines customer loyalty.

Researchers used diverse components to measure service quali@y in their
studies. They used various dimensions and different numbers of items. Eor
example Albrecht and Zemke (1985) suggested care and concern, spontaneity,
problem solving and recovery as determinants of service. quality. Parasuramgn,
Zeithaml! and Berry (1985, 1988) proposed five dimensions to measure service
quality: tangibles, reliability, responsiveness, assurance and empathy.
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Grénroos (1990) postulated six criteria of perceived service quality:
professionalism and skills, attitudes and behaviour, accessibility and flexibility,
reliability and trustworthiness, recovery, reputation and credibility. Furthermore,
Walker (1990) suggested that the key determinants of service quality are
reliability, a quality environment and delivery systems that work together with
good personal service including staff attitude, knowledge and skills.

Armistead (1990) split service quality dimensions into 'firm' and ‘soft'. The “firm’
dimensions were time (including availability, waiting time and responsiveness),
fault freeness (including physical items, information and advice) and flexibility
(ability to recover from mistakes, to customize the service or add additional
services). The ‘soft’ dimensions were style (attitude of staff, accessibility of staff
and ambience), steering (the degree to which customers feel in control of their
own destiny) and safety (trust, security and confidentiality). In addition,
Johnston (1995) proposed dimensions such as flexibility and the customisation
of a service for an individual customer. The idea of flexibility has also been
discussed in the manufacturing literature, however, flexibility and the
customisation on the basis of the needs of individual customers are more
feasible and are widely asked in services.

On this basis, Philip and Hazlett (1997) and Babakus and Boller (1992)
agreed that service quality may be an umbrella construct with distinct
dimensions although, there is no real consensus as to what these dimensions
might be. In addition, Parasuraman, Zeithaml and Berry (1994a) agreed that
service quality is a multifaceted construct and there is no clear consensus yet on
the number of dimensions and their interrelationships. Furthermore, Cronin and
Taylor, (1992) concluded that the items that define service quality in one
industry may be different in another. Perhaps high involvement services such as
health care or financial services have different service quality definitions than
low involvement services such as fast food or dry cleaning. This was reinforced
by Babakus and Boller (1992) who claimed that the number of service quality
dimensions is dependent on the particular service being offered.

According to the above, it can be concluded that there are various components
of service quality including technical quality that is concerned with the outcome
of the service encounter (‘what the service delivers’) and functional quality that is
concerned with the process of service delivery (‘how the service is delivered’).
Customer service quality depends on the company’s processes and on its
employees. However, researchers used various components to measure service
quality in their studies and there appears to be little consensus in the literature
concerning the dimensions for measuring service quality and many researchers
agreed that they depend on the service.

The components of service quality described above are the basis for the

formation of the dimensions used for measuring service' quality and appligd in
the instruments measuring service quality. In the mobile telephony services,
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functional quality (or process quality) includes the delivery of the service
(processes and people), that is *how’ service is delivered: prompt service during
all day, always available at the time promised to customers, employees with
knowledge and good professionals skills always serving customers with the best
possible way, accurate billing. Technical quality (or outcome quality) concerns
‘what the service delivers’, that is the final product that is the mobile call, to be
able to receive it successfully and clearly everywhere. Reputational quality

concerns the brand image of the mobile operators and customers opinions
about each one of the operators.

3.4.2 Service Quality Measurement Approaches

An appropriate instrument for measuring service quality should be selected thus
the existing models for measuring service quality will be examined and the
criteria defining the reliability and the validity of these measures will be
analysed. In order to select the research instrument for measuring service
quality in this study, various methods will be examined, such as the evaluation
methods of Critical Incident Technique (CIT) and the Repertoty Grid Analysis
(RGA), the Gap models including the SERVQUAL model, the Performance
Based Models for measuring service quality and finally some additional models.
The gap models will be compared with the non-gap and conclusions will be
drawn.

3.4.2.1 Evaluation Methods: Critical Incident Technique (CIT) and Repertoty
Grid Analysis (RGA)

Critical incident technique (CIT) is a method for evaluating systems in
functioning work environments. It relies on the idea that critical incidents will be
memorable, making their capture possible either through interview, observation,
or self-reporting. It should be noted that the term ‘critical' implies a crucial role in
system behaviour and not whether or not the event was an emergency, or a
matter of life or death (Carpenter, 2000). Thus, a critical incident is defined as
one, which had an important effect on the system.

Bell, Gilbert and Lockwood (1997) conducted a study using critical incident
technique to identify and explore dimensions of service quality in food rgf[ail
operations. They conducted personal interviews which generated 792 posutl\{e
and negative incidents. The researchers categorised these incidents into six
groups as follows: physical environment, merchandise-related,_ non-core
services, interpersonal, process and price. The results showed'a high level of
positive incidents in the interpersonal group and this confirmed that the
emphasis by operators on improving customer service has been effective tq a
degree. The shopping process generated the greatest number of negatlve,
incidents. Price proved not to play an important role for consumers
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satisfaction/dissatisfaction. In addition there was little evidence of the
importance of loyalty cards.

CIT is mostly recommended in situations where the only alternative is to develop
a questionnaire or survey from the start and it is used as a precursor to
designing a questionnaire or it is employed to supplement other methods.
Furthermore, it is more appropriate for the identification of unusual events since
it tends to emphasise rare and negative events. Thus, common events may be
missed and positive experiences, which are also important for this study, may be
overlooked. Thus, CIT is not considered appropriate for measuring service
quality in this study.

Repertory Grid Analysis (RGA) is the operationalization of George Kelly's
psychological Theory of Personal Constructs (Kelly 1955, 1966). The essential
building blocks of the Theory of Personal Constructs and RGA are individuals'
personal interpretations and assessments of the “environment' with which they
interact. This “environment' could involve people, places or objects. The
individual's personal interpretations are called constructs. Kelly argued that
individuals develop modifiable expectations of the surrounding environment.
Such expectations are based on a set of theories about the manner in which the
environment is structured. The individual's expectations are tested via behaviour
and modified accordingly (Caldwell, 2002). With the Repertory Grid the
researcher aims at finding out how some ‘elements’ are viewed by asking the
interviewee to compare them. Thus, taking three elements (e.g. AB,C) the
interviewer asks the interviewee to compare them and find out which two are
similar and which is different (RSCF, 2002).

There are some problems with the Repertory Grid method. There should be no
special focus upon one or more of the ‘elements’ of the study and the triad
membership should be determined randomly by the researcher. In addition,
some of the ‘elements’ under study may be unknown to the interviewees and are
usually presented to respondents, however then there are doubts about the
reliability of the results. Furthermore, some respondents produce few construct-
contrast pairs and other respondents may have a large repertory of personal
constructs reflecting a variety of expectations and requirements of products and
services (Caldwell, 2002). There is also the risk of observer bias, that is the
possibility that participants say what they think the interviewer wants to hear
rather than what they really think (NJIT, 2002).

The Repertory Grid method cannot be used for quality measuremgants but o.nly
for comparisons of the service offered by each of the service providers offermg
the service, who in this study are the three mobile telephony operators. Thus, it
is not appropriate for this study.
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3.4.2.2 Gap Models for Service Quality Measurement

A number of researchers supported the view that service quality should be
measured as a gap between perceptions of the actual service experienced and
the customer's expectations before receiving that service. The Service Quality
Gap models for measuring service quality, include the SERVQUAL model, the
weighted SERVQUAL, the SERVQUAL-P model.

A research stream in service quality supports the expectancy disconfirmation
paradigm as in the customer satisfaction literature. As Rust and Zahorik
(1995), argued, according to this literature, customers are asked for levels of
agreement with statements involving perceived and ideal service performance.
These levels of agreement are termed 'perceptions' and ‘expectations’,
respectively. Subtracting the 'perception' minus the 'expectation' yields a gap,
which is conceptually quite similar to disconfirmation in the customer satisfaction
literature. Thus, service quality as perceived by consumers stems from a
comparison of what they feel service firms should offer (i.e. from their
expectations) with their perceptions of performance of firms providing the
services. In the following chapter customers’ expectations and perceptions will
be defined and explained in detail.

3.4.2.21 Definition of Customers’ Perceptions and Expectations

There is consensus in the literature concerning customers’ perceptions
definition. Perceptions were defined by Parasuraman, Zeithaml and Berry
(1985) as consumers' beliefs concerning the service received.

However, concerning expectations different views can be found among
researchers. Expectations were defined by Parasuraman Zeitham! and Berry
(1985, 1988) as desires or wants of consumers that is what they feel a service
provider should offer rather than would offer. Thus, the expectation component
measures customers' ‘normative’ expectations (i.e., customers' beliefs about
what a service provider should offer) and is similar to the ideal standard in the
customer satisfaction/dissatisfaction literature. Furthermore, Barbeau (1 985)
argued that expectations are predictions made by consumers about yvhat is
likely to happen during an impending transaction or exchange,_ that. IS w_hat
service providers would offer (However, this definition of expectations is mainly
found in the Customer Satisfaction/Dissatisfaction literature).

In addition, some researchers pointed out that expectations are not static. but
change over time and depend on changing circumstances and are entlrely
individual. As Boulding, et al (1993) argued consumers update their
expectations whenever they receive relevant information about the service
through such means as word-of-mouth, company communications and contact
with the firm's or the competitors' service delivery system. In addition, Barbeau
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(1985) anq Qarman (1990), argued that expectations are formed and/or updated
by advertising, word-of-mouth, or past experience. Furthermore, Carman,
(1 99.0) argued that expectations change with the familiarity of the users with the
service.

Past expectations also influence the formation of present expectations and as
Lacobucci, Grayson and Ostrom, (1994a) mentioned they should be taken
into account at customers’ service quality evaluation. As Boulding, et al (1993)
argued, two different individuals may hold different expectations about future
service contacts even when they experience an identical (in an objective sense)
service encounter. This is equivalent to saying that biases are present and that
these biases are due to past (prior) expectations.

Thus, it can be concluded that customers’ expectations in service quality
measurement are what customers feel a service provider should offer. In
addition, expectations are not static and consumers constantly update their
expectations.

3.4.22.2 The SERVQUAL Model

A well known gap-model for measuring service quality is the SERVQUAL model
that has been developed by Parasuraman, Zeithaml and Berry (1985), on the
basis of their focus group studies with service providers and customers. As the
developers of the model stated, the conceptual foundation of the SERVQUAL
scale derived from the works of researchers who examined the meaning of
service quality (e.g. Sasser, Olsen and Wyckoff, 1978, Gronroos 1982,
Lehtinen and Lehtinen 1982) and from a qualitative research study that
defined service quality and illuminated the dimensions along which customers
perceive and evaluate service quality. As has already been mentioned
Parasuraman, Zeithaml and Berry (1985, 1988) view service quality as an
overall evaluation similar to an attitude and on the basis of this concept the
SERVQUAL model was developed. Service quality as measured by SERVQUAL
can be considered an evaluation of the customer relation with the firm, except in
the cases of first-time users (Liljander and Strandvik, 1995).

SERVQUAL’s finalised form consists of 5 dimensions (tangibles, reliability,
responsiveness, assurance and empathy), including 22 pairs of Likert-type
scales to measure customer expectations of service (‘expectations’), and 22
items to measure the perceived level of service provided by a particular service
organization (‘perceptions'). Service quality is then measured by calculating the
difference in scores between the corresponding items (i.e. 'perceptions’ minus
'expectations', P-E) (Parasuraman, Zeithaml and Berry, 1988).

The expectations component of SERVQUAL as mentiongd in Chapter 3:4.2.2.1
is a general measure and pertains to customers' normative standards - i.e., the
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service levels customers believe excellent companies in a sector must deliver
(Parasuraman, Berry and Zeithaml, 1993). The conceptualisation of
‘expectations’ in the SERVQUAL model is the vector attribute interpretation -
"that is one on which a customer's ideal point is at an infinite level,"
(Parasuraman, Zeithaml and Berry, 1994a). The perceptions component

pertains to customers' perceptions of a given company's service (Parasuraman,
Berry and Zeithaml, 1993).

As Zeithaml, Parasuraman and Berry (1990) mentioned, SERVQUAL can
concentrate on several ‘gaps’ to measure service quality. One of these gaps is
the difference between customer expectations and perceptions of service. This
is the only gap that can be examined solely on the data from the consumer.
Another ‘gap’ is the differences between management perceptions and
customer expectations, also a discrepancy in management perceptions and the
service specifications that are enacted, etc. However, the study of these gaps,
requires data collection from companies themselves and would not be the most
appropriate to assess customer repurchase intention in the mobile telephony
sector.

SERVQUAL is a widely applied and tested instrument and it is the instrument of
choice to measure service quality in this study, as it will be explained in the
following chapters. However, it will be used in an adapted format for the mobile
telephony service.

3.4.2.2.3 Other Gap Models for Service Quality Measurement

Some other service quality models were developed on the basis of SERVQUAL.
Parasuraman, Berry and Zeithaml (1991) refined SERVQUAL providing an
indication of the relative importance of the items of the model. Thus, the
weighted SERVQUAL model measured service quality across the 22 items
representing different service attributes and included an indication of the relative
importance of the items of the model. Since the relative importance of the items
is essential for measuring service quality as an attitude on the basis of the |deal-
Point Multiattribute model, it will be used in this study.

Another model is the SERVQUAL-P model, which was developed by Banwari
and Lassar (1996), which is a 16-item scale that derived from and retained core
dimensions of SERVQUAL. It reassigned a few of the SERVQUAL items and
excluded some items. Furthermore, it incorporated ‘personalization’ which is,
defined as the social content of interaction between service employees and their
customers including aspects such as employee politeness and courtesy,
employee attempt to get to know the customer as a person and to engage In
friendly conversations and exhibition of personal warmth in employee pehawqur.
Since mobile telephony is not a service that requires constant interaction
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between service employees and their customers, ‘personalization’ is not
considered essential, thus it will not be used in this study.

Other models which differ from the traditional gap models include the Dynamic
Process Model and the Non-Difference Score Model.

A model which incorporates expectations but differs from the gap models in that
the expectations are measured before the delivery of the service and
perceptions after the delivery, is the Dynamic Process Model, developed by
Boulding et al. (1993). On the basis of this model, individuals enter into each
service transaction with an initial set of expectations about what will and should
occur on each of the dimensions/components of service. These initial
expectations and the actual delivered service then lead to cumulative
perceptions of the delivered service on each dimension, as well as updated
expectations for each dimension of what will and should occur in future
transactions. Thus, customers’ expectations have an impact on their
perceptions. Finally, perceptions of the dimensions of service contribute to an
overall assessment of the level of service quality, which in turn leads to
behavioural outcomes. Thus the model differs from the disconfirmation
formulation in those individuals' overall quality assessments and behaviours are
affected only by their current perceptions of the service, and not their current
expectations. The researchers conducted a longitudinal study to measure
service quality and they measured expectations before the delivery of the
service and perceptions after the delivery. Their study was based on a scenario-
based laboratory experiment rather than a true longitudinal design since they
used a simulation with a hypothetical situation to create a longitudinal effect in a
hotel setting. This model was not selected because as it will be discussed in
Chapter 3.4.2.4.2, a longitudinal design was not considered appropriate
because of cost and the time needed for the research.

The Non-Difference Score Model developed by Brown, Churchill and Peter,
(1993) is based on SERVQUAL. On the basis of this model subjects are asked
to indicate how their perceptions matched their expectations for the same 22
issues that were examined by the SERVQUAL measure. However, each item
was rephrased in the form of a 'how' phrase. This is a direct comparison
operationalization approach and requires subjects to mentally consider
differences rather than have the researcher calculate the arithmetic difference.

Thus, it can be seen that different approaches have been used to operationalize
the disconfirmation concept and arrive at a difference score. Some researchers
have used the difference between pre-exposure and post-exposure ratings
(computed disconfirmation) and others attempted to capture the consumer’s
summary judgement of overall disconfirmation on a better than expected “worse
than expected’ scale (measured disconfirmation).
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Concerning the assessment of these different approaches, Dabholkar,
Shepherd and Thorpe (2000) compared computed disconfirmation versus
measured disconfirmation, over a longitudinal setting. They measured
expectations before the delivery of the service and perceptions after the service
was used. They asked half of the respondents about their perceptions of the
service after the service was provided, and the other half about their perceptions
compared to their expectations (measured disconfirmation). Expectations were
subtracted from perceptions to calculate computed disconfirmation. Their
findings claimed that direct measures of disconfirmation should be preferred
over difference scores computed from expectations and perceptions measured
separately, however only when the objective is gap measurement.

In assessing these two methods, it can be said that measured disconfirmation
may be more convenient to respondents because they have to answer only half
as many items, however it may be more confusing because they have to think
about their expectations, their perceptions and mentally calculate the difference
at the same time.

In addition, in this study it is indented not just to measure the gap value of
service quality of mobile telephony, but also to analyse service shortfalls, where
expectations measurements are needed. In addition, the influence of
expectations and perceptions to customer repurchase intentions will also be
examined separately. It is obvious that measured disconfirmation would not be
sufficient for the purposes of this study.

3.4.2.3 Performance Based Models for Service Quality Measurement

Of the performance-based models, the most well-known is the SERVPERF
model, and the weighted SERVPERF. SERVPERF which was developed by
Cronin and Taylor, (1992), uses the five dimensions and the 22 items of
SERVQUAL but does not incorporate expectations into its measurement scale.
The weighted SERVPERF is the revised SERVPERF scale including importance
weights.

Other performance-based models, include the Evaluated Performance (EP) and
the Normed Quality (NQ) models.

The Evaluated Performance (EP) and the Normed Quality (NQ) modells. were
developed by Teas (1993a). In these models service quality is not specified as
the gap between customers' expectations and perceptions, and cu§tomer
expectations are not measured. Teas proposed these models as alternatives 1o
the P-E model and supported that the EP model was found to be superior in
terms of construct validity.
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Performance based models were not preferred in this study for many reasons
that are explained in the following chapter.

3.4.2.4 General Criticism on Gap and Performance Based Models

All the existing models for measuring service quality have been criticised in the
literature and this should be taken into consideration during the selection of a
service quality measure. There is a lot of criticism in the literature concerning the
gap and the performance based models for measuring service quality.

Some researchers supported the view that in service quality measurement
perceptions alone perform about as well as or even better than the Perceptions-
Expectations gap. However, others supported the use of expectations and the
P-E gap. A detailed analysis will be presented in the following section.

3.4.24.1  The Use of Expectations and the Perception- Expectation Gap in Service
Quality Measurement

Many researchers criticized the use of expectations in service quality
measurement. Researchers such as Mazis, Ahtola and Klippel (1975), Bolton
and Drew (1991), Babakus and Boller (1992), Babakus and Mangold (1992),
Cronin and Taylor (1992, 1994), Boulding et al. (1993), Brown, Churchill
and Peter (1993), Teas (1993b), Patterson and Johnson (1993), maintained
that the expectation-perception gap is not appropriate to measure service
quality.

Mazis, Ahtola and Klippel (1975) and Babakus and Mangold (1992) argued
that the expectations scores may not be contributing to the strength of the
relationship between service quality and the intention to return beyond that
already contributed by the perceptions scores and they suggested using only
performance perceptions as a measure of service quality. In addition, Boiton
and Drew (1991) considered performance-only scores superior to the
expectations-performance gap model for measuring service quality. As such,
Babakus and Boller (1992) found that the dominant contributor to the gap
score was the perceptions score because of a generalised response tendency to
rate expectations high. Furthermore, Cronin and Taylor (1992, 1994)
expressed doubts about the empirical usefulness of expectations and suggested
that the performance-minus-expectations is an inappropriate basis for use in the
measurement of service quality. This view was also embraced by Bould_ing, et
al, (1993) who conducted a longitudinal study to measure service quality and
their results were incompatible with the gap formation for service quality. They
argued that service quality is influenced only by perceptions of performance. In
addition, Brown, Churchill and Peter (1993) and Teas (1993b) Conc|ud9d that
it is unnecessary to measure service quality as a difference score since it does
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not add anything to empirical prediction over and above its components and
measuring perceptions is sufficient. As such, Patterson and Johnson (1993)
argued that little theoretical or empirical evidence supports the relevance of the
expectations-performance gap as the basis for measuring service quality.

Furthermore, according to a number of researchers the degree of usage of a
service influences the formation of customers expectations. Customers
expectations for continuously provided services (such as the telephone service)
or long-lasting durable goods, as Oliver (1989) argued are passive and
disconfirmation will not operate unless service changes occur that are outside
the range of experience based norms. This was reinforced by Bolton and Drew
(1991) who claimed that because the telephone service is a continuing service,
customer responses should be affected only by performance evaluations. They
stated that the telephone service is different from many other products/services
because usually it is regulated, hence prices are not free to fluctuate. Because it
is historically a stable, well-established, nearly universal service, most
customers have a very clear idea, based on prior experience, of what constitutes
telephone service. Disconfirmation will operate only when a service change
occurs that is outside the range of experience based norms.

The use of expectations and the expectation-perception gap was also criticised
by other researchers such as Babakus and Inhofe (1991) who raised the issue
that expectations may attract a social desirability response bias, because
respondents may feel motivated to adhere to an "l-have-high-expectations"
social norm. Gronroos (1993) on the other hand, referred to the bad-service
paradox that is a customer may have low expectations based on previous
experience with the service provider and if those expectations are met there is
no gap and service quality is deemed satisfactory. In addition, Teas (1993a,
1993b, 1994) pondered the meaning of identified gaps. For example, there are
six ways of producingP - Egapsof-1(P=1,E=2,P=2,E=3,P=3, E=4,P
= 4, E = 5 etc), however as he claimed, these gaps do not mean equal
perceived service quality. As such, Bennington and Cummane (1998), claimed
that one of the problems with the use of expectations is that they are not
necessarily consistent or predictable and they are subject to management
communication or advertising.

Other researchers such as Parasuraman, Zeithaml and Berry (1985, 1988,
1994b), Berry (1986), Lovelock (1996), supported the expectation-perception
gap for measuring service quality and conceptualised service quality perceptions
as being based on the expectancy-disconfirmation process. As Berry (1986)
claimed, measuring both expectations and perceptions is necessary since the
'wants' customers bring to a service situation shape their assessment of the
service actually delivered. In addition, as Parasuraman, Zeithaml and Berry
(1994b) maintained, the empirical evidence about difference scores ar)d non-
difference scores measures has not conclusively established the superiority of
one measure over the other and additional research in this area is warranted.
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This issue continues to be debated, however there is some agreement that a
study's purpose may influence the choice of which measure to use. As
Parasuraman, Zeithaml and Berry (1994b p. 228) maintained both methods
can be used depending on the purpose of the study. The perceptions-only
operationalization is appropriate if the purpose of measuring service quality is
solely to attempt to explain the variance in some dependent construct, but if the
purpose is also to identify accurately service shortfalls then the P=E gap is
better. In addition, Dabholkar, Shepherd and Thorpe (2000) agreed that when
the objective is to predict service quality or to gauge its determinants, perception
only measures should be used. If gap analysis is the objective, they
recommended measured disconfirmation.

Therefore, as Parasuraman, Zeithaml and Berry (1994b) summarized, service
quality gap models in comparison with performance based models have the
following advantages:

a) provide richer information than do the performance-based measures

b) have a greater diagnostic value because expectations give the possibility to
identify service shortfalls more accurately

c) allow a better understanding of the dynamics of customers' assessments of
service quality over time, because if the scores for certain items have
declined significantly from one period to another it can be assessed whether
this is due to higher expectations, lower perceptions, or both.

Furthermore, Carman (1990), claimed that for commonly used services such as
the telephone service, most retail stores, banks, bank credit cards, restaurants,
or motels, the expectations of regular customers are well formed and are
important.

Mobile telephony in Greece was introduced in 1993, thus it has been operating
for less than a decade. It is not regulated and prices differ between providers. In
addition, because of the continuous new offers of the mobile telephony
operators and the free gifts offered (e.g. new terminals with innovative features),
changes do occur and customers cannot be considered to have formed a clear
idea of what constitutes the service. Thus, disconfirmation can operate and the
reservations of Oliver (1989) and Bolton and Drew (1991) that the telephone
service should be affected only by performance evaluations may not be valid for
mobile telephony.

As it has already been mentioned, the purpose of this study is to e.xpla.in the
dependent variable of 'repurchase intention’, however the defi.C|enCIes in t.he
mobile telephony service will also be identified. In addition, in thls study service
quality is measured as an attitude on the basis of the Ideal-Point Multlattnbut.e
model (Chapter 3.2), thus the use of expectations is important and t.hey will
represent the customer's ideal point at an infinite level. Neverthe!ess, since th.e
criticism of expectations measurement is so strong in the literature, 1t Is
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impe_rativ_e to examine in the statistical analysis of the results of this study, the
contribution of expectations to the strength of the relationship between service
quality and customers’ repurchase intention.

3.4.24.2  The Simultaneous Measurement of Expectations and Perceptions

There is also a lot of criticism in the literature concerning the simultaneous
measurement of expectations and perceptions.

Expectations and perceptions are measured simultaneously in cross-sectional
research. This approach assumes that expectations before the service are
identical to expectations after the service and does not account for the fact that
expectations may change over time. In addition, there is longitudinal research
where expectations are collected before usage and perceptions are gathered
after usage, however, it is more complex and more costly than cross-sectional
research.

Concerning the simultaneous measurement of perceptions and expectations,
Clow and Vorhies (1993) argued that in this case respondents will indicate that
their expectations are greater than they actually were before the service
encounter. They contended that expectations must be measured prior to receipt
of services otherwise responses will be biased. Specifically, they found that
customers who had a negative experience with the service tended to overstate
their expectations, creating a larger gap; customers who had a positive
experience tended to understate their expectations, resulting in smaller gaps. In
addition, Carman (1990) argued that when respondents are asked to complete
both the expectations and perceptions form at one administration, all their
beliefs are entirely ex post and these expectation responses can be of little
value. Furthermore, Caruana, Ewing and Ramaseshan (2000) raised concerns
about the diagnostic usefulness resulting from the simultaneous collection of
expectations and perception scores. They suggested that collection of data
about expectations and perceptions is best done separately. However, they
claimed that more research is needed to investigate whether expectations have
an impact on perceptions.

As such, Spreng and Olshavsky (1992) argued that it is yet to be determined
whether the disconfirmation model would be better supported in a Iongitu_dinal
study which are cumbersome costly and time consuming. In addltion,
longitudinal studies may not be adequate for commonly/continually provided
services such as the telephone service. Furthermore, the users of most
services, might not agree to be part of a longitudinal study. In addition,
Dabholkar, Shepherd and Thorpe (2000) who examined the validity of a cross-
sectional versus a longitudinal research design for measuring service quality,
concluded that for studies with the dual objectives of prediction and gap
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analysis', sgrvice quality should be measured in a cross-sectional design after
the service is delivered.

Furthermore, the majority of empirical studies conducted to measure service
quality have been cross-sectional (Parasuraman, Zeithaml and Berry, 1988)

and both expectations and perceptions were measured after the service had
been used.

In this study customers expectations and perceptions will be measured
simultaneously, thus a cross-sectional setting will be chosen because it is the
most appropriate since this study has a dual objective of prediction and gap
analysis, mobile telephony is a commonly/continually provided service and most
importantly it is the simplest and the least costly. In addition, it would not be very
difficult to find mobile telephony service users available to participate in a
longitudinal study.

3.4.2.4.3 The Use of Importance Weights in Service Quality Measurement

There is much discussion in the literature whether it is necessary or not to
include importance weights in service quality measurement. Importance weights
can provide a more comprehensive and more accurate measure for analysing
service quality issues but there is also research which does not support this
idea.

As Mazis, Ahtola, and Klippel (1975) argued, the inclusion of importance
weights does not enhance the predictive ability of attitude models. This was
reinforced by Cronin and Taylor (1992) who concluded that the unweighted
measurement of performance is a better method for measuring service quality.
Furthermore, Teas (1993a), claimed that comparison of the weighted versus
unweighted models indicated that the unweighted models generally performed
better than the weighted models in terms of construct validity.

However, Sawyer and Dickson (1984) stressed the need to weight the quality
dimensions by their importance to reflect the fact that not all facets are of equal
importance to all people. In addition, Carman (1990) claimed that a complete
attitude model of service quality must measure the effects of the importance of
individual attributes on perceptions of quality. Thus, the importance of a
particular service attribute is also relevant in service quality measurement. For
example, the competence (security) of a surgeon is more important than 'the art
on the hospital room wall. According to the attitude theory, importanpe is very
relevant in an evaluation of overall quality and determinants of service .quahty
differ in their importance to individual respondents and throughout different
service environments (Philip and Hazlett, 1997). In addition, thnston (1995)
agreed, that some determinants of quality are relatively more important than
others.
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McAlexander, Kaldenberg and Koenig (1994), found that the weighted
SERVPERF model performed better than SURVPERF. Furthermore, Zeithaml,
Berry and Parasuraman (1996) measured the relative importance of the
SERVQUAL'’s five dimensions and respondents were asked to allocate 100

points between the dimensions according to how important each dimension was
to them in evaluating a company's service.

On this basis, it can be concluded that there is insufficient evidence in the
literature concerning the superiority of unweighted over weighted models.
Researchers such as Sawyer and Dickson (1984), Carman (1990), Johnston
(1995), McAlexander et al (1994) and Philip and Hazlett (1997), argued that
importance weights should be included. In addition, in measuring service quality
as an attitude, according to the Ideal-Point model (Chapter 3.2), the importance
of the attributes must be included. Thus, in this study importance weights will be
used for the measurement of service quality and the performance of both
weighted and unweighted SERVQUAL will be compared and assessed.

3.4.2.4.4  Reliability and Validity of Gap and Performance Based Measures

Further criticism concerns the reliability and the validity of the gap and the
performance based measures. As Lord (1958) maintained, the reliability of a
difference score is not as high as the reliability of the constituent measures. In
addition, Devlin Dong and Brown (1993) who examined the relative merits of
performance and disconfirmation scales on several criteria, concluded that the
disconfirmation scale was superior in all the criteria except from its predictive
validity. However, as Parasuraman, Zeithaml and Berry (1994b p. 228)
claimed, the superior predictive power of the performance only measure should
be balanced against its inferior diagnostic value. Furthermore, Liljander and
Strandvik (1992) in their study examining the relationship between service
quality, satisfaction and intentions in a restaurant in Finland, found that the
correlation between the quality ratings and purchase probability was lower for
the disconfirmation scale compared with the performance scale. As such,
Danaher and Haddrell (1996) contrasted performance and disconfirmation
scales on six criteria: reliability, convergent and discriminant validity, predictive
validity, skewness, face validity and managerial value. In all of these criteria,
except predictive validity, the disconfirmation scale was superior. The
disconfirmation scale seemed to have captured the negative feelings of the
customers and the performance scale to a lesser extent. In addition, only the
disconfirmation scale appeared to have discriminant validity. However, the
correlation with the overall evaluation/likeliness to return/likeliness to
recommend variables were lower for the disconfirmation scale.

A detailed analysis concerning the quality criteria for service quality measures is
presented in Chapter 5.1.5.2.3.
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In this study- the reliability and validity of the selected instrument for measuring
service quality (SERVQUAL) will be assessed through a pilot research survey
before applying it to the final research survey.

3.4.3 Selection of SERVQUAL

On the basis of the above and taking into consideration that the purpose of this
study is to explain the dependent variable of 'repurchase intention’, but it will
also identify deficiencies in service, the perception-only approach is not
adequate. The SERVQUAL model including expectations, perceptions and
importance weights, which measure service quality on the basis of the ldeal-
Point multiattribute model, is considered to be the most appropriate of the
Service Quality Gap models to measure the quality of the Greek mobile
telephony service.

Expectations and perceptions will be measured at the same time and this study
will be cross-sectional. The majority of empirical studies measuring service
quality were cross-sectional (e.g., Carman, 1990; Parasuraman, Zeithami, and
Berry, 1988). As Dabholkar, Shepherd and Thorpe (2000) argued for studies
with the dual objectives of prediction and gap analysis, service quality should be
measured in a cross-sectional design. However, cost and time limitations were
also an important factor to decide for a cross-sectional study.

Importance weights will be included because in this study service quality is
measured as an attitude on the basis of the ldeal-Point model and the
importance of attributes is essential. Furthermore, by using the importance
ratings, all the items and dimensions will be weighted for their importance in the
overall perceived quality of the service and their influence on the final decision of
the subscriber to repurchase the service will be assessed.

Concerning the dimensions and the items of SERVQUAL, as Parasuraman,
Berry and Zeitham! (1991), Carman (1990) and Wetzels et al, (1995) stated,
SERVQUAL needs adaptation for the service in question thus it will need to be
adapted for the Greek mobile telephony service. SERVQUAL can be adapted for
the mobile telephony service through in-depth interviews with marketing experts
in the mobile telephony sector, a pilot survey with the users and also through
focus groups with the users, so that the users personal views can also be heard.
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3.4.3.1 The History of the Development of SERVQUAL

SERVQUAL was developed by Parasuraman, Zeithaml and Berry (1985), who
studied quality in long distance telephone, retail banking, appliance repair and
maintenance and securities brokerage services. They revealed that the criteria
used by consumers in assessing service quality fit 10 dimensions: Tangibles;
Reliability; Responsiveness; Communication; Credibility; Security; Competence;
Courtesy; Understanding /Knowing the customer and Access. These dimensions

are explained below:

Tangibles is the physical evidence of the service:
- Physical facilities.
- Appearance of personnel.

- Tools or equipment used to provide the service.

Reliability involves consistency of performance and dependability. It also means
that the firm performs the service right the first time and honours its promises.
Specifically, it may involve (Buttle, 1996):

- Accuracy in billing.

- Performing the service at the promised time.

Responsiveness concerns the willingness or readiness of employees to provide
the service. It may involve:

- Responding to customers requests.

- Always be willing to help customers.

- Giving prompt service.
Competence means possession of the required skills and knowledge to perform
the service. It involves:

- Knowledge and skill of the contact personnel.

- Knowledge and skill of operational support personnel.

- Research capability of the organisation.

Access involves approachability and ease of contact. It may mean:
- The service is easily accessible by telephone.
- Waiting time to receive service is not extensive.
- Convenient hours of operation.

Courtesy involves politeness, respect, consideration, and frienqnness of contact
personnel (including receptionists, telephone operators, etc.). It includes:
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- Consideration for the consumers’ property.

- Clean and neat appearance of public contact personnel.

Communication means keeping customers informed in language they can
understand and listening to them. This may mean that the company has to
adjust its language for different customers. It may involve:

- Explaining the service itself and how much the service will cost.
- Explaining the trade-offs between service and cost.

- Assuring the consumer that a problem will be handled.

Credibility involves trustworthiness, believability, and honesty. It involves having
the customer's best interests at heart. Contributing to credibility is:

- Company name and reputation.
- Personal characteristics of the contact personnel.
- The degree of hard sell involved in interactions with the customer.

Security is the freedom from danger, risk, or doubt. It may involve:
- Physical safety.
- Financial security and confidentiality.

Understanding/knowing the customer involves making the effort to understand
the customer's needs. It involves:

- Learning the customer's specific requirements.

- Providing individualised attention.

These were the ten original dimensions of SERVQUAL and comprised 97 items.
This 97 item SERVQUAL scale was later condensed by Parasuraman,
Zeitham! and Berry (1988) into two stages:

a. Condensing the instrument by retaining only those items capable .of
discriminating well across respondents having differing quality
perceptions about firms in several categories. o

b. Examining the dimensionality of the scale and establishing the reliabilities

of its components.

The second stage was confirmatory in nature and invqlved re-evaluating the
condensed scale’s dimensionality and reliability by analysing fresh data.

In more detail, in the first stage, data were collected from five different service

categories, appliance repair and maintenance; retail banking.;. Ior)g distance
telephone; security brokerage and credit cards. The purification of the
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instrument was done with the computation of Cronbach’s coefficient alpha and
items with low corrected item-to-total correlation were discarded. This sequence
of computing alphas and item-to-total correlation followed by deletion of items
was repeated several times and resulted in a 54-item scale. The dimensionality
of the 54-item scale was examined by applying factor analysis and subjecting
the ten factor scale in oblique rotation. Items that had high loadings on more
than one factor were removed. The deletion of items and the reassignment of
certain others necessitated the re-computation of alphas and item-to-total
correlation and the re-examination of the factor structure of the reduced item
pool. This iterative sequence of analysis was repeated a few times and resulted
in 34 items representing seven distinct dimensions. The 34-item scale was
further tested by collecting new data from four independent samples and the
same procedure was repeated and resulted in a refined scale with 22 items
spread among the following five dimensions:

-Tangibles

- Reliability

- Responsiveness
- Assurance

- Empathy

Tangibles, which was uni-dimensional in the original scale were split into two
sub-dimensions in the revised scale, one pertaining to physical
facilities/equipment and another pertaining to employees/communication
materials (Parasuraman, Berry and Zeithaml, 1991). Therefore, the revised
SERVQUAL measures service quality along these five dimensions.

3.4.3.2 A Critical Analysis of SERVQUAL the Chosen Service Quality Measure

There are critical questions which researchers face, dealing with the reliability of
SERVQUAL which is the instrument of choice for this study albeit in an adapted
format. Thus, these questions need to be examined.

As Buttle (1996) argued, there are several conceptual and operational
difficulties surrounding SERVQUAL. The first difficulty concerning SERVQUAL is
whether or not consumers evaluate service quality in terms of expectations anq
perceptions and the other possible ways of service quality evaluations. Then, it
is the form of customer expectations and the way they can be measured.
Another issue is whether it is advantageous or not to integrate outcome
evaluations into service quality measurement. Then it is the role of context
actually employed by the consumers in determining expectations and
perceptions evaluations and whether or not analytical context mgrkers such as
tangibility are helpful, since evaluative criteria in intangible-domman? services
(e.g. consulting) may differ from those in tangible-dominant services (e.g.
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hotels). Another issue is the relationships between the five factors: reliability
assurance, tangibles, empathy and responsiveness and their stability across
context. Buttle (1996) summarised the above in the following basic questions:

1. Do consumers actually evaluate service quality in terms of expectations and
perceptions?

2. Do its five dimensions incorporate the full range of service quality attributes?

3. Do consumers incorporate "outcome" evaluations into their assessments of
service quality?

3.4.3.21  Criticism on the Expectations Component of SERVQUAL

As mentioned above for all disconfirmation measures and as Cronin and Taylor
(1992) claimed, SERVQUAL cannot predict future performance because on the
basis of their empirical findings the P-E measure has a lower predictive power
relative to the P-only measure. This was reinforced by Brown, Churchill and
Peter (1993) who argued that the perceptions component of SERVQUAL alone
performs about as well as SERVQUAL itself. They conducted a comparative
study and concluded that a non-difference score measure had better
psychometric properties than SERVQUAL.

McAlexander, et al, (1994) stated that in their research in the health care
setting they found that patients had uniformly high expectations across all
SERVQUAL dimensions, thus the diagnostic utility of the expectation
measurement is questionable. They showed that models that measure service
quality as performance (without expectation considerations) are superior to
models that measure service quality as a function of performance and
expectation. Therefore, in the statistical analysis of the results of this study all
the above information will be taken into consideration and the expectations
component will be checked and compared with the gap measure and the
perceptions measure.

Furthermore, Teas (1993a) questioned respondents' interpretation of the
expectations battery in the SERVQUAL instrument. Teas (1993b) contended
that respondents may be using any one of six interpretations concerning
expectations and perceptions:

1. Service attribute importance. Customers may respond by rating the
expectations statements according to the importance of each.

2. Forecasted performance. Customers may respond by using the scale to

predict the performance they would expect.

Ideal performance. The optimal performance, i.e. what performance ‘can be’.‘

Deserved performance. The performance level customers, in the light of their

investments, feel performance should be.

> w
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5. Equitable performance. The level of performance customers feel they ought
to receive given a perceived set of costs.

6. Minimum tolerable performance. What performance 'must be',

In thi_s study, expectation in the SERVQUAL scale represent an ideal standard,
that is what the ideal mobile operator should offer and this will be clearly
explained to the respondents through personal interviews with them.

Another issue raised by Carman (1990) is whether expectations are stable
through time and across subjects. However, as Lam and Woo Ka Shing (1997)
and Clow and Vorhies (1993) argued, SERVQUAL expectations remain stable
over time, because the conceptual definition of expectation as used in the
SERVQUAL scale represents an ideal standard.

The measurement of service quality as a gap between perceptions and
expectations raised another question among researchers, that is — what does
SERVQUAL actually measures? There are disagreements amongst researchers
as to what is really measured when using this research tool. Cronin and Taylor
(1992, 1994) argued that although service quality has been conceptually
described as a construct that is similar to an attitude, the SERVQUAL
operationalization (expectancy-disconfirmation) is more consistent with the
conceptualisation and operationalization found within the consumer
satisfaction/dissatisfaction paradigm. Thus, SERVQUAL disconfirmation scale is
measuring neither service quality nor consumer satisfaction. In addition, Rosen
and Surprenant (1998) and Hemmasi, Strong and Taylor (1994) claimed that
SERVQUAL might be a measure more consistent with customer satisfaction
than service quality, because of the problems in differentiating between
perceived service quality and satisfaction with the use of gap scores.
Furthermore, Philip and Hazlett, (1997) raised doubts as to whether
SERVQUAL actually measures a specific long-term attitude that is service
quality, or since it is measured at a single point in time, it is actually customer
satisfaction. As such, Babakus and Boller (1992) concluded that it is unclear
whether SERVQUAL is measuring a number of distinct constructs or a single,
global, more abstract variable.

A general criticism on gap and performance based models was also prgsented
in Chapter 3.4.2.4, where it was made clear that for the purposes of this study
expectations are essential. As, Parasuraman, Zeithaml and Ber.ry (1994b p.
228) argued, if the purpose of a study is to explain variance in an overall
measure of perceived service then performance based measures performs
better but if the purpose is to identify accurately service shortfalls then
SERVQUAL is better. As they claimed SERVQUAL is a richer construct than
SERVPERF that more accurately represents the multifaceted nature of service

quality.
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3.4.3.2.2 Criticism on the Dimensions of SERVQUAL

Concerning the dimensions of SERVQUAL, criticisms put forward by
researchers should be taken into account when planning to use this instrument
in any research study. The research conducted by Cronin and Taylor (1992),
raised doubts on the dimensionality of the SERVQUAL items. This was
reinforced by Brown, Churchill and Peter (1993) and Spreng and Singh
(1993) who suggested that the five dimensions of SERVQUAL may in fact
represent a unidimensional construct. Even the developers of SERVQUAL,
Parasuraman, Zeithaml and Berry (1994a) acknowledged and discussed
potential overlap among the dimensions, especially among responsiveness,
assurance, and empathy. Furthermore, Van Dyke, Kappelman and Prybutok,
(1997) measured service quality in Information Systems and they concluded that
the IS version of the SERVQUAL instrument suffered from unstable
dimensionality. Thus, in this study the dimensionality of SERVQUAL will be
tested.

Brown, Churchill and Peter (1993) and Kurtz and Clow (1999) raised doubts
whether SERVQUAL has universal applicability, although it was designed to be
applicable across a broad spectrum of services. Furthermore, McAlexander et
al (1994) and Babakus and Boller (1992) argued that it may not be fruitful to
continue to pursue the development of a standard measurement scale that is
applicable to a wide variety of services. They proposed that measures that are
designed for specific industries may be a more viable research strategy to
pursue.

Carman (1990) argued that the dimensional structure of SERVQUAL may be
depending on the service under study and that the instrument is not generic and
needs to be customised to the service in question. As such, Finn and Lamb
(1991) in a study of retailing, found that the model's five dimensions were
insufficient to cover quality in a retailing setting. They questioned particularly
whether the five dimensions are generic and suggested that much development
and refinement was needed. In addition, Cronin and Taylor (1992) in their
research into service quality in banks, pest control, dry cleaning and fast food,
found little support for the five dimensions. They maintained that the stability of
the service dimensions across different branches of industry proved to be weak.

Mehta, Lalwani and Li Han (2000) compared the relative effectiveness of a
proposed measure (DTR) and SERVPERF (using SERVQUAL dimensions) to
measure quality in goods retailing. They used one case where services have a
limited scope in the sales process, e.g. a supermarket and another case where
services play a key part in the sales process, e.g. an electronic goods _reltaller.
DTR is a measure of retail service quality and it is a 28-item scale, consisting of
five dimensions (physical aspects, reliability, personal intergctlon, problem
solving and policy) including 17 items from SERVQUAL and 11 items developed
from their literature review and qualitative research. Their results showed that
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within the supermarket environment, the DTR scale proved to be slightly better

than SERVPERF, while the reverse was true in the context of electronic goods
retailers. '

J_ohnston et al. (1990) tested the comprehensiveness of SERVQUAL
dimensions on the basis of empirical data gathered in ten UK service
organizations. Although their analysis was generally supportive of the ten
dimensions, it suggested a refined list of 12 dimensions: access,
appearance/aesthetics, availability, cleanliness/tidiness, comfort,
communication, competence, courtesy, friendiiness, reliability, responsiveness
and security. They also added the customer's perspective to the 12 service
quality characteristics. This led to the identification of an additional five service
quality determinants: attentiveness /helpfulness, care, commitment, functionality
and integrity. In addition, Carman's (1990) in his hospital research revealed
nine factors: admission service, tangible accommodations, tangible food,
tangible privacy, nursing care, explanation of treatment, access and courtesy
afforded visitors, discharge planning, and patient accounting (billing). Bolton
and Drew (1991) used the following dimensions to measure service quality in
local telephone services: billing, repair, directory and toll assistance, and service
order (i.e., service installation or change) processing, as well as the quality of
local calls, that is customer's rating of local calls (call connection and voice
transmission services). Customer's rating of local calls would depend on his/her
perceptions of the presence/absence of trouble with voice transmission, dial
tone provision, call connection and call completion. In addition, Saleh and
Ryan's (1992) revealed five factors in their work in the hotel industry:
conviviality, tangibles, reassurance, avoid sarcasm, and empathy. As such,
Bouman and van der Wiele's (1992) in their research into car servicing,
identified three factors: customer kindness, tangibles and faith. Furthermore,
Gagliano and Hatchcote's (1994), in their investigation of service quality in the
retail clothing sector, extracted four factors: personal attention, reliability,
tangibles and convenience.

In addition, researchers have used different number of items to measure service
quality. Carman's (1990) study of hospital services employed 40 items to
measure service quality, Bouman and van der Wiele (1992) in their car service
research used 48 items, Saleh and Ryan (1992) in their hospitality industry
research used 33 items, Babakus and Mangold (1992) used 15 items in their
hospital research and Fort (1993) employed 31 items in his analysis of software
house service quality. As Bennington and Cummane (1998), mennoned,
studies have found that between 24 and 99 items constitute service quality.

Thus, Asubonteng, McCleary and Swan (1996), Reidenbach and Sandifer-
Smallwood (1990) and Headley and Miller (1993) concluded that SERVQUAL
dimensions are likely to be industry specific and practitioners should watch
closely for unique situations that call for the adaptation of SERVQUAL.
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Though, in spite of the above criticism, many researchers including Babakus
and 'Mangold (1992), Carman (1990) agreed that SERVQUAL items are good
predictors of overall service quality. As Cronin and Taylor (1992), mentioned
the 22 individual items that constitute the expectations and perceptions portions
of SERVQUAL, adequately define the domain of the expectation and
performance measures for measuring service quality and they used these 22
items in the development of SERVPERF. In addition, Babakus and Mangold
(1992) stated that the SERVQUAL dimensions are a good starting point for
scale construction. This is well-supported since most of the existing models for

measuring service quality were developed on the basis of the dimensions of
SERVQUAL.

However, in this study the dimensions of SERVQUAL will be adapted for the
mobile telephony service on the basis of in-depth interviews with marketing
executives of the three Greek mobile telephony operators, a pilot survey
research and focus group research.

3.4.3.2.3 Further Criticism on SERVQUAL

In relation to Buttle's (1996) third question concerning outcome quality, some
researchers have criticised SERVQUAL's performance over this, as
SERVQUAL measures functional quality. As Cronin and Taylor (1992) and
Babakus and Mangold (1992) argued, SERVQUAL is designed to measure
functional quality, defined as the process by which (‘how’) the mobile telephony
service is delivered to the customers and outcome quality is missing. However,
Higgins, Ferguson and Winston (1991) argued that outcome quality is already
contained within the dimensions: reliability, competence and security. In
addition, Richard and Allaway (1993) tested an augmented SERVQUAL model
which incorporated both process and outcome components, and concluded that
process and outcome quality together are a better predictor of consumer choice
than process, or outcome, alone. Thus, by adapting the SERVQUAL for the
mobile telephony service components measuring outcome quality can also be
added.

Other problems noticed by researchers include the wording of the instrument.
Thus, attention needs to be paid as to whether questions are positively or
negatively worded. The initial SERVQUAL scale included also negatively
worded items. Babakus and Boller (1992) found that all negatively-worded
items loaded on one factor while all positively-worded items loaded on another.
They also found a significant difference between the average P, E and gap
scores of positively and negatively-worded items. They concluded that item
wording might be responsible for producing factors that are method artefacts
rather than conceptually meaningful dimensions of service quality and t.hat item
wording created data quality problems and called into question the
dimensionality and validity of SERVQUAL. Parasuraman, Berry and Zeithaml
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(1991), responded to the criticism of negatively-worded items and reworded all

neg%tivdely-worded items positively. In this study negatively-worded items will be
avoided.

The reliability and validity of SERVQUAL has been called into question by a
number of researchers. Carman (1 990) questioned the reliability and validity of
SERVQUAL. This was reinforced by Babakus and Boller (1992) who supported
the superiority of the perceptions-only measure from a validity standpoint. In
addition, Cronin and Taylor (1992) claimed that the SERVPERF (using only
performance measures) has greater construct validity than SERVQUAL and
provides a more construct-valid explication of service quality because of its
content validity and discriminant validity. Furthermore, Van Dyke, Kappelman
and Prybutok (1997) measured service quality in Information Systems and they
concluded that SERVQUAL is likely to exhibit relatively poor predictive and
convergent validity, as well as reduced reliability when compared to non-
difference scoring methods. However, the developers of SERVQUAL,
Parasuraman, Berry and Zeithaml, (1993) maintained that SERVQUAL
exhibits stronger convergent validity than the non-difference score measures. In
addition, Asubonteng, McCleary and Swan (1996) argued that the reliability of
SERVQUAL has been reported for a wide set of industries and it has been
consistently quite high suggesting that any change over time in the overall
quality score is not likely to be just fluctuations in measurement.

Information on the reliability and validity of gap and performance based
measures is also presented in Chapter 3.4.2.4.4. In this study a pilot survey
research will be conducted to assess the reliability and validity of SERVQUAL
before being applied to the final survey research.

Other problems were also mentioned by some researchers. As Bouman and
Van der Wiele (1992) and Brown, Churchill and Peter (1993), claimed, the
two parts of SERVQUAL expectations and perceptions increase the
questionnaire's length, and respondents may be confused and bored,
however boredom and confusion imperil data quality. Babakus and Mangold
(1992) and Murphy (1999) as well, considered problematic the length of the
SERVQUAL questionnaire and argued that a shorter scale might be equally
useful. Thus, McAlexander et al, (1994) argued that marketers need to weight
carefully the negative implications of lengthy questionnaires that include
assessments of expectations and importance against the limited contribution
these data provide for decision making. In this study to deal with the problgm
that respondents may be bored and confused by the length of the questionnaire
including both expectations and perceptions, personal interviews YV||| be
conducted, to help respondents understand the questions and try to stimulate
their interest by explaining the aim of the study.

In addition, Philip and Hazlett (1997) claimed that SERVQUAL is limited to
current and past customers, because respondents need to have some
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knowledge and experience of the organization in order to be able to complete
the scale. Furthermore, Lacobucci, Grayson and Ostrom (1 994a) argued that
the traditional quality models need a simple modification to include financial
factors as well, then the customers evaluation of a given offering would be a
comparison of what they got for what they paid. However, as Parasuraman,
Berry and Zeithaml (1991) argued, items that are useful to include in the
survey questionnaire and do not fit under any of the five SERVQUAL
dimensions such as the service's cost, should not be included in SERVQUAL,
but should be treated separately in analyzing the survey data since they do not
fall under the conceptual domain of service quality. In this study questions
concerning the cost of the mobile telephony service will be included and
examined separately in the questionnaire.

3.43.24 General Assessment of SERVQUAL

It can be seen that there are problems involved with the SERVQUAL instrument,
which are revealed from the general criticisms levelled by various researchers.
These problems include whether the perceptions component of SERVQUAL
alone performs about as well or better than SERVQUAL difference score.
Furthermore, whether ~ SERVQUAL  operationalization (expectancy-
disconfirmation) is more consistent with the operationalization found within the
consumer satisfaction/dissatisfaction paradigm. The purpose of this study is to
explain the dependent variable of 'repurchase intention', however the
deficiencies in the mobile telephony service will also be identified, thus both
perceptions and expectations are essential.

There have been some criticisms that the SERVQUAL is a global measure and
its dimensions are not suitable for all services. As previously mentioned,
researchers agreed that SERVQUAL dimensions adequately define the domain
of the expectation and performance measures for measuring service quality and
they are a good starting point for scale construction. In addition, Rust and
Zahorik (1993) claimed that SERVQUAL dimensions should probably be put on
any first pass as a list of attributes for the measurement of the quality of any
service. As such, the study of quality by Parasuraman, Berry and Zeithaml
(1985), which revealed the dimensions of SERVQUAL, also investigated long
distance telephone service among others. Thus, there was input from telephony
as a service. In addition, in this study SERVQUAL dimensions will be adapt.ed
for the mobile telephony sector on the basis of interviews with marketing
executives from the Greek mobile telephony operators, the results of a pilot
survey and focus group research.

Criticism exists that outcome quality is missing from SEBVQUAL. As Higg.ins,
Ferguson and Winston (1991) argued, outcome quality is already contained
within the dimension of reliability and in an adaptation of SERVQUAL for the

86



mobile telephony service, more items assessing outcome ' ifi '
VICe, quality specifically will
be added under the dimension of reliability. 7 !

Concerning the criticism that the reliability and validity of SERVQUAL has been
called into question, this view has not been well supported by research and
additional research in this domain is needed. Furthermore, in this study a pilot
research survey will be conducted to assess the reliability and validity of
SERVQUAL before being applied to the final research survey.

To deal with the problem that respondents may be bored and sometimes
confused by the administration of E and P versions of SERVQUAL, personal
interviews will be conducted, so that the aim of the study can be explained to the
respondents and stimulate their interest and at the same time help them
understand the meaning of the questions.

In addition, items that are useful to include in the survey questionnaire of this
study such as the service cost, which do not fit under any of the five SERVQUAL
dimensions will not be included in SERVQUAL (as Parasuraman, Berry and
Zeithaml, 1991 advised) and will be treated separately in analyzing the survey
data.

As the developers of SERVQUAL mentioned, the instrument has been widely
used and has served as the basis for measurement approaches used in
published studies examining service quality in a variety of contexts and some
examples include:

real estate brokers (Johnson, Dotson and Dunlop 1988)

physicians in private practice (Swartz and Brown 1989)

public recreation programs (Crompton and Mackay 1989)

a dental school patient clinic, a business school placement centre and a tyre
store (Carman 1990)

e) motor carrier companies (Brensinger and Lambert 1990)

f) an accounting firm (Bojanic 1991)

g) discount and department stores (Finn and Lamb 1991)

h) a gas and electric utility company (Babakus and Boller 1992)

i) hospitals (Babakus and Mangold 1992; Carman 1990)

j) medical services (Headley and Miller, 1993)

k) banking, pest control, dry cleaning, and fast food (Cronin and Taylor 1992)
) higher education (Boulding et al. 1993, Ford, Joseph and Joseph 1993)
m) the restaurant industry — DINESERV (Stevens, Knutson and Patton, 1995)
n) the hotel industry - LODGSERV (Knutson et al, 1990),

o) at AIDS service agencies (Fusilier and Simpson, 1995)

2288

As Bennington and Cummane (1998) and McAlexander et al (1 994) agregd,
SERVQUAL has been the most widely used and tes@ed. service quality
instrument. Furthermore, Buttle (1996) stated that even in its present state
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SERVQUAL _is a he_lpful Operationalization of a somewhat nebulous construct
SUCh. as service quality and despite the shortcomings, SERVQUAL seems to be
moving rapidly towards institutionalised status. Thus, in spite of the severe

criticisms SERVQUAL was the instrument of choice for measuring service
quality in this study.

3.4.3.3 Cross Cultural Applicability of SERVQUAL

An important issue to examine before proceeding with SERVQUAL is whether
the instrument can be applied successfully in different countries across different
cultures. Culture is the most abstract construct affecting human behaviour and
has been defined in many ways. It is conceptualised as a set of closely
interrelated patterns, or dimensions that come together to form the unique social
identity of a group (Samovar and Porter, 1991).

As Hofstede (1993) stated, culture can be compared to a forest, while
individuals are trees. A forest is not just a bunch of trees: it is a symbiosis of
different trees, bushes, plants, insects, animals and micro-organisms. In the
same way, a culture cannot be satisfactorily described in terms of the
characteristics of a typical individual. As Riddle (1992) claimed culture is a
factor influencing the evaluation of the service encounter. Cuiture is always
concerned in social sciences and as Herche, Swenson and Verbeke (1996)
stated, organisational research that is conducted across cultural boundaries
must also consider the culture of the entities being studied. A distinction was
made between culture at the national level and culture at the organisational level
(corporate culture). As Hofstede (1993) argued they are two very different
phenomena. National cultures differ primarily in the fundamental, invisible values
held by the majority of their members, acquired in early childhood, whereas
organisational cultures are a much more superficial phenomenon residing
mainly in the visible practices of the organisation, acquired by socialisation of
the new members who join as young adults. National cultures change only very
slowly if at all and organisational cultures may be consciously changed, although
this is not easy.

Culture is a complex construct, however researchers such as Lytle, Barsness
and Janssens (1995) presented its dimensions on the basis of the descriptions
of psychologists, sociologists, anthropologists, political scientists, and
economists. These dimensions are:

1. Relationships among people: individualism and collectivism (Triandis et al.,
1988). This dimension concerns each persons’ interest for the others.
Individualism is to take care of one's self. Collectivism is the group
orientation. In individualistic societies personal initiative, autonomy,
leadership, and achievement are valued (Malhotra et al., 1994). Indmdpals
in these societies are constantly looking for defect-free products and services
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and are satisfied with very reliable services (Heskett et al., 1994). In
coll_ecﬁvist societies priority is given to interpersonal relations. In these
socleties, customers may prefer loosely structured service environments with
more flexible relationship patterns (Riddle, 1992).

2. Orientation toward time: monochronic and polychronic (Hall, 1983).
Monochronic people think in terms of time ordered patterns. Monochronic
societies respect time and precision and tend to do one thing at a time.
Polychronic people do whatever is more appropriate for the moment and
tend to do many things at the same moment, they modify schedules easily
and seldom experience time as wasted (Usunier, 1991).

Hofstede (1980) argued that countries such as the United States, Sweden,
Great Britain and Canada are individualistic and countries like Mexico,
Venezuela, Colombia, Peru etc. are collectivists. Monochronic cultures exist in
countries such as USA, Great Britain, Canada etc. Polychronic cultures exist in
countries such as Latin American, African, and Middle East.

On the basis of the above, it can be concluded that the relative importance of
service quality dimensions will be different in different cultural contexts.
Dimensions such as responsiveness (providing prompt service etc.) that
captures the time side of the service, are more valued in monochronic societies
than in polychronic because of the different value assigned to time by each
society. The perception of time of each society may affect the importance
attributed to responsiveness among different cultures.

Due to these cultural differences service quality measures should be validated in
order to reassure quality in research conducted across cultural boundaries. As
Herche, Swenson and Verbeke (1996) mentioned, the cross-cultural literature
distinguishes between 'emic' and 'etic' approaches. Emic service delivery
strategies are customised to apply in one particular culture, while etic service
delivery approaches universally apply to all cultures. The main assumpti_on
underlying an etic approach is the perceived cultural universality of the service
encounter. However, the use of measures assumed to possess etic
characteristics, but which are actually 'pseudoetic’, is a common violation of
basic cross-cultural research paradigms. The process of measurement
validation can be conducted on two levels. The first, is to undergo independent
measurement validation in all the cultures in which the measure will be
administered, however the time and cost constraints of this approa_ch can be
prohibitive. A second approach is to use measures that have been.\{alldated ina
mono-cultural environment and to assume the same qualities fqr the
measurement's administration in cultural settings that could be considered
somewhat similar. In addition, industry-specific effects co'uld .be expe.cted to
impact the psychometric properties of measures, that is, items might be
interpreted differently in contrasting industrial settings.
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Existing research includes studies comparing US and European samples (e.g.
Kettinger, Lee and Lee, 1995, Herche et al., 1996), East Asian samples (e.g.
Mattila, 1999) and Middle Orient samples (e.g. Donthu and Yoo, 1998).
However, as Herche, Swenson, Verbeke (1996) and Riddle (1992) argued,
because of the complexity of cultural variables, cultural factors have not
received the attention they should in the service marketing literature. In addition,
Albaum and Peterson (1984) claimed that cross-cultural validation of
measures, has not been pursued with enthusiasm, probably because of the cost
and difficulty of obtaining international data. Malhotra et al. (1994) compared
the determinants of service quality between developed and developing
countries. They pinpointed the importance to understand how the various
environmental factors affect the determinants of service quality. They linked the
service quality dimensions to economic and socio-cultural factors and they
concluded that the dimensions of service quality should be emphasised
differently in developed and developing countries.

In addition, Donthu and Yoo (1998) studied the influence of culture on the
consumer's service quality expectations. They used the dimensions of culture
proposed by Hofstede (1980) and they found that culture influences consumers
overall service quality expectations and also their expectations on each of the
dimensions of service quality. Furthermore, Mattila (1999) studied the influence
of culture on customers’ evaluations of complex services. In a context of luxury
hotels she evaluated the trade-offs that Western and Asian customers were
willing to make between personalised service and pleasant physical
environment. The results showed that Western customers and Western cultures
rely more on tangibles than Asians. In addition, the consumption experience
seemed to be more important for Western customers than for Asians.

Herche, Swenson, Verbeke, (1996) evaluated the transportability of personal
selling measures across cultural boundaries. They reviewed two personal selling
constructs: adaptive selling (ADAPTS) and customer-oriented selling (SOCO),
which have been developed in the USA. ADAPTS scale was developed by
Spiro and Weitz (1990) to measure the extent to which salespeople practise
adaptive selling and SOCO (selling orientation-customer orientation) scale, was
developed by Saxe and Weitz (1982) to measure the extent to which
salespeople practise customer-oriented selling. Using surveys of US and Dutch
salespeople they applied cross-cultural measurement validation techniques. to
the measures of adaptive selling (ADAPTS) and customer-oriented'selhng
(SOCO). Strong support for the ADAPT's factor structure, internal consistency,
and discriminant validity was found across the two countries. However, SOCO
proved to need further refinement. They concluded that blindly transporting
instruments from one culture to another may produce measures thgt are less
useful in describing and explaining phenomena in the community of interest. If
cultures are determined to be alike, then instruments or scales may be
transported across national boundaries to measure constructs that relate to the
common culture. Measures dependent on or tied to national culture rather than
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business or corporate culture could be expected to be more susceptible to
culture-related distortions in measurement.

Other researchers also investigated whether service quality measures can be

applied int-ernationally, they used SERVQUAL and found specific cultural
discrepancies between different countries.

Espinoza (1999) examined the psychometric properties of SERVQUAL applied
internationally and investigated cross-cultural differences in perceived service
quality between Quebecers and Peruvians of chosen supermarkets in each
country. The study examined perceptions of service quality in the two different
cultures by using the performance-only items of SERVQUAL. Espinoza
hypothesised that the service quality factor structures differed cross-culturally
and the importance of service quality dimensions differed from one culture to
another. The most critical dimension for Quebecers was found to be
responsiveness which was less important (only fourth) for Peruvians. Empathy
was the second most important dimension for Quebecers. Tangibles was the
most important dimension for Peruvians while the reverse was true for
Quebecers. Espinoza, concluded that SERVQUAL, a measurement scale
developed in the United States, may also be reliable and valid at the
international level for different cultural groups and service quality may be
measured in the two cultural units with a common scale properly translated.

In a study comparing US and European airlines competing on Trans-Atlantic
routes, Sultan and Simpson (2000) applied SERVQUAL and investigated if its
expectations and perception parts could be replicated internationally and also
the relative importance attributed to service quality dimensions by the different
groups as well as if expectations and perceptions of airline service quality vary
by nationality. They collected responses covering five US and seven European
airlines. Their results indicated that service quality models may be applied
reliably to other international scenarios. Americans and Europeans proved to
believe that reliability is the most important aspect of airline-service quality and
‘tangibles’ is the less important. They also found that service quality
expectations and perceptions vary by nationality since they found that US
passengers rated both airlines significantly higher than did European
passengers and their expectations for service quality were significantly higher
than those of the Europeans.

Kettinger, Lee and Lee (1995) introduced a global Information Services
Function (ISF) Quality Framework that outlined the importance .of both
behavioural and procedural dimensions in planning, implementmg and
evaluating global IS quality. Based on this framework, they investigated t.he
cross-national psychometric properties of a behavioural measure of service
quality in the information services context. Using a cross-national survey anq by
collecting four samples of IS customers from Korea, Hong Kong, the Umt'ed
States and the Netherlands, perceived ISF service quality was measured using
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SERVQUAL to determine cultural affects. Their analysis showed that the Hong
Kong and Korean samples shared an almost similar factor structure that differed
from the one shared in the US and the Netherlands samples. They argued that
there might be a 'western factor' which may be responsible for the similar
dimensional structure between the two samples. Their findings supported
previous research that had found an 'Asian factor' with differing definitions of 1S
Service quality. Their findings suggested that the feasibility of standardised
global ISF measurement depends heavily on the relative magnitude of cultural
effects and a localised version of SERVQUAL instrument may need to be

developed that captures the unique nature of ISF service perceptions in different
countries.

Wetzels et al (1995), in a study measuring service quality in international
marketing channels (a multinational Dutch-based food manufacturer), attempted
a cross-cultural application of SERVQUAL and found differences in emphasis
with regard to relative importance of the dimensions between market segments
and different countries. Boundary personnel was found to be considered more
important in the US. Information/influence, was particularly important by
respondents from the European segment, while credit facilities received the
highest importance rates in Middle East/Africa/Asia segment. Differences in
relation to total errors between the three main market segments were marginal.

As Winsted (1997) asserted, in examining service quality in an international
setting and in countries of different culture, such as Asia for example, it is
needed to take into account whether understanding of underlying dimensions of
service quality, e.g. semantic differences, remain the same. This can be done
through pilot survey research and interviews with the companies or
organizations in the sector under investigation, with customers and
academicians.

It is important to note that SERVQUAL is an instrument that has been developed
in the US and has been used as the basis for measuring service quality in a
variety of contexts and in many different countries, including European
countries. It has produced reliable and valid results. However, some of the
dimensions of SERVQUAL may have a different level of importance between
different cultural groups, although it maintains its reliability and validity at the
international level for different cultural groups. On this basis it can be concluded
that SERVQUAL can be applied to Greece. Greece is a ‘western’ country and as
Kettinger, Lee and Lee (1995) found in their research, western countries shafe
an almost similar dimensional structure that differed from the one shared in
Asian countries. Furthermore, SERVQUAL will be adapted for the maobile
telephony service through. Interviews with managers and top exequtlves of the
Greek mobile telephony operators, will identify any cultural dlffgrences in
SERVQUAL dimensions/items. In addition, a pilot research survey, will be gs‘ed
for further adaptation of the instrument and to assess i_ts reliability and validity.
Finally in the focus group research, another discussion on the SERVQUAL
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dimensions/iter_ns will take place and any remaining cultural effects, influencing
the understanding of the underlying dimensions, will be identified.

3.5 Service Value

Sgwice value‘ is thg next factor influencing customers purchase intention, which
will be examined in this study. As it has been mentioned many researchers
argued that the value construct should be included in models because it

increases the ability of the model to explain variance in consumers repurchase
intention.

Many researchers recognised the importance of value. As Dodds (1991),
stated, the role of value is of major and increasing concern to consumers and
marketers. Vantrappen (1992), characterised value as the strategic imperative
for the 1990s and Albrecht (1992) claimed that value is one of the most
powerful forces in the marketplace. In addition, Holbrook (1994) claimed that
from the consumer’s viewpoint, obtaining value is a fundamental purchase goal
and pivotal to all successful exchange transactions. Furthermore, Ravald and
Gronroos (1996) mentioned that the ability of a company to provide superior
value to its customers is regarded as one of the most successful competitive
strategies for the 1990s. As such, Majchrzak and Qianwei (1996) stated that
thousands of businesses have re-engineered work in order to focus employees
on processes that clearly provide value to customers.

A significant number of researchers attempted to define value. However, service
value is considered an illusive and abstract construct and the views of
researchers concerning its definition and its antecedents vary. As Babin,
Darden and Griffin (1994) pointed out the search for a precise definition of
value proved an enduring endeavour for a great number of researchers. As
Sweeney (1994) claimed value is an abstract concept with meanings that vary
according to context. In economics for example value is equated with utility or
desirability, in the social sciences it is understood in the context of human
values, while in industrial settings value engineering refers to processes
designed to reduce costs while maintaining standards. In addition, Engel,
Blackwell and Miniard (1995) stated that value is a function qf a person’s
identified needs which are satisfied in a way that meets his expectations.

Many researchers including Bolton and Lemon (1999), La;_)ierre (1997),
Griffin (1996), Lovelock (1996) Monroe (1991), Monroe and Knsh_nan (1985)
and Sawyer and Dickson (1984), embraced the view that value is what the
customer gets for what he gives, that is the difference between benefits and
sacrifices. In addition, Zeithaml (1988, p14) defined value as: "the consumers
overall assessment of the utility of a product based on a.perceptlon of what is
received and what is given”. Though what is received varies across consumers
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(i.e. some may v_vant_volume, others high quality, still others convenience) and
what is given varies (i.e. some are concerned only with money expended, others

with time and effort), value represents a trade-off of the salient give and get
components.

As it has been seen in Chapter 3.3, many researchers included value in their
models and conceptualised it in different ways.

Among these researchers are Heskett, et al. (1994) who defined value as a
function not only of costs to the customer but also of the results achieved for the
customer. They claimed that value is based both on perceptions of the way a
service is delivered and on initial customer expectations. In addition, Storbacka,
Strandvik and Gronroos (1994) defined value as service quality compared with
perceived sacrifice. Perceived sacrifice is the ‘give’ component and can include
apart from price, also time and effort needed, acquisition costs and other costs
(costs of maintaining a relationship, costs for delayed delivery, transportation,
installation, order handling, repairs and maintenance), cognitive effort needed to
worry about whether the supplier will fulfil his/her commitments or not, time
needed to find solutions to problems arising due to poor performance and risk.

As such, Bolton and Drew (1991) pointed out that value depends on quality
and on sacrifice (the monetary and non-monetary costs associated with utilising
the service). Thus, customers may assess value differently due to differences in
monetary costs (e.g. price) and non-monetary costs (e.g. customers tastes and
characteristics). Their research results showed that the most important
determinant of perceived service value apart from quality was customers’
disconfirmation experiences. Value was affected also by some customer
characteristics such as income, business usage and age (e.g. older customers
valued telephone service more highly). Furthermore, Chang and Wildt (1994),
conceptualised perceived value as influenced positively by perceived quality and
negatively by perceived price. However, the relative contribution of price and
quality perceptions to consumers perceptions of value varied by product (e.g.
perceived price had a stronger influence on perceived value for apartments than
for PCs).

In addition, Zeitham! (1988) proposed that perceived value was inflqenped by
perceived quality, perceived sacrifice, high-level abstractions, extrmsm and
intrinsic attributes. Perceived quality was positively related to perceived vglue
and perceived sacrifice negatively related to perceived value. Perceived
sacrifice corresponded to price as well as time costs, search costs.and
psychological costs. However, in the ‘get’ component she mcluc_jeq also hlgher
level abstractions, such as prestige and convenience. Intrinsic attributes
involved the physical composition of a product and extrinsic attributes were
product related but not part of the physical product and they included brand
name and level of advertising. Fornell et al (1996) conceptualised service value
as the perceived level of quality relative to the price paid. They also claimed that
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custqmer expectations should be positively related to perceived value, They
men'goned that adding perceived value to a model incorporated price information
and increased the comparability of the results across firms. Thus, they included
the concept of value in the American Customer Satisfaction Index (ACSI) and
also the original Swedish Barometer incorporated perceived value.

Furthermore, Patterson and Spreng (1997) defined value as a function of
multiple benefits and sacrifices (financial and non-financial). The benefits were
functional benefits of performance as well as non-functional including social,
emotional and even epistemic value components (such as the social value or
risk). Their research showed that value was associated positively with perceived
performance and that all performance dimensions had a significant effect on
value. They argued that the inclusion of value in models provides a richer
portrayal of the dynamics surrounding satisfaction evaluations and intentions,
since shortcomings in service performance may be offset by perceived
reductions in sacrifices such that clients receiving less than expected
performance may still be satisfied. Cronin, Brady and Hult (2000)
conceptualised value as what the customer gets for what he gives. They argued
that sacrifice included the monetary and the non-monetary price associated with
the acquisition and use of a service. Non-monetary price included time and
effort. The research results showed that in most sectors value was largely
influenced by perceptions of quality and less acquisition costs (an exception was
the fast food industry).

In addition, Cronin et al. (1997) argued that the dominant view in the literature
for service value is the multiplicative model. According to this model service
value should be treated as a ratio with service quality as the numerator and
sacrifice as the denominator. Another way of modelling value treats value as a
trade-off between the ‘give’ and ‘get’ components and this is the value added
model. Their difference is that the trade-off is modelled as an additive rather
than a multiplicative function. They argued that service value is best modelled as
a value added function. The give component was the sacrifice the customer has
to make to acquire the service. It comprises, monetary price and non monetary
price such as time, effort and perceived risk. They proposed three types of risk:
performance, social and psychological risk.

Concerning sacrifice, also Peterson and Wilson (1985) supported that' it should
be operationalized as a composite of perceived monetary prige, percewed non-
monetary price and perceived risk. Risk includes the financial .FISk as'somat.ed
with using the product/service, the personal (physical) risk associated with using
the product/service, the risk of receiving poor service performance (performance
risk), the risk of social embarrassment (social risk) due to the use of_ the
product/service, and the risk of feeling uncomf.ortable psypholqglcally
(psychological risk) due to the use of the product/servnce: Concgrnmg nskr as
Lovelock (1983) maintained most consumers perceive higher risk in services
than in goods, because they are intangible and heterogeneous.
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Other factors influencing value according to Shapiro (1997), are the availability
of the product/service and convenience, that is allowing the customer to quickly
and easily acquire the product/service. In addition, Drew and Bolton (1987)
supported that except from quality and price, also personal characteristics and
service environment variables influence value. Furthermore, Holbrook and

Corfman (1985) argued that service value depends among other things, on the
tastes and characteristics of the customer.

Ravald and Gronroos (1996), made a distinction between value on an episode
basis and value of having a relationship. They argued that the relationship itself
might have a major effect on the total value perceived and they proposed the
term ‘total episode value', which could be described as a function of both
episode value and relationship value. Episode value includes the benefits that
enhance value on an episode basis, e.g. superior product quality, brand/image,
supporting services, etc. However, the value of having a relationship, e.g. the
value of commitment from both parties, safety, credibility, security, continuity
should also be taken into account.

Thus, it can be concluded that researchers share different views concerning
value and its determinants. According to the majority of the researchers,
including Cronin, Brady and Hult (2000), Zeitham! (1998), Patterson and
Spreng (1997), Cronin et al. (1997), Fornell et al (1996), Ravald and
Gronroos (1996), Storbacka, Strandvik and Grénroos (1994), Chang and
Wildt (1994), Bolton and Drew (1991), Drew and Bolton (1987), value is
influenced by service quality and price. Fornell et al (1996) and Heskett et al.
(1994) claimed that value is also influenced by customers expectations. Bolton
and Drew (1991) asserted that value is influenced also by disconfirmation
experiences.

Some researchers maintained that non-monetary costs influence value.
Researchers such as Patterson and Spreng (1997), Cronin et al. (1997),
Peterson and Wilson (1985), Lovelock (1983), argued that value is influenced
by non-monetary costs such as time, effort and perceived risk (financial risk,
personal/physical risk, risk of receiving poor service performance and
psychological risk).

In this study value is conceptualised as influenced by quality and price as the
majority of researchers supported. The influence of customers expectations,
perception and the P-E gap on value will also be examined. Factors such as
time and effort to acquire the service were not considered relevant for the mobile
telephony service, because the service is very easily accessiblg. Hovyever, value
might be also influenced by perceived physical risk. As mentloned in (Chapter
2.2.1), according to research conducted at Bristol University there are fears that
mobile phones may damage health, because microwaves from cellphones may
affect memory, or even cause brain tumours (The Northern Echo, 1998). Thus,
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physical .risk can be considgred a serious factor to be taken into consideration in
j(he mobile telephony service. In the next section price that is one of the most
important determinants of value, will be examined in more detail.

3.5.1 Price

As mentioned in the previous section price is one of the most important
determinants of consumers’ perceived value. As Engel, Blackwell and Miniard
(1995), mentioned, price is also an important factor influencing consumers
purchase behaviour. However as Chang and Wildt (1994), claimed, literature
offers little insight into the effects of pricing. Some studies have investigated

perceived price, however, its role in the determination of purchase intention has
received little empirical attention.

Perceived price was defined according to Zeithaml (1988), as the price as it is
encoded by the consumer. Chang and Wildt (1994) defined perceived price as
the consumers’ perceptual representation or subjective perception of the
objective price of the product/service.

As Storbacka, Strandvik and Gronroos (1994) and Patterson and Spreng
(1997) claimed, buyers have an acceptable price range for a given purchase,
rather than a single price and this should not be ignored, because as Bolton
and Lemon (1999), argued in the case of continuously provided services, it
serves as normative price expectations for the service. Chang and Wildt
(1994), named this acceptable price range: ‘consumers internal reference price’
and supported that perceived price is formed based on the actual (objective
price) and the consumers reference price. Thus, when making purchase
decisions consumers compare objective price with their internal reference price.
In addition, Einhorn (1994) and Bolton and Lemon (1999), claimed that usage
is influenced by price and higher price is associated with lower usage.

Price has an effect on customer purchase intentions. As Chang and Wildt
(1994) found out, perceived price influenced customers purchase intentions. In
addition, Fornell et al (1996) supported that price played a more important role
in influencing customer satisfaction in sectors such as
transportation/communication/utilities  in  which  competition is relatively
commodity based.

Thus, it can be seen that buyers have an acceptable price range for a given
purchase and this should not be ignored, because it plays an important role
when they make purchase decisions. In addition, price is an important factor
influencing customers’ usage levels and repurchase intention espeCIally in the
Telecommunication sector, thus in this study the inf|u.ence of price on
customers’ repurchase intention will also be examined. qulle operators shogld
pay attention to price and should lower prices in order to Increase usage which
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is still very low in comparison with fixed telephony. In the next section what

consumers perceive as fair expenditure will be assessed and the distinction
between value and equity will be examined.

3.5.2 The Difference Between Value and Equity

According to some researchers value is in some ways similar to the equity
construct because they are both some kind of a ratio of outputs (benefits) to
inputs (sacrifice). Equity is the customer's evaluation of what is fair', 'right', or
deserved'. Traditional equity theory suggests that customers attempt to maintain

equity in the relationship by keeping their inputs proportionate to outcomes
(Adams 1965).

Equity is considered the distributive dimension of perceived justice (Adams
1965). As Smith, Bolton and Wagner (1996) proposed, perceived justice has
three dimensions that influence how people evaluate exchanges: distributive
justice, which involves resource allocation and the perceived outcome of
exchange, procedural justice, which involves the means by which decisions are
made and conflicts are resolved and interactional justice, which involves the
manner in which information is exchanged and outcomes are communicated.
According to researchers such as Oliver and Swan (1989) and Bolton and
Lemon (1999), equity influences customer satisfaction.

The difference between value and equity as stated by Patterson and Spreng
(1997), is that equity theory is based on the notion that buyers will compare their
output to input ratio with the vendor’s ratio. Value on the other hand assesses
the benefits to sacrifices ratio only from the buyer's side. However, the extent to
which these two constructs overlap and the relationship between them and
satisfaction when both are included as antecedents has yet to be examined.

On this basis, it appears to be that equity is the customer's evaluation of what is
fair, right or deserved and it is considered to be the distributive dimension of
perceived justice. Equity influences customer satisfaction, however, since equity
theory proposes that buyers will compare their output to input ratio with the
vendor’s ratio and in this study benefits and sacrifices are assessed only from
the buyers’ perspective, value was examined as an antecedent of satisfaction.

3.6 Distinction Between Customer Satisfaction and Service Quality

The significance of service quality and customer satisfaction has t')ee.n. widely
discussed in the literature and there is a debate concerning the similarities and
differences between the two constructs. It is important to distinguish the two
concepts and as Dabholkar, Shepherd and Thorpe (2000) argueq, stud|gs
should explore the antecedents of both customer satisfaction and service quality
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to further i_ndicate how they may be similar or different in order to increase
understanding of the two constructs.

Sometimes, practitioners and writers in the popular press tend to use the terms
satisfaction and quality interchangeably. However, as has already been
mentioned, there is confusion in the literature as to how service quality is related
to customer satisfaction. There was debate as to whether customer satisfaction
and service quality are two separate constructs, and what the exact nature of
the differences between them is (Cronin and Taylor 1992, 1994;
Parasuraman, Zeitham! and Berry 1994a; Teas, 1993a, 1994). According to
the majority of researchers Oliver (1993), Cronin and Taylor (1992), Bolton
and Drew (1991), Bitner (1990), Carman (1990), Parasuraman, Zeitham! and
Berry (1988), the weight of the evidence in the services literature, supports the
position that service quality and consumer satisfaction are best conceptualised
as separate i.e. unique constructs which should not be treated as equivalent in
models of consumer decision making and that they share a close relationship.

However Philip and Hazlett (1997), Parasuraman Zeithaml and Berry
(1994a), Cronin and Taylor (1992, 1994), Fisk, Brown and Bitner (1993), and
Bitner (1990), agreed that although satisfaction and quality are clearly related,
the distinction between the two remains unresolved and further research into
this area is needed.

Consequently, there is still a lack of consensus in the literature about the exact
relationship between service quality and customer satisfaction. According to
Lacobucci, Grayson and Ostrom (1994b) service quality and customer
satisfaction may be connected in the following ways: they may be different
operationalization of the same construct or they may be orthogonally related,
that is they may be entirely different constructs or they may be conceptual
cousins.

A number of researchers maintained that customer satisfaction is a transitory
judgement (a transaction-specific assessment), made on the basis of a specific
service encounter, whereas service quality is a form of attitude, a long-run
overall evaluation, a global assessment, based on a long-term attitude. As
Bitner and Hubbert (1994) stated there appears to be a consensus that
satisfaction refers to the outcome of individual service transactions, whereas
service quality is the customers overall impression of the relative
inferiority/superiority of the organisation and its services. This was reinforced by
Stafford, Stafford and Wells (1998) who argued that satisfaction i.s.genera‘lly
considered more experiential, transitory and transaction-spgcmc, while
perceptions of service quality are believed to be more endun_ng. /f\not.her
difference expressed by Crompton and MacKay (1989) is that satl.sfactlon_ is a
psychological outcome emerging from an experience, whereas service quality is
concerned with the attributes of the service itself.
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Ho\./vever, Teas (1994) argued that both service quality and customer
satisfaction can be examined meaningfully from both transaction-specific as well
as global perspectives, a viewpoint embraced by other researchers such as
Parasuraman, Zeitham! and Berry (1994b). Anderson and Fornell (1994)
Bitner and Hubbert (1994) and Rust and Oliver (1994). Furthermore’
Stor.backa Strandvik and Grénroos (1994) in their model also expresseci
service quality and satisfaction both at an episode and a relationship level.

On this basis, it is clear that there is no consensus in the literature whether
customer satisfaction and service quality are two separate constructs and if they
are related and how, thus further research is needed. However, the majority of
researchers embraced the viewpoint that they are separate constructs. In this
study service quality and customer satisfaction will be both measured and their
influence on customer repurchase intention will be assessed.

3.7 Customer Satisfaction

As previously mentioned, customer satisfaction is the major determinant of
customers purchase intention and should be examined in detail, In the 1990s
companies realised the importance of building customer satisfaction and loyalty
(Heskett et al, 1994). As Engel, Blackwell and Miniard (1995) claimed the
marketing literature today is flooded with research and commentary on customer
satisfaction since it is the key to customer loyalty. As such Andreassen (1995)
argued that customer satisfaction is a well-known and well-established concept
in several sciences such as marketing, consumer research, economic
psychology, welfare-economics and economics.

Many researchers explored and defined customer satisfaction. According to
Bolton and Drew (1991) and Spreng, MacKenzie and Olshavsky (1996)
customer satisfaction refers to a customer's evaluation of a specific transaction
at a particular time. However, Rust and Oliver (1994, p2) stated that "customer
satisfaction is a summary cognitive and affective reaction to a service incident or
sometimes to a long-term service relationship”. As it has been mentioned there
is a conflict between researchers concerning the definition and interrelation of
customers satisfaction and service quality (Chapter 3.6).

According to some researchers, there are different types of satisfaction. Stauss
and Neuhaus (1997), developed a qualitative satisfaction mo_del that took 'the
emotional, cognitive, and intentional dimensions of the satisfaction con.struct into
account and proposed specific satisfaction types such as stable, re3|.gr7ed and
demanding customer dissatisfaction. Demanding satisfied, st.ab.le satisfied and
resigned satisfied customers all describe themselves as satisfied, but are not
equally loyal to a company and their switching barriers are'cqmplietely different.
Furthermore, Parasuraman, Zeithaml and Berry (1988) distinguished between
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attribute satisfaction and information satisfaction which both influence customers
overall satisfaction with a product/service. Attribute satisfaction is consumer's
satisfaction with the product itself and information satisfaction is satisfaction with
the information used in choosing the product. Attribute and information
satisfaction are produced by a consumer’s assessment of the degree to which a

product’s performance is perceived to have met or exceeded his/her desires and
expectations.

In addition, there are various levels of satisfaction. As Kotler (1994), claimed a
customer can experience one of three broad levels of satisfaction. If the
performance falls short of expectations, the customer is dissatisfied. If the
performance matches the expectations, the customer is satisfied, if the
performance exceeds expectations, the customer is highly satisfied or delighted.

Customer dissatisfaction should be taken into consideration seriously when a
company wants to retain its customers because it is the major cause of churn.
Customer dissatisfaction was defined by Fornell and Wernerfelt (1 987), as a
state of cognitive/affective discomfort caused by an insufficient return relative to
the resources spent by the consumer at the stage of the purchase/consumption
process. Dissatisfied customers can react in various ways. As Fornell at al.,
(1996) stated, dissatisfied customers can exit (e.g. go to a competitor) or voice
their complaints in an attempt to receive retribution. In addition, as Hansen,
Swan and Powers (1996), claimed a dissatisfied customer can request the
company to resolve the problem, return products for replacements or refunds,
switch suppliers or take some other action that will weaken the supplier's
position in the marketplace such as negative word-of-mouth. Furthermore, as
Zeithaml, Berry and Parasuraman (1996) argued, indicators of dissatisfaction
include: different types of complaining (e.g. complaining to friends or external
agencies), contemplation of switching to competitors. An important issue which
should be taken seriously into consideration by companies is that customers
who have bad experiences with companies tell approximately 11 people about it
and those with good experiences tell just 6 (Hart, Heskett and Sasser, 1990).

Customer ° delight (or positive surprise), as opposed to mere
satisfaction/dissatisfaction, leads to better customer retention figures. Customer
delight can be achieved through a variety of strategies. As it has already been
mentioned customers are highly satisfied or delighted if companies perfqrmance
exceeds their expectations. As Jones and Sasser (1995), mentioned a
completely satisfied customer believes that the company excels in
understanding and addressing his/her personal preferences, valges, needs, or
problems. Thus, the degree of customer satisfaction plays. an |mpqrt§1nt role.
Customers who are not only satisfied but they are highly satisfied and
enthusiastic with the brand will repeat purchase and stay loyal. Researchers
such as Light (1997), Jones and Sasser (1995), Pavone (1995) anq.KotIer
(1994), argued that only delighted customers become loyal. In addition, as
Kordupleski, Rust and Zahorik (1993) supported customers who rate the
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service as good are only 50% likely to re-use it, whereas those who rate it as
excellent are 80% likely to re-use it. This was reinforced by Jones and Sasser
(1995) who reported that a study of the loyalty of retail-banking depositors found

that ‘completely satisfied' customers were nearly 42% more likely to be loyal
than merely 'satisfied' customers.

A significant number of researchers examined the antecedents of customer
satisfaction and proposed a variety of models concerning the formation of
satisfaction. Many of these researchers supported that disconfirmation is central
in the satisfaction formation. Disconfirmation as defined by Andreassen (1995),
consists actually of two processes: the formation of expectations and the
disconfirmation of those expectations. Other researchers who supported the
disconfirmation paradigm are Cardozo (1965), Engel, Blackwell and Miniard,
(1995), Andreassen (1995), Wirtz (1993), Oliver (1 980), and Olson and Dover
(1976) who claimed that when performance is better than consumers
expectations this results in positive disconfirmation and then high levels of
satisfaction and when it is worse than expectations this results in negative
disconfirmation and then dissatisfaction. Thus, according to these models
customer satisfaction is influenced by customers’ expectations, perceptions and
disconfirmation.

However, some researchers proposed also some other factors influencing
customer satisfaction. For example, Woodruff, Cadotte and Jenkins (1983)
replaced expectations with experience based norms. Spreng, MacKenzie and
Olshavsky (1996) posited that overall satisfaction is influenced by a consumers
attribute satisfaction and with information satisfaction.

On this basis, it can be concluded that many researchers explored the nature
and the formation of customer satisfaction. However it should be mentioned that
this study is not focusing on the formation of satisfaction but its aim is to identify
the factors influencing customers’ repurchase intention in the mobile telephony
sector. Satisfaction was examined in detail because it is a factor influencing
customers repurchase intention and this study aims to examine the relationship
between customer satisfaction and customer repurchase intention, thus
definition and measurement of customer satisfaction are essential. As previously
mentioned, a number of researchers maintained that customer satisfaction is a
transaction-specific assessment, however some researchers argued that it could
be examined meaningfully from both transaction-specific as well as global
perspectives. Thus, the measurement of customer satisfaction shou[d be done
on the basis of its definition, as it will be explained in the following section.

3.7.1 Measurement of Customer Satisfaction

Many companies measure customer satisfaction and in most cases it is
measured in the same way as service quality.
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As Devlin Dong and Brown (1993), argued, many companies measure
customer satisfaction rather than service quality In some cases single-item
scales are used to measure customer satisfaction however many researchers
use multi-attribute models to evaluate satisfaction which as it has been
mentioned is considered an evaluation of a transaction or sometimes of a long-
term relationship. As Johnson and Fornell (1991) stated if customer
satisfaction is treated as an abstract and theoretical phenomenon, it can be
measured as a weighted average of muiltiple indicators. In addition, Rust and
Zahorik (1993) claimed that the single-item scale might not capture the
complexity of customer satisfaction entirely, since it cannot provide information
on components and cannot assess various dimensions separately. Thus,
satisfaction studies tend to use multi-item measures of customer satisfaction
and as Wirtz and Bateson (1995), maintained, multi-attribute models are the
prevailing conceptualisation of the components in satisfaction models. Thus,
many companies conduct customer satisfaction surveys to measure customer
satisfaction based on multi-attribute models.

However researchers such as Bolton and Lemon (1999) and Hallowell (1996)
in their research studies measured satisfaction with one single self-report
measure, a conventional cumulative measure. As Yi (1990) claimed, a single
overall satisfaction measure is reasonably valid.

Therefore, when the aim is to measure customer satisfaction, a single-item scale
cannot capture the complexity of customer satisfaction and multi-item measures
should be used. In this research study, service quality will be measured primarily
with a multi-item measure. Therefore, customers overall satisfaction will be
assessed by using a single measure, a conventional cumulative measure, so as
not to augment the number of the questions in the questionnaire and tire the
respondents which as other researchers agreed is reasonably valid.

3.8 Conclusion

This literature review examined the several factor_s gffeoting customer
repurchase intention/loyalty. On the basis of these flndlngs the model of
customers’ assessments of the mobile telephony service will be formed.

There are many proxies for measuring customer loyalty, including repurchase
intention, positive word of mouth, increased spending.and others. For th_e
purposes of this study, consumers’ repurchase intention.wnl be measured and in
the final survey users intention to recommend their mobile operator to otlhers ywll
also be added so as to strengthen customers’ stated repurchase intention
measure. However it should be noted that customers stated repurchase
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intention does npt mean that they will actually repurchase. There are many other
factors (e.g. social pressures), which may refrain customers from repurchasing.

According to the literature, customer loyalty and service quality can be defined
as attitudes. Thus the formation of attitudes was examined and multi-attribute
attitude models that examine the formation of attitudes were analysed. Since
attitude is difficult to measure and can not be measured on a single item scale
and since according to the service management literature loyalty can also be
defined in behavioural terms, for the purposes of this study, loyalty will be
defined as behavioural loyalty, that is customers intention to repurchase.

The factors influencing customer purchase behaviour were examined on the
basis of the models proposed by a significant number of researchers. Many
researchers maintained that customers purchase intention is influenced by
customer satisfaction that is then influenced by service quality. Thus the
relationship is from service quality to customer satisfaction to purchase
intentions. However, some other researchers maintained that the relationship
runs from customer satisfaction to service quality to purchase intentions. Thus, it
can be seen that while recognising service quality and consumer satisfaction as
essential factors in determining customer purchase intention, there is conflict in
the literature concerning their interrelation in influencing purchase intentions.
Some researchers included also the concept of value in their models and
maintained that the relationship is from perceived quality, to perceived value to
customer satisfaction to customers’ purchase intentions. Other researchers
argued that there are also links between service quality, value and purchase
intentions. Value is considered of significant importance and many researchers
argued that the value construct should be included in models because it
increases the ability of the model to explain variance in consumers repurchase
intention. However, few of the existing models examined perceived value, thus
perceived value will also be examined in this study.

This literature review also separately examined the factors influencing customer
loyalty, that is service quality, service value and customer satisfaction. There are
inconsistencies in the literature concerning the conceptualisation of service
quality. Some researchers conceptualised service quality as a global
assessment similar to an attitude, others as a transaction specific assessment
and others argued that it can be examined from both transaction specific as well
as global perspectives. Thus, there is conflict in the literature concerning the
way service quality should be measured. Some researchers supported the
expectation-perception gap for measuring service quality, others supported the
use of perceptions only and others claimed that both mthods_coqu be u;ed
depending on the purpose of the study. If the purpose is to |dent|fy service
shortfalls then expectations also are needed. In this study service quality will pe
considered and measured as an attitude on the basis of the ldeal-Point
Multiattribute model. In addition, this study aims at explaining th_e dependent
variable of 'repurchase intention’, but the deficiencies in the mobile telephony
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service will also be identified, thus expectations will be used and they will

represent customers' beliefs about what a service provider should offer, that is
customer's ideal point at an infinite level.

The various components of service quality were also examined. These include
technical quality that is concerned with the outcome of the service encounter,
functional quality, which is concerned with the process of service delivery, and
reputational quality. These components are the basis for the formation of the
dimensions used for measuring service quality and applied to the instruments
measuring service quality that was also examined in order to chose the most
appropriate one to measure service quality in this study.

Thus, the existing Perceptions-Expectations gap models as well as the
performance-based models for measuring service quality were examined. The
SERVQUAL model (including expectations, perceptions and importance
weights) was preferred as the most widely applied and tested instrument. Other
methods including the Critical Incident Technique (CIT) and the Repertory Grid
Analysis (RGA) were also examined but they were rejected as not being suitable
for measuring service quality. An additional service quality measure was also
decided to use in order to assess the overall service quality received by users as
well as SERVQUAL.

Service value was also analysed in detail. Service value is an abstract concept
with meanings that vary according to context. Researchers share different views
concerning value and its determinants. According to the majority of the
researchers, value is influenced by service quality and price. However, some
researchers claimed that it is also influenced by customers’ expectations, by
disconfirmation experiences and risk. In this study value is conceptualised as
influenced by quality and price as the majority of researchers supported.
However, in the mobile telephony service value is also influenced by perceived
physical risk, since there are fears that mobile phones may damage hea|th,
because microwaves from cell phones may affect memory or even cause brain
tumours. Thus, physical risk will be included as influencing perceived value.

Another aspect of the literature review focused on the present distinetions
between service quality and customer satisfaction. There is no consensus in the
literature as to whether customer satisfaction and service quality are two
separate constructs or if they are related and how. The majority of researchers
embraced the viewpoint that they are separate constructs, however, fur_ther
research is needed to clarify this position. A number of researchers _marntarn‘e‘d
that customer satisfaction is a transitory judgement (a transaction-specific
assessment, whereas service quality is a form of attitude. Some researchers
argued that both service quality and customer satisfaction can be examrneq
meaningfully from both transaction-specific as well as glebal perspectives. As it
has been mentioned in this study service quality will be considered and
measured as an attitude.
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Customer satisfaction has also been investigated by a large number of
researchers. As previously mentioned, a number of researchers maintain that
customer satisfaction is a transaction-specific assessment, however some
researchers argued that it could be examined meaningfully from both
transaction-specific as well as global perspectives. Thus, in this study,
satisfaction can be defined at a relationship level. When the aim is to measure
customer satisfaction, a single-item scale cannot capture the complexity of
customer satisfaction and multi-item measures should be used. However, in this
study, service quality that is considered an attitude will be measured with a
multi-item measure rather than customer satisfaction. Customers overall
satisfaction will be assessed by using a single measure, a conventional
cumulative measure, so as not to augment the number of questions in the
questionnaire and tire the respondents, which as many researchers agreed is
reasonably valid.

On the basis of the above the model of customers assessment of the mobile
telephony service will be developed and presented in the following section.

106



CHAPTER 4

A MODEL OF CUSTOMER ASSESSMENTS OF THE MOBILE
TELEPHONY SERVICE

From the models described in Chapter 3.3, and the various and conflicting
views about the relationships between the factors influencing customer
purchase intention/loyalty, it was seen that the most important factors
influencing customers’ purchase intention include customer satisfaction, service
value and service quality. This is the backbone of the research model in this
study.

As has been mentioned by researchers such as Dabholkar, Shepherd and
Thorpe (2000), McAlexander, Kaldenberg and Koenig (1994), Taylor and
Baker (1994), Cronin and Taylor (1992), Woodside, Frey and Daly (1989),
Woodside Frey and Daly (1989), Parasuraman, Zeithaml and Berry (1988,
1985), customer loyalty is influenced by customer satisfaction that is then
influenced by service quality. Thus, the relationship is from service quality to
customer satisfaction to purchase intentions. However, some researchers such
as Bitner (1990), Bolton and Drew (1991) argued that the relationship is from
customer satisfaction to service quality to behavioural intentions, but Cronin
and Taylor (1992) although they also hypothesised in a similar way that
satisfaction is an antecedent of service quality, their results indicated the
opposite. As Parasuraman, Zeithaml and Berry (1994b) argued, according to
the service quality literature, service quality is a global assessment and
satisfaction a transaction-specific assessment and on the basis of this
distinction, some researchers have posited that an accumulation of transaction-
specific assessments leads to a global assessment and thus these researchers
concluded that the direction is from customer satisfaction to service quality. In
addition, Teas (1994) claimed that the fact that service quality is considered as
an attitude in most service quality research and customer satisfaction as a
transaction specific assessment in most customer satisfaction research, results
in conflicting perspectives. He argued that both service quality and customer
satisfaction can be examined meaningfully from both transaction-specific as well
as global perspectives. This is a viewpoint embraced by other researchers such
as Parasuraman, Zeithaml and Berry (1994b). Anderson and Fornell (1994),
Bitner and Hubbert (1994) and Rust and Oliver (1994) who also supported
that both service quality and consumer satisfaction exhibit. global . an'd
transaction-specific forms. For the purposes of this study, service quality is
operationalized as an attitude and customer satisfaction is defined at a
relationship level, that is customers’ overall satisfactlo.n with the mobile
telephony service is assessed. As seen above this view is supported by the
most current research results.
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A group of models included the concept of perceived value in the chain of the
relationships leading to customer loyalty/intention and supported that the
relationship is from perceived quality, to perceived value to customer satisfaction
to behavioural intentions (Chapter 3.3.3). Specifically researchers such as
Liljander and Strandvik (1995), Patterson and Spreng (1997), Storbacka,
Strandvik and Grénroos (1994) included the concept of perceived value in the
chain of these relationships and supported that the relationship is from
perceived quality, to perceived value to satisfaction to behavioural intentions. In
addition, Zeithaml (1988), Cronin et al. (1 997), Chang and Wildt, (1994) also
supported the link from perceived quality, to value to purchase intentions,
however they did not examine satisfaction. In this study the value concept is
examined because as researchers including Storbacka, Strandvik and
Gronroos (1994), Liljander and Strandvik (1995), Patterson and Spreng
(1997) maintained, it is of significant importance since it may alter the direction
(satisfied/dissatisfied) and the degree or intensity of satisfaction/dissatisfaction
experienced by customers. Furthermore, Dodds, Monroe and Grewal, (1991)
developed a model and used perception of value in a pre-purchase situation and
maintained that value might directly influence willingness to buy since
consumers may refrain from purchasing a product if the price is outside their
range or the price signals that the quality is inferior. Thus, it can be concluded
that there are also links between value and purchase intention, that will be
examined in this study. |

A number of researchers including Storbacka, Strandvik and Grénroos
(1994), Bolton and Drew (1991), Chang and Wildt (1994), Fornell et al
(1996), Patterson and Spreng (1997), Ravald and Gronroos (1996), Drew
and Bolton (1987), Cronin, Brady and Hult (2000), Zeithaml (1998) defined
value as influenced by service quality and price. Fornell et al (1996), supported
that value is also influenced by customers expectations. Boiton and Drew
(1991) maintained that value is also influenced by disconfirmation. Some
researchers claimed that non-monetary costs also influence value. Cronin,
Brady and Hult (2000) and Storbacka, Strandvik and Gronroos (1994)
argued that perceived sacrifice influences value. Perceived sacrifice can include,
apart from price, also the time and effort needed, acquisition cqsts and other
costs, including risk. Researchers such as Peterson and Wilson (1985),
Lovelock (1983), Cronin, et al, (1997), Patterson and Spreng (1997) grgued
that value is influenced by perceived risk. In the mobile telephony service the
physical risk deriving from the radiation of the mobi_|e handsets can pe
considered a serious factor to be taken into consideration. As mentnoned in
(Chapter 2.2.1), according to research conducted at Bristol UniyerSIty there are
fears that mobile phones can damage health, because microwaves from
cellphones may affect memory, or even cause braiq tumours .(The No@hern
Echo, 1998). Thus, in this study the influence of perceived risk will be examined.

Other models (Chapter 3.3.4) supported that there is a link between seryice
quality and purchase intention. Researchers such as Headley and Miller
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(1993), Boulding et al (1993), Zeithaml, Berry and Parasuraman (1996),
Enngw and Binks (1996), Kangis and Zhang (2000), investigated the
relationship between service quality and behavioural intentions and supported
that there is a link between service quality and purchase intention. In addition,
McAlexander, Kaldenberg and Koenig (1994), supported the link between

service quality and purchase intention. Thus, in this study this link will also be
examined.

Service quality was measured by some researchers, such as Parasuraman,
Zeitham! and Berry (1985, 1988), Heskett, et al, (1994), Rust and Zahorik
(1995), Bolton and Lemon (1999) as an expectation-perception gap. However,
there are other researchers such as Cronin and Taylor (1992), Boulding et al,
(1993), Mazis, Ahtola and Klippel (1975), Brown, Churchill and Peter (1993),
Teas (1993b), Bolton and Drew (1991), Babakus and Mangold (1992),
Babakus and Boller (1992), Patterson and Johnson (1993) who claimed that
the use of perceptions is the only operationalization to measure service quality.
Although there are some cases where expectations make sense and are
needed. As Carman, (1990) maintained, for commonly used services such as
most retail stores, banks, bank credit cards, telephone service, restaurants, or
motels, the expectations of regular customers may be adequate. In addition, as
Zeithaml, Berry and Parasuraman (1996) claimed, both methods can be used
depending on the purpose of the study and if the purpose is to identify service
shortfalls accurately then expectations are needed. The purpose of this study is
to explain the dependent variable of ‘repurchase intention', however the
deficiencies in the mobile telephony service will also be identified, thus
expectations are needed. Since service quality will be measured as an attitude
on the basis of the Ideal-Point Multiattribute model, expectations will represent
the customer's ideal point at an infinite level.

On the basis of the examination of the literature and according to the existing
models, the main factors influencing customer purchase intention are service
quality, service value and customer satisfaction. This study will examine all the
factors revealed in the studies examined in the literature review, as influencing
customer repurchase intention/loyalty in the mobile telephony sector and yvill
propose a model. This model will be appropriate for services w.hich use high
technology equipment (as is mobile telephony). Mobile telephony is not the.only
service using high technology equipment, internet telephony, internet services,
e-commerce, and generally the e-services are also using high technolqu
equipment. In addition, on the basis of the discussion in the literature concerning
the relationships among the factors influencing customer repur.c.hase
intention/loyalty, the model that will be postulated will be tested empirically
through a survey in the sector of mobile telephony.

The factors revealed as influencing customer repurchase intention/loyalty such

as service quality, service value and customer satisfactipn will be defined and
measured as presented previously. As it has been mentioned for the purposes
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of this study, service quality is operationalized as an attitude, thus it will be
measure.d as an attitude on the basis of the Ideal-Point Multiattribute model and
expectations are essential and they will represent the customer's ideal point at
an infinite level. In addition, expectations are necessary because the purpose of
this study is also to identify deficiencies in the mobile telephony service.
Customer satisfaction is defined at a relationship level, that is, customers’
overall satisfaction with the mobile telephony service is assessed. The value
concept is also examined because as mentioned above many researchers
argued that it is of significant importance. In addition apart from quality and
price, value is also influenced by perceived physical risk, because of the fears
expressed that mobile phones can damage users’ health.

4.1 The Research Model

Therefore, in order to examine the relationship between quality, value, customer
satisfaction and customers intention to repurchase in the mobile telephony
sector, a model has been developed on the basis of the literature. The model
describes the relationship between quality of service, service value, customer
satisfaction and repurchase intention. On the basis of this model, customers’
expectations about the mobile telephony service combined with their
perceptions after the actual service experience and the confirmation/
disconfirmation of these expectations together with perceived price and the risk
of using the service influence perceived value. Then perceived value influences
satisfaction that in turn influences repurchase intention. The proposed research
model presenting the factors influencing customers’ repurchase intention is
presented in Figure 8.

Figure 8: The Research Model

——

Perceived

Quality (P)

—eemf Percetved \ T T
R

N
~,

Custorrer Repurchase

Satisfaction

-\ Intention

Source: Blery (2003)

110



The proposed model for estimating the influences on repurchase intention has
been fprmed on the basis of the literature presented in CHAPTER 4. Perceived
va]ue is influenced by expected and perceived quality, the P-E difference and
price .and risk to acquire the service. Customer satisfaction is influenced by
perceived value and repurchase intention is influenced by customer satisfaction.
Repurchase intention is also influenced by expected and perceived quality, the
P-E difference, price and risk to acquire the service and by perceived value.

However, in this study the correlations between the above variables will be
examined and it should be mentioned that correlation does not imply causality.
When Variable A is correlated with Variable B, it does not mean that Variable A
causes Variable B. In the case that two things are similar, or there is an
association between them it does not necessarily mean that one causes the
other. Thus, correlation does not provide any evidence for causality, association
does not mean causation and thus we cannot talk about cause and effect. The
association of the dependent variable ‘repurchase intention’ with the
independent variables ‘service quality’, ‘service value’ and customer satisfaction
will be examined.

Service quality will be measured on the basis of customers’ expectations and
perceptions by using a multi-attribute specific measure. It will also be measured
with a single-item overall measure, that is a direct question about the overall
quality estimated by customers after having used the service which will be
included in the questionnaire developed for the research survey. ‘Risk to use the
service’, will be measured by a separate check question in the questionnaire
and it is expected to have a negative affect on perceived value. ‘Perceived Price’
will be measured by another question in the questionnaire and it is expected to
have a negative effect on perceived value. ‘Perceived Value’ will be measured
with a single-item overall measure, a direct question about the overall value
estimated by customers. ‘Customer satisfaction’ will also be measured with a
single-item overall satisfaction measure in the questionnaire (Chapter 5.1.5).

4.2 The Research Hypotheses

Research hypotheses need to be based on certain principles in ordgr for them to
show a reasoned approach to the research project and its associated issues.
For this reason, the formation of the research hypothesis is based on.the C‘Ian.ty
of approach found in Goubil-Gambrell (1992), who argued the follqwmg criteria
need to be taken into consideration: to be conceptually c_Ie;ar, with concepts
defined operationally; to have empirical referents; to be specific so .that it can_be
determined whether they are testable; to be related to available testing
techniques; to be related to a body of theory.
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On this basis, the research hypotheses are presented below:

Hypothesis No1
The null hypothesis:

Ho1: Perceived value of a mobile telephony company is not influenced by
expected service quality

Hi: Perceived value of a mobile telephony company is influenced by expected
service quality

Hypothesis No2

The null hypothesis:

Ho2: Perceived value of a mobile telephony company is not influenced by
perceived service quality

H2: Perceived value of a mobile telephony company is influenced by perceived
service quality

Hypothesis No3

The null hypothesis:

Hos: Perceived value of a mobile telephony company is not influenced by the
difference of perceived service quality and expected service quality (P-E)

Hs: Perceived value of a mobile telephony company is influenced by the
difference of perceived service quality and expected service quality (P-E)

Hypothesis No4

The null hypothesis:

Hos: Perceived value of a mobile telephony company is not influenced by
perceived price

Ha4: Perceived value of a mobile telephony company is influenced by perceived
price

Hypothesis No5
The null hypothesis: ‘ .
Hos: Perceived value of a mobile telephony company is not influenced by the risk

of using the service . .
Hs: Perceived value of a mobile telephony company is influenced by the risk of

using the service
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Hypothesis No6

The null hypothesis:

Hos: Customer satisfaction of a mobile telephony company is not influenced by
perceived value

He: Customer satisfaction of a mobile telephony company is influenced by
perceived value

Perceived Custormer
Value Satisfaction

Hypothesis No7

The null hypothesis:

Ho7: Repurchase intention is not influenced by customer satisfaction
Hs: Repurchase intention is influenced by customer satisfaction
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Customer Repurchase
Satisfaction Intention

Hypothesis No8

Hypothesis No8.1

The null hypothesis:

Hos.1: Repurchase intention is not influenced by:
a. Perceived service quality,
b. Expected service quality
c. The (P-E) difference

Hs.1: Repurchase intention is influenced by:
a. Perceived service quality,
b. Expected service quality
c. The (P-E) difference

N

Perceived

Quality
Diff (P-E) (" Repurchase
|
...................................... E Cd
Quality

Hypothesis No8.2
The null hypothesis:
Hos.2: Repurchase intention is not influenced by:
a. Perceived service value
b. Perceived price
c. The risk of using the service
Hs2: Repurchase intention is influenced by:
a. Perceived service value
b. Perceived price
c. The risk of using the service
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In order to test these hypotheses, a method was developed based on existing
theoretical methodology/studies. However, where necessary, existing/standard
tools were adapted so that they were more effective for the mobile telephony
sector. The next chapter will look at the design of the sample for the survey that
will alow for the empirical testing of the proposed model, and the methodology
for the analysis of the survey data.
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CHAPTER 5
METHODOLOGY

In this section the methodology used to conduct the research for this study is

presented. First the methodological issues are examined and then the methods
applied are presented.

The methodological issues include a theoretical analysis of issues concerning
social research and the selection of the research approach for this study. In
addition they include, the sampling plan (the sampling unit, the contact method
that will be used and the sampling procedure), the selection of the research
instrument for this study and the process of its adaptation for the mobile
telephony sector. The actual research methods section will first present the in-
depth interview format used to conduct interviews with marketing executives
from the mobile telephony sector in order to adapt SERVQUAL, the chosen
research instrument for carrying out this research, specifically for the mobile
telephony sector. This is followed by the pilot survey carried out to test the
selected research instrument and check the reliability and validity of
SERVQUAL. This is necessary in order to adapt SERVQUAL further and to
calculate the appropriate sample size for the final research survey. Then, focus
group research was conducted in order to further adapt SERVQUAL and to
compare the final research survey results in order to strengthen their validity.
Finally the questionnaire of the final survey research is presented as well as the
reliability and validity assessment of the adapted SERVQUAL instrument on the
basis of the final survey data and the statistical elaboration of the data.

5.1 Methodological Issues

In order to create a consistent and reproducible piece of research, there needs
to be a sound theoretical basis for the selection of the various tools needed for a
particular piece of research. The next section will examine the theoretical issueg
concerning social research and the selection of the research approach for this
study.

5.1.1 Social Research

Social research is more than a collection of methods and a process for.creatlng
knowledge; it is a process for producing new knowledge about the social w'orld
that uses a scientific approach. Research comes in sevgral shapes and sizes
and the specific type of the research should be decided. There are four
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dimensjons of social research, the purpose of doing it, its intended use, how it
treats time and the research techniques used in it (Newman, 2000).

In defining purpose, research can be exploratory when its purpose is to explore
an idea and become familiar with the basic facts, settings and concerns. It can
also be descriptive when it presents a picture of the specific details of a
situation, social setting or a relationship. Furthermore, it can be explanatory
when it concerns an issue already known and described and there is the
question of why things are the way they are. This study is a social study, it is
also exploratory and its purpose is to identify the factors influencing customer
repurchase intentions in the Greek Mobile Telephony market.

Concerning the use of the research, some researchers are engaged in basic
research and focus on using research to advance general knowledge and seek
an understanding of the fundamental nature of social reality. Others are
engaged in applied research and primarily want to apply and tailor knowledge to
address a specific problem. Thus basic research advances fundamental
knowledge about the social world and applied research attempts to solve
specific policy problems or help practitioners accomplish tasks (Newman, 2000).
This study addresses a specific problem and it is an applied piece of research.

The treatment of time is another dimension of social research. There is cross-
sectional research that takes a snapshot approach to social work and
researchers observe one point in time, which is the simplest and the least costly
alternative. In addition, there is longitudinal research where researchers
examine features of people or other units at more than one time. In longitudinal
studies expectations are collected before usage and perceptions are gathered
after usage. It is more complex and more costly than cross-sectional research,
but it is also more powerful, especially when researchers seek answers to
questions about social change. In this study a cross-sectional setting will be
adopted and the reasons were explained in detail in Chapter 3.4.2.4.2.

In the following section concerning the fourth dimension of social research, the
research techniques actually used will be presented.

5.1.1.1 Qualitative and Quantitative Data Collection Techniques

The different types of data collection techniques used in social resqarch will be
examined in this part in order to substantiate the choices made for this particular

piece of research,

The techniques used by researchers to collect data can be grpuped in two
categories (Newman, 2000): quantitative, that is collecting data In the form of
numbers and qualitative, that is collecting data in the form of words or pictures.
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As Goubil-Gambrell (1992) stated, quantitative research attempts to quantify
key aspects, or variables, of a situation and relate them to one anocther.
Qualitative research is descriptive in nature and its purpose is to identify key
variables in a given situation that may prove useful in framing questions to be
explored further, by qualitative research or by other methods.

According to Newman (2000), quantitative research can be done through:

a) Experimental research, which can be conducted in laboratories or in real life
and it usually involves a relatively small number of people and addresses a
well-focused question.

b) Surveys, where the researcher asks people questions in a written
questionnaire. In survey research the researcher asks many people
numerous questions in a short time period. Surveys give the researcher a
picture of what many people think or report doing.

c) Content analysis, which is used for examining information or content in
written or symbolic material. This allows the researcher to discover features
in a content of large amounts of material that might otherwise be unnoticed
and it is used mostly in descriptive research

d) Existing statistics research, where the researcher locates a source of
previously collected information, often in the form of government reports or
previously conducted surveys and reorganizes or combines the information
in new ways to address a research question.

Quantitative research as mentioned above is divided into two groups: single
point in time (cross-sectional research) versus multiple time points (longitudinal
research).

Qualitative research can be done through:

a) Field research, where most researchers conduct field studies on a small
group of people for some length of time and they take detailed notes.

b) Comparative historical research, which examines aspects of social life in a
past historical era or across different cultures.

Quantitative and qualitative researches differ in many ways but they also
complement each other in many ways. One of their differences comes from the
nature of the data. Soft data in the form of impressions, words, sentences,
photos, symbols and so forth dictate different research strategies qnd data
collection techniques than hard data in the form of numbers. Ar_wother dlffere_nce
is that qualitative and quantitative researchers often have varying assumptions
about social life and different objectives. Aimost all quantitative researchers rely
on a positivist approach to social science. They are Ii_kely to use a technocratic
perspective apply ‘reconstructed logic’ and follow a linear res.ear.ch path. 'They
speak a language of ‘variables and hypotheses’. Most quantitative tgchr_uques
are data condensers. They condense data in order to see the big picture.
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Qualitative methods are data enhancers and it is possible to see key aspects of
cases more clearly. Quantitative researchers emphasize precisely measuring
variables and testing hypotheses that are linked to general casual explanations.
Qualitative researchers by contrast often rely on interpretative or critical social
science. They are more to use a transcendent perspective apply ‘logic in
practice’ and follow a non-linear research path. Qualitative researchers speak a
language of ‘cases and contexts’. They emphasize conducting detailed
examinations of cases that arise in the natural flow of social life. They usually try
to present authentic interpretations that are sensitive to specific social-historical
contexts. Although both styles share basic principles of science, the two

approaches differ in significant ways. However, the two styles can be
complimentary (Newman, 2000).

To collect data for this study both quantitative and qualitative methods were
applied. From the quantitative data collection techniques, survey methodology
was selected and from the qualitative, field research will be conducted and in
particular focus group research. The reasons for this selection are explained in
Chapter 5.1.2.

Another aspect of setting up a research project is what kind of theoretical
approach to use. The next section of social research approaches will examine
this.

5.1.1.2 Deductive Versus Inductive Approaches

In this section some basic differences between the deductive and the inductive
approach of building and testing a research theory will be presented.

For conducting good research the value of theory is essential, thus, researchers
who proceed without theory rarely conduct top-quality research. Researchers
can approach the building and testing of theory from two directions, the
deductive and the inductive approach (Newman, 2000).

According to Gill and Johnson (1991), a deductive research method entails the
development of a conceptual and theoretical structure prior to its testing through
empirical observation. Deduction begins with abstract conceptualisation and
then moves on to testing through the application of the theory so as to create
new experiences of observation. The important things in deduction are the logic
of deduction and the operationalization process and how this involves the
consequent testing of the theory. The process of deduction encompasses the

following steps:
1. Theory/hypothesis formulation.

2. Operationalization (translation of abstract concepts into indicators of
measures that enable observation to be made).
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3. Testing of hypothesis/theory through observation of the empirical world.

4, Falsi_fication and discarding theory or creation of laws that explain past and
predict future observations.

Within the deductive tradition the theory once tested is assumed to be
established as a valid explanation.

The theory/hypothesis formulation approach is called the hypothetico-deductive
method. It emphasises that what is important in ‘science’ is not the sources of
the theories and hypotheses that the scientist starts out with, rather it is the
process by which those ideas are tested and justified that is crucial. The
hypothetico-deductive approach is intimately bound up with what is often termed
‘positivism’ (Keat and Urry, 1975).

Positivism sees social science as an organised method for conducting deductive
logic with precise empirical observations of individual behaviour in order to
discover and confirm a set of probabilistic casual laws that can be used to
predict general patterns of human activities. Positivism arose from the
nineteenth century by the founder of sociology by the French, August Comte. It
is associated with many specific social theories. Positivist researchers prefer
precise quantitative data and often use experiments, surveys and statistics.
Many applied researchers embrace positivism and it dominated the articles of
major sociology journals (Newman, 2000).

Furthermore, as Keat and Urry (1975) stated, social sciences, in order to
advance, must follow the hypothetico-deductive methodology. In addition, the
knowledge produced and the explanations used in social sciences should be the
same as those proffered by the natural sciences and social scientists should
treat the social world as if it were the same as the natural world.

The logical ordering of induction is the reverse of deduction. It involves moving
from the ‘plane’ of observation of the empirical world to the construction of
explanations and theories about what has been observed and it is in sharp
contrast with deduction. The modern justification for taking an inductive
approach in the social sciences is based on the following arguments (Gill and
Johnson, 1991):

1. Explanations of social phenomena are relatively worthless unless they are
grounded in observation and experience. . .

2. Rejection of the construction of covering-laws that explain past gnd prgdlc_:t
future observations through causal analysis and hypothesis testing. Thns is
considered adequate only for natural sciences and not for social sciences
because there are fundamental differences between the subje_ct matter Qf the
social sciences (human beings) and the subject of natural sciences (animals
and physical objects).
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Inductivists, therefore, reject the stimulus-response mode! of human behaviour
that is built into the methodological arguments of positivism. In their opinion the
deductive researcher prior to conducting empirical research, formulates a
theoretical model of the behaviour of interest that is then tested. Hence imposing
an external logic upon a phenomenon that has an internal logic of its own. It is
the discovery of this internal logic through empirical research that is the concern
of many supporters of induction in the social sciences.

In thi.s study, the hypothetico-deductive approach will be applied, because as
mentioned, many applied researchers embraced positivism and it has
dominated the articles in major sociology journals.

On the basis of the theory presented in this section, the final methods selected
for use in this study will be presented in the following section.

3.1.2 The Selection of the Research Approach

This study is exploratory in nature since its purpose is to explore an idea and
become familiar with the basic facts, settings/concerns and it is also applied
research, addressing a specific problem.

A cross-sectional design will be applied as part of the main study. A cross-
sectional setting was preferred because it needs less time and it is less costly
and it was possible to afford it within the framework of this thesis (Chapter
3.4.2.4).

The hypothetico-deductive approach which is bound up with ‘positivism’ will be
applied here. As mentioned, many applied researchers embraced positivism and
it dominated the articles of major sociology journals. In addition, Keat and Urry
(1975) stated that, to advance, social science must follow the hypothetico-
deductive methodology.

To collect data for this study both quantitative and qualitative methods were
applied. From the quantitative data collection techniques, the survey
methodology was selected because surveys give the researcher a picture of
what many people think or report doing. This study is dependent on peoplg's
assessment of the mobile telephony service they receive and on how they use it.

As has been mentioned above, quantitative and qualitative researches differ in
many ways but they also complement each other in many ways. As some
researchers argued, survey research does not always give reliable resglts. As
Watts (2000) argued, surveys rely on the questions as asked .and are rife with
assumptions and the wording may be interpreted in a variety of ways. In
addition, Ennew, Reed and Binks, (1995) mentioned that there are problems in
the survey methods that arise from response sets and from the aggregation and
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averaging of consumers' preferences and perceived performance and averages
do not necessarily represent the views of anyone. Furthermore, Murfin
Schlegelmilch and Diamantopoulos (1995), argued that in many cases’
surveys gather answers showing the majority of respondents are satisfied. In
gddition, Peterson and Wilson (1992) agreed that the majority of respondents
In customer satisfaction surveys rate the service highly and, as a result, a
considerable proportion of these seemingly satisfied respondents are not, in fact
loyal. Therefore, although a firm might appear to rate highly in a survey,
customer loyalty may not be high. According to Bennington and Cummane
(1998), a survey rarely represents the customer viewpoint in a useful manner
and should be replaced by more aggressive and personalised ways of
representing the customer's perspective. Surveys do not allow for the subtleties
that really define customer voice and many questions are closed-ended (that is
respondents must choose among a predefined set of answers). Survey-based
methods may not produce responses that are genuine, and the survey cannot
really tap into the "mind-sets' of the respondents in the same way as the focus
group. As Newman (2000), argued, most quantitative techniques are data
condensers and condense data in order to see the big picture. Qualitative
methods are data enhancers and it is possible to see key aspects of cases more
clearly.

Thus, focus group research has advantages over surveys. As Danaher and
Haddrell (1996) argued, some respondents may not feel they have been able to
articulate their service perception adequately on a categorical scale in a survey
research, whereas they can communicate their feeling in detail in an open-
ended question, especially if they have received poor service. Furthermore, as
Churchill (1991) argued, in focus group research, the management staff can,
with permission, observe the process.

However, it is not wise to only use focus group research in this study because it
cannot reassure the generalisation of the results and there are some other
drawbacks. As Bennington and Cummane (1998) argued, much of the
information lacks focus and relies on small sample sizes (usually 8-12
participants per group). Responses are coded in a simple, undifferentiated way
and rarely manage to get underneath broad categories. There are also prob!ems
including the selection of the participants and effects caused by individual
participants who attempt to monopolize the discussion. Furthermore,. as Watts
(2000) argued, the very act of being in a discussion group affects attitudes and
reported behaviours and companies should not rely primarily on focus groups.

The generalisation of the results is crucial in this study, since it aims gt denymg
conclusions concerning the factors influencing customers’ repurchase intentions
in the Greek mobile telephony sector as well as the service shortfalls. Thgse
results might then be possible to generalise and should then be representative

of the whole sector.
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Summarising the research survey will gather data concerning expected and
perceived service quality by the users, as well as service value. customer
satisfaction and the users’ repurchase intention. Prior to the mai’n research
survey, a pilot research survey was planned in order to test the research
instrument, which is to test the questionnaire, the sequence of the questions and
the wording and to make sure that the questionnaire is fully understood by the
respondents, so as to ensure the successful completion of the final survey. In
addition, the pilot survey will assess the reliability and the validity as well as
enabling the SERVQUAL scale to be further adapted to suit the specific
environment of the study. The pilot survey is also necessary for the calculation
of a representative sample size for use in the final research survey.

In the focus group research just before the final survey, a number of people are
gathered together to discuss certain topics. The aim of the focus group is to
adapt the SERVQUAL instrument further before the final research survey and
compare the findings and strengthen the validity of the results of the final
research survey.

Therefore, it can be concluded that both qualitative and quantitative methods
including focus group research and survey research will be applied, since they
are complementary, in order to validate the reliability of the results of this study.

5.1.3 The Sampling Plan

After deciding about the research approach, the design of the sampling plan
follows. Sampling plan involves three decisions. The first is the sampling unit
(who is to be surveyed), the second is the sample size, (how many), and the
third is the sampling procedure (how they will be chosen). A representative
sample of the total population of the Greek mobile telephony users should be
drawn in order to ensure that the findings will be generalizable, that is, have
population validity.

5.1.3.1 The Sampling Unit

The target population for this study is the Greek mobile telephony users. These
users are customers of the three Greek mobile telephony operators and they
form the sampling unit.

However, there are some doubts whether the population members Qf thg
prepaid mobile telephony can be included in the sample of this study since it
examines value. Thus, in the following this issue will be examined in detail.

Mobile telephony services can be priced in two ways: a tvyo-part price plan with
a fixed and variable per minute of use component; and different rate plans (on
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the basis of a contract) and a prepaid fixed payment. Customers with a contract
can choose the level of usage and the specific service features that suit their
needs and they can discontinue the service at any time. Customers pay a
monthly as well as a usage-based fee for the service, according to the rate plan
they have chosen and they may also pay an initial fee to purchase the handset.

The rate plans tend to be tailored to different usage patterns and the total cost
spent by the customers depends on usage.

Concerning prepaid telephony, customers pay a fixed amount to buy certain
usage time in advance and they can spend it sooner or later according to usage.
Prepaid mobile telephony only helps customers to control the amount they
spend and not to exceed their budgets. As Heath and Soll (1996) stated,
research has shown that customers often set budgets for categories of
expenses. The importance of not exceeding budgets was cited in Thaler's
(1985) model of consumer choice, that postulates that people will be more
sensitive to losses than to gains, which suggests that customers may weigh
payments that are over-budget more heavily than payments that are under-
budget (Bolton and Lemon, 1999). Thus, in the case of prepaid mobile
telephony customers do not give a fixed amount per month or per year
independent from usage and so they do not evaluate the exchange as more
equitable (Heath and Fennema 1996). Consequently, in the case of prepaid
mobile telephony, customers can also assess the price and the value they are
receiving. The only difference is that they can control the amount spent each
month and so as not to exceed the budgets they have set. Furthermore, prepaid
mobile telephony users represent a major part (about 58% in 2000) of the total
users of the three Greek operators.

Thus, customers using prepaid mobile telephony were included in the sample.
However only customers paying the service themselves were selected because
if others pay for them (e.g. their companies), they are not able to assess the
value they receive. In addition, in order to ensure that the respondents would be
familiar with the service, only respondents who had subscribed to the service for
at least three months were included.

5.1.3.2 The Sampling Procedure

The sampling procedure provides the method by which the respondents are
chosen. In this study respondents will be a small subset, but they should
represent the total target population of the Greek mobile telepho.ny users. The
aim of choosing a representative sample is to be able to generalise the results
obtained from this sample to the total population.

A representative sample enables the researcher to describe the population by

using the results obtained from the selected sample.. A sample represents .the
population when it exhibits the same characteristics as the population.
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Sometimes researchers use selection procedures that over- or under-represent

some segments of the population. There are various sampling methods which
are presented in Figure 9.

Figure 9: Sampling Methods

~ Sampling Methods

< .

Nonprobablility sampling

Probability sampling

/ . / \ \Cluster
Simple random (Area) sample

Judgement sample sample
Quota sample Stratified

Random sample
convenlence sample

Source: Kotler (1994)

In Figure 9 it can be seen that there are mainly two sampling methods,
probability sampling and non-probability sampling. As Calder (1998), stated the
term ‘probability sample’ implies that it is possible to say what the probability of
selection is of each member of the total population. The defining feature of non-
probability samples is that it is not possible to say what is the probability of
selection of each member of the population being studied. Thus, it is not
possible to give a statistical measure of the error attached to any prediction of
population characteristics (known as the sampling error). Sampling error is the
term used to describe the difference between the results obtained from a full
census and the results obtained from a sample.

There are three types of probability sampling, simple random sample, stratified
random sample and cluster (area) sample. In the case of simple random sample
every member of the population has a known and equal chance of selection. In
stratified random sample, the population is divided into mutually exclusive
groups (such as age groups) and random samples are drawn from each group.
In cluster sample the population is divided into mutually exclusive groups (sgch
as blocks) and the researcher draws a sample of the groups to interview
(Kotler, 1994).

As mentioned, in non-probability sampling it cannot be ascertained that each
member of the population has a chance of being included in the s.amp|e.
However, the reason of choosing it is convenience because in th|§ way
participants who are available at the time of a survey and are willing to
participate can be found.

There are three types of non-probability sampling, Coqvenience sampling,
judgement sampling and quota sampling. In the case of judgement sampling
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judgement is used in order to select population members who are good
prospects for accurate information. In the case of convenience sampling the
researcher selects the most accessible population members from which to
obtain information (Kotler, 1994). As Calder (1998) argued convenience or
haphazard or opportunity samples, are samples which are selected primarily on
the basis of accessibility or convenience. In quota sampling the researcher finds

and int_erviews a pre-described number of people in each one of several
categories (quotas).

In this _study in the pilot survey non-probability sampling and in particular both
convenience and judgment sampling were used. The reason was that when the
pilot survey was conducted there were no lists available of all the mobile
telephony subscribers to choose respondents randomly. However, in the final
survey probability sampling was used.

5.1.3.21 The Pilot Survey Sampling Procedure

The main aim of the pilot survey was to identify a representative sample for the
final survey as well as to adapt the SERVQUAL scale further and check the
questionnaire before it would be used for the final survey.

As it has been mentioned during the pilot survey it was not possible to obtain a
random sample from the three Greek mobile telephony operators. Thus, the
sampling procedure for the pilot survey was done on the basis of both
judgement and convenience sampling methods. After the interviews
respondents were asked to suggest other users who could give the information
asked. The advantages of convenience sampling are the speed with which
information can be collected and the accessibility or convenience it represents.
Therefore, the most accessible population members were selected, however, on
the basis of some criteria.

The 100 respondents of the pilot survey were first selected proportionally from
the three Greek mobile telephony operators according to their market share. As
mentioned in Chapter 2.3, in September 1999 Panafon/Vodafone had 46%,
Telestet had 31% and Cosmote had 23%. In addition, respondents were not
selected only from Athens, but also from the other three biggest cities in Greece,
Thessaloniki, Patra and Larisa (50% from Athens, 25% from Thessaloniki and
the rest 25% divided between Larisa and Patra). The proportion of respondents
chosen from each one of these cities was proportional to the population of the
wider areas of each one of these cities. Thus, the sampling unit for the pilot

survey consisted of :
1. Users with both personal and business usage.

2. Users who paid their bill themselves, so that they would be able to assess
the value they are receiving.

126



3. Users who had been using mobile phones for at least three months, so as
to ensure that they would be familiar with the service |

Men and women almost equally divided in number.

Residents of one of the 4 largest cities in Greece: Athens, Thessaloniki

Patras and Larisa. |

6. Customers of the three Greek mobile telephony companies: Panafon,
Telestet and Cosmote. The proportion was analogous (as much as
possible) to the market shares of each company.

o &

Thg sample fpr the pilot study can not be considered as representative of the
enjure population of the Greek mobile telephony users since it was not selected
using random sampling. However, the results of the pilot survey are not used in

this study to assess the proposed model and to derive conclusions concerning
the Greek mobile telephony population.

5.1.3.2.2  The Final Survey Sampling Procedure

In the final survey research, the names of the respondents were given by a
Greek market research company. The company had obtained these names from
another survey which was carried out in the Greek mobile telephony market in
2001, within the framework of a project run by the Greek Telecom Operator
(OTE) concerning the introduction of a DECT/GSM dual mode phone service.

In order to design the sample, the Greek market research company, applied the
random stratified sampling method. The company divided the mobile telephony
population in three different strata one for each one of the three Greek mobile
telephony operators and drew from each one of the strata random samples
proportional to the strata size.

According to the market shares of the three Greek mobile telephony operators in
2000, the strata were chosen as follows: PANAFON (44,5% of market share),
178 respondents, TELESTET (30,25% of market share) 121 respondents and
COSMOTE (25,25% of market share) 101 respondents.

However, it should be mentioned that the market shares of the Greek mobile
telephony operators changed rapidly due to the quick growth of Cosmote and by
March 2001 the market shares were much different (Panafon/Vodafone had
36.7%, Telestet had 27.6% and Cosmote 35.7%).

The market research company, asked the three Greek mobile telephony
operators to provide randomly names, addresses and phone numbers of a
predefined number of their subscribers. Mobile telephony operators draw
random lists of subscribers from their databases. To draw random samples an
ID for each subscriber is used and random numbers out of the total ngmber of
subscribers are selected, each number corresponding to a subscriber. An
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interval size’ is calculated by dividing the total number of subscribers with the
number of subscribers in the required sample. Then an integer between 1 and
the ‘interval size’ is selected randomly and each time the ‘interval size', is added
to generate the random sample out of the total population of subscribers.

However, each one of the operators was asked to supply some additional
subscribers because some of the respondents might not be willing to be
interviewed, or because they were far from the wider areas of the 4 cities where
the interviews were planned to take place. As a result, the final sample was not
quite random since some respondents were excluded.

5.1.3.3 Estimation of the Sample Size for the Final Survey Research

Determining a sample size is (theoretically) a mathematical calculation involving
the standard error obtained from the known sampling distribution, the precision
desired and the degree of confidence.

Z*S\
E

Z = Standardisation level indicating the confidence level.

Confidence level represents the percentage which specifies how confident you
are that the estimate of the population means falls within a particular range of
values known as confidence interval. In this case 95% confidence level, is
considered appropriate in order to obtain reliable results.

S = Estimation of the population standard deviation (calculated from the pilot
sample).

E = Magnitude of error (range of error). It is the maximum error that the
researcher considers acceptable. It can be specified in advance and only related
to the sample.

N =

The pilot survey will indicate an estimated standard deviation of the populgtion,
however, since the sampling procedure was not random, this estimation will be
verified by calculating the standard deviation from the data of the final survey.

5.1.4 The Contact Method

Contact method is the way by which respondents will 'be cqntgcted and in
surveys it can include personal, interviewing, telephone interviewing and mail
questionnaire (Kotler, 1994).

As Gorton and Doole (1989) claimed there is a greater non-response issue

with postal surveys than with other methods and also getting feedback is slow
due to the time required for mail and responses. Furthermore, as Bradley
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(1995) state_d in postal surveys if the questionnaires are not brief it is more likely
that there will be a problem to obtain a response. In addition mail surveys suffer
fro.m the absgnce of more subtle feedback which comes from 'body language'
voice intonation and unsolicited comments which may provide valuablé
information to the researcher (Vichas, 1982). As McAlexander et al (1994)
sta?ed consumers may be unable to distinguish between service quality and
§at|sfaction and this might suggest the need for additional conceptual grounding
in the thoughts and perceptions of consumers and this can be done more easily
in personal interviews. Furthermore, as Bennington and Cummane (1998)
argued mail surveys are often answered by the wrong people, e.g. the Chief
Executive Officer who gets the secretary to fill out the survey. In addition,

concerning telephone interviewing as Kotler (1994) stated the questionnaire
used must be brief.

On this basis, out of the existing contact methods, personal interviewing was
preferred for this study because the questionnaire was not brief and this method
would avoid a high non-response rate.

5.1.5 The Research Instrument for this Study

The research instrument selected for this study was a questionnaire (Appendix
IV), which is the most common instrument in collection of primary data. In order
to avoid criticisms of influencing outcomes, great care was exercised in the
wording of questions so that simple, direct and unbiased wording was used.

The questionnaire included the adapted SERVQUAL for measuring service
quality. It was adapted on the basis of personal in-depth interviews carried out
with the marketing executives of the three Greek mobile telephony operators,
the results of the pilot survey and after the contributions from the focus group
research. Thus, the questionnaire included the adapted SERVQUAL items
concerning customers’ expectations, customers’ perceptions as well as the
importance rating of these items. The questionnaire also included some
additional questions in order to assess, the proposed model and to identify the
factors influencing customers’ repurchase intention in the mobile telephony
sector. These questions were formulated on the basis of the existing literature.
Additional questions included overall service quality assessment, perceived
price, perceived risk, perceived service value, customer satisfaction and

repurchase intention.

Particularly, an overall service quality rating as a single item was added to the
questionnaire in order to compare it with the result of the SERVQUAL model :

e Overall evaluation of service quality received

To measure value the following questions were used:
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* The overall value (quality minus price) received
» The price charged for the service (low/high)
* The personal (physical) risk associated with using the service

Customgr satisfaction was operationalized with a single self-report measure, a
conventional cumulative measure, as follows:

» Overall satisfaction from the mobile telephony service very satisfied/very
dissatisfied.

For the purposes of this study, customer satisfaction is defined as the overall
measure of the customer's experience-based evaluation of the mobile service
provider. Bolton and Lemon (1999) and Hallowell (1996) also measured
satisfaction with a single self-report measure, a conventional cumulative
measure. As Yi (1990) claimed, a single overall satisfaction measure is
reasonably valid.

Repurchase intentions was also estimated with a single measure as follows:
* Intention to repurchase the service from the same mobile operator.

Another question was added to the questionnaire of the final survey research
concerning the intention of the users to recommend their mobile operator to
someone they know, friend or relative: “How likely would it be for you to
recommend your mobile operator to someone you know?”. This question as
explained in Chapter 5.2.4.1, would strengthen customers’ stated repurchase
intention measure.

As it has already been mentioned (Chapter 3.4.3.2.3) items that do not fit under
any of the five SERVQUAL dimensions e.g., items about customers' perceptions
of a service's cost, which should be included in the survey questionnaire, will be
treated separately in analysing the survey data since they do not fall under the
conceptual domain of service quality.

Questions concerning the respondents demographics such as age, gender,
occupation, education, family status, children, mobile operator, type of usage
and residence were also included. According to some researchers, customers
demographic characteristics influence loyalty. As Carson (19.98).cla|med
demographic characteristics such as income and househpid size mfluence
loyalty. For example loyalty rises with income, but declines with household size.
In addition, home-owners, middle-aged people and rural populations tend to be
loyal, while highly mobile populations are inherently d-isloyal because they
interrupt their business relations each time they move (Re!chheld 1991.3).. Thus,
in this study the influence of customers demographic characteristics on
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custqmer loyalty will be assessed for the mobile telephony service. However, the
questions concerning the respondents demographics were placed at the end of
the questionnaire because they are less interesting and are also personal. Thus
_they were asked last, so as not to tire the respondents at the beginning of thé
interview. In addition, during the interview respondents get to know the aim of
the research better and develop a rapport with the interviewer and it is easier for

them to answer these more personal questions after the interview since they feel
more confident.

The Greek version of the questionnaire was prepared using the back translation
method. It was first translated in Greek, and then translated back to English. As
Douglas and Craig (1983) claimed, back-translation, is a process involving
translation from the initial language by a bilingual who is a native speaker of the
language into which the translation is to be made. This version is then
retranslated back into the original language by a bilingual who is a native
speaker of the initial language.

Since questionnaires need to be carefully tested and debugged before they are
administered on a large scale (Kotler, 1994) the questionnaire was tested and
modified using quantitative and qualitative data during the pilot survey and the
focus group research which were conducted before the final survey.

5.1.5.1 The Scale

According to Alexandris and Palialia (1999), the term ‘scale’, consists of ‘effect
indicators’, that is items whose values are caused by an underlying construct.
The scale used in the pilot and in the final survey research in this study was a
five point Likert scale, ranging from 'strongly agree = 5' to 'strongly disagree = 1'.
This scale was developed by Rensis Likert and is frequently used for measuring
attitudes. The reasons that this scale was preferred are explained below.

Initially SERVQUAL had adopted a seven-point Likert or a nine-point Likert scale
rating scale to measure expectations and perceptions. In the scale only the
extreme points, i.e. 1 and 7/9, had verbal labels and some researchers such as
Lewis (1993) and Peterson and Wilson (1992) claimed that respondents might
actually be over-using the extremes of these scales which had verba! anchors.
As Lewis (1993), suggested this could be avoided by labelling each point.

Thus, it can be seen the existence of many points confuses the respondents and
they tend to overuse the extreme points. In addition, scales that have less than
five points have lower predictive power. As Devlin, Dong and Brown (1993),
claimed there is a loss of predictive power for scales with only a small number of
points and for example a five-point disconfirmation_ scale should have better
predictive validity than a three-point scale. They meqtloned that one drawback of
the five-point disconfirmation scale could be its use in telephone surveys, where
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respondents might have to be continually reminded of five rather than three
scale points, thereby increasing survey length and difficulty. There are
researchers who used a five point scale in their research and concluded that it
performed well. Babakus and Mangold (1992) during their research, applied
SERVQUAL and adopted a five-point Likert response format (ranging from
'strongly agree = 5' to 'strongly disagree = 1') instead of the original seven-point
scale format. This modification was based on the management team's
experience with previous surveys, which indicated that the five-point format
would reduce the frustration level of the respondents, and would thereby
increase the response rate and the quality of the responses. In addition
Danaher and Haddrell (1996), Ennew and Binks (1996) and Wirtz and
Bateson (1995) used a 5-point Likert scale and reported that it performed well.
As such, Kangis and Zhang (2000), in their research applied SERVQUAL and
used a 5-point scale to facilitate analysis. Furthermore, Lee, Lee and Feick
(2001), in their research survey among mobile users in France, used a five-point
scale. As Gilmore and Carson (1992) indicated, a five-point scale is just as
good as the others and that an increase from five to seven or nine points in a
rating scale does not improve the reliability of the ratings and thus, reliability is
independent of the number of scale points and they recommended the use of
the five-point disconfirmation scale.

In this mobile telephony study, the five-point Likert scale was adopted as it
would fulfil the aims of the study. Personal interviews were conducted so the
problem of respondents having to be constantly reminded of the scale as by
telephone would not arise.

5.1.5.2 The Adaptation and Quality Assessment of SERVQUAL

As it has been mentioned, for this study SERVQUAL needs to be adapted to
become industry specific (mobile telephony). As Parasuraman, Berry and
Zeitham! (1991) argued SERVQUAL can be used in its present form to assess
and compare service quality across a wide variety of firms or unit_s within a.furrr.],
however appropriate adaptation may be desirable when only a single service 1S
investigated and context-specific items can be used to supplement SERVQUAL.
Each new item, based on its content, should be classified under the most
appropriate SERVQUAL dimension to facilitate computation of 'the average gap
score for each dimension. Thus, great care needs to be taken in the adaptation

of the instrument.

Carman (1990) warned against importing SERVQUAL into service setting
contexts vf/ithoul modificatioa and validity checks. He argued that SERVQUAL
needs to be customised to the service in question in spite of the fact it was
originally designed to provide a generic measure that could pe appllgd to any
service. This may mean adding items or changing the wprdlng of items. He
advised managers to carefully consider which issues are important to service
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quality in their specific environments and to modify the scale as needed. Finn
and Lamb (1991) and Asubonteng, McCleary and Swan (1996) also claimed
that the variables for measuring service quality are not consistent across
industries. They advised managers to be aware that SERVQUAL is generic and,
as a result, they should consider which issues are very important to service

quality in their specific environments and modify the scale as needed to become
a more effective tool.

Patterson and Spreng (1997) had the key questions of the questionnaire they
used for their research examined by two academics skilled in questionnaire
design and familiar with the industry of professional business services. in
addition, Wetzels, et al (1995), supported the fact that the adaptation can be
done on the basis of literature study, in-depth interviews with management and
contact personnel and a pilot study. However, as Philips (1981) argued, high
level managers provide more reliable information than lower ranking managers.
In addition, Westbrok, Pedrick and Bush (1996) in order to develop a scale to
measure a firms’ quality orientation in the insurance sector after reviewing the
existing literature, conducted group meetings with senior level managers of a
large insurance company in the US. Furthermore, Donnelly and Shiu (1999), in
their research assessing service quality in a UK housing repairs service,
adapted SERVQUAL to the context of housing repairs service conducting a
focus group with nine individual tenants along with officials of local tenants
groups.

In the light of the above cautions, an initial evaluation of SERVQUAL was
undertaken before the main research survey, to ensure that SERVQUAL was
tailored to the research needs characteristic of the mobile telephony
environment. The SERVQUAL adaptation process was finalised into 3 stages:

1. Personal in-depth interviews with fifteen marketing executives of the three
mobile operators

2. A pilot research survey for quality assessment of SERVQUAL

3. Focus group research

5.1.5.2.1 In-depth Interviews for the Initial Adaptation of SERVQUAL

The in-depth interview is a type of data collection that extends anc_i formalises
conversation that is the most common form of data collection. It is different from
the in-person survey, where a fixed set of questions is administered verbally.
The in-depth interview, while focused, is discursive and'allows the regearcher
and respondent to explore an issue (Gunn, 2002a). The in-depth interviews are
the tool of choice in this study for the initial adaptation of SERVQUAL but also
for issuing the first questionnaire in the pilot survey.
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In-depth interviewing entails asking questions, listening to and recording the
answers, and then posing additional questions to clarify or expand on a
particular issue. Questions are open-ended and respondents are encouraged to
express their own perceptions in their own words. There are three basic
approaches to in-depth interviewing that differ mainly in the extent to which the

i2n(’;(e)r2v)iew questions are determined and standardised beforehand (Worldbank,

1. The informal conversational interview relies primarily on the spontaneous
generation of questions in the natural flow of an interaction. This type of
interview is appropriate when the interviewer wants to maintain maximum
flexibility to be able to pursue questioning in whatever direction appears
to be appropriate and it is not possible to have a predetermined set of
questions.

2. Semi-structured interviews involve the preparation of an interview guide
that lists a pre-determined set of questions or issues that are to be
explored during an interview. This guide serves as a checklist during the
interview and ensures that basically the same information is obtained
from a number of people. Yet, there is a great deal of flexibility and within
the list of topic or subject areas, the interviewer is free to pursue certain
questions in greater depth.

3. The standardised open-ended interview consists of a set of open-ended
questions carefully worded and arranged in advance. The interviewer
asks the same questions to each respondent with essentially the same
words and in the same sequence and does not permit the interviewer to
pursue topics or issues that were not anticipated when the interview
instrument was elaborated.

In-depth interviews should be executed and reported adequately and attention
should be given to critical details. Prior to interviewing, the researcher must
define the information required. This information should be incorporated into the
overall research framework. The information supplied by the interviews must
clearly relate to specific questions the research seeks to answer. The in-depth
interviews should be structured and all in-depth interviews require a format and
should follow a process. The in-depth interview requires a script or protocol and
detailed questions should be well-prepared to ensure that all issues are covered.
The interviewees should be informed about the aims of the research and the
content of the interview and should be asked to give permission to tape record
the interview. In case they do not agree written notes should be taken. A copy Qf
the notes or of the tape should be given to the interviewees if they want it.
Assurance of confidentiality and anonymity must always be given. In ad@tnon an
indication of the time needed for the interview should be givgn. !n an in-depth
interview the respondent must do 90% of the talking. Interylewmg sho‘uld be
paced, and focused on the respondent and if extgrnal |nfl.uences ln_trude
(telephone messages, etc.), the interview will not fulfil its potentna}. Immee.dnaje!y
after each interview it is mandatory that the interview is summarised while it is
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still 'fresh’. Follow-up by telephone can be useful if more questions arise. Usually
respondents wish to remain anonymous and the researcher must obtain written
permission to reveal their identity. As Kohli (1989) argued an advantage of the
anonymity of the respondents is that they give candid responses. The results of
these interviews can be presented with case studies, integrated reports which
blend the quantitative and qualitative data and segmented reports which can
separate the interview data from quantitative results (Gunn, 2002a).

In-depth interviews are used throughout research to determine individuals'
perceptions, opinions, facts and forecasts, and their reactions to initial findings
and potential solutions. In addition, as Gremler (1994) stated, in-depth
interviews have proven valuable in expanding current understanding in various
areas of consumer behaviour, including buyer and seller behaviour and word-of-
mouth behaviour.

For these reasons in-depth interviewing and in particular semi-structured
interviews was the method of choice for the first stage of the adaptation of
SERVQUAL (Appendix ). The aim of the interviews was to create an open
communicative environment where the top marketing executives of the Greek
mobile operators could positively help to make any necessary adjustments to
the measure. Their insights would be valuable since the interviewees have
specific knowledge of the Greek mobile telephony sector.

51.5.2.2 Focus Group Research for Further Adaptation of SERVQUAL

Focus group research was conducted in order to further adapt the SERVQUAL
instrument and assess the questionnaire of the final research survey.

The focus group is a common form of social and market research. These
interviews involve a group of around 5-12 participants, who are conducted
through a series of structured questions by a moderator. Focus groups are
useful for gathering information and determining the range of opinion and they
cannot be used to statistically weight information or to make assumptions about
the opinions of the larger population. As Bennington and Cummane (1998),
argued, the initial purpose of a focus group is to identify a comprehensive list of
attributes that are relevant to customers. In a focus group the respondents are
subjected to different treatments in order to capture cause and effect

relationships.

Elements of success of a focus group research include (Gunn, 2002b):

_ A clear agenda should be given to all participants for the group discussion,
with a topic familiar to all as well as time to all of them to react.

- Small groups are preferable because they attain a high comfp_rt level faster
and genuine opinion emerges earlier in the session. In addition, they can

135



take the time to consider all aspects, however, large groups with many
issues usually fail.

- Time should be given to listen to all participants and a focus group should
not be rushed because strangers take time to warm to each other. Highly
productive groups can take 3-4 hours. Thus, the setting should be
comfortable and participants should not feel compelled to remain beyond a
reasonable time.

- Homogenous group composition, that is similar groups, should be created
and certain criteria need to be used when selecting the participants so that
the results will be consistent across groups (Bennington and Cummane,
1998). Thus, similar respondents should be included in the group and it is not
recommended to combine for example rich and poor in the same group.

It is normal to use several groups to 'cover' a whole population. The recruitment
of the participants is usually done by telephone and they should be screened for
verbal ability, experience with the product/service, and willingness to be candid
about their opinions. Those who work in the client's area, in market research, or
who have been recent focus group participants should be eliminated. In addition,
setting is also important in a focus group. Many firms use central facilities with
one-way mirrors and sophisticated electronic recording equipment. Hotel rooms
and other meeting facilities can be quite acceptable venues for a focus group.
Furthermore, the agenda (also termed a ‘protocol') which will guide the group
discussion should also be determined. A moderator conducts the group through
all questions, although not necessarily in sequence. Focus groups are usually
audio-taped and participants must be informed both of the recording devices
and if they are being observed. Before the beginning, an introduction should be
given to the participants to explain to them the aims and the conditions of the
focus group research (Gunn, 2002b).

The role of the moderator is very important in a focus group. As Bennington
and Cummane (1998), argued, it is critical in terms of the impact of his/her
influence over both process and outcome. The moderator must have research
experience, and substantive knowledge of the field. As Gunn (2002b), claimed
in a focus group the moderator should ensure that all the participants enter the
discussion and everyone speaks; enlist the aid of dominant participants by
asking other persons to react to the dominant participants’ comments; mgdiate
conflict in case it arises among the participants, because they are unproductive.

In this study, four focus groups took place in the four largest cities in Qrgecg:
Athens, Thessaloniki, Patra and Larisa. These cities are the biggest cities in
Greece and their total population arrives up to the 40% of the whole Greek
population. Their geographical distribution covers all Greece because
Thessaloniki which is the second in size city, is located in the North, Patra whlqh
is the third in size city, is located in the South and Larisa which is the fourth in
size city, is located in Central Greece. Athens is the' capital of Greece and has
gathered about one third of the total Greek population. Each one of the four
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focus groups was composed of 8-10 subjects and they all had the same
moderator. Participants were recruited by phone. The Athens focus group took
place in a house and the other three in Hotel rooms in each one of the three
cities. Each focus group lasted about 2 hours and they were all tape recorded.
The agenda included the SERVQUAL items as well as the additional issues
included in the questionnaire (Chapter 5.2.4.1).

As well as providing a means to adapt SERVQUAL, the results of the focus
group research would also be used as a basis of comparison with the results of
the survey research so as to strengthen the reliability of the results of this study.

5.1.5.23  Quality Assessment of Service Quality Measures

The reliability and the validity of the adapted SERVQUAL model must be
assessed on the basis of the pilot survey results in order to adapt it further. The
criteria used in the literature for the assessment of quality measures are
analysed in this section.

Herche, Swenson and Verbeke (1996) claimed that psychometricians consider
three criteria in their assessment of the quality of measures: unidimensionality
of a scale, reliability and validity. Thus, measures that are unidimensional,
reliable and valid, are said to possess strong psychometric characteristics. Apart
from these Westbrook (1980) suggested also to calculate the coefficient of
skewness, which measures symmetry around the mean.

In the following, unidimensionality, reliability and validity are analysed in detail.

1. Unidimensionality

As Gerbing and Anderson (1988), stated the uni-dimensionality of the scale, is
concerned with the degree to which the items in the scale load on a single
factor. A factor analysis of the items of the adapted SERVQUAL scale was
conducted in this study (Chapter 5.2.2.1).

2. Reliability

Parasuraman, Zeithaml and Berry (1988) tested their SERVQUAL scale for
reliability and validity. The major test of reliability was coeffipient alpha, a
measure of the extent of internal consistency between, or correlation among, the
set of questions making up each of the five dimensions. In addition, Spector
(1992) asserted that inter-correlations indicate the degree to Whl.Ch the factors
are independent of each other and a scale is internal consistent if its items are
highly inter-correlated. Furthermore, Churchill (1991, p. 498) stated that
Cronbach’s coefficient alpha “should be routinely calculated to assess the
quality of measures.” In this study the reliability of the adapted SERVQUAL
scale was tested and SERVQUAL's reliability assessments were based on the
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internal consistency of its items using Cronbach’s coefficient alpha (Chapters
5.2.2.1 for the pilot phase and 5.2.4.2 for the final survey). Nunnally (1978)
suggested that coefficient alpha scores should be greater than or equal to 0.7 to
be acceptable for exploratory studies. An a-value of 0.80 or above is considered
to be ideal, because any measurement error will then have little impact on
correlations between variables. Furthermore, Devellis (1991) argued that scales
with reliabilities more than 0.70 should normally be considered as acceptable,
however, in practice lower limits have been set as acceptable by researchers. In
addition, Parasuraman, Zeithaml and Berry (1988) stated that the minimum
reliability that is acceptable is difficult to specify. If reliability is low, such as
below 0.60, additional research is needed to develop a revised measure with
greater reliability, or use the measure, recognizing that fluctuations in measured
quality may be due only to measurement rather than a change in quality.
Asubonteng, McCleary and Swan (1996) argued that high reliabilities, such as
0.90 or above, are desirable. In this study item to total correlations provided
alpha values for the difference scores ranging from 0.579 to 0.873 and the
Cronbach range for the five dimensions was 0.710 to 0.920 (Chapter 5.2.4.2).

3. Validity

Herche, Swenson and Verbeke (1996) stated that validity is concerned with
the degree to which the measure in fact represents the construct domain. In
addition, Danaher and Haddrell (1996) stated that the validity of a
measurement instrument is defined as the extent to which difference in scores
on it reflect true differences among individuals on the characteristic we seek to
measure, rather than constant or random errors. Testing of the validity of an
instrument includes tests of Discriminant, face and of convergent validity.

Discriminant Validity, is the extent to which a scale has distinct dimensions
(Parasuraman, Zeitham! & Berry, 1988). As Carman (1990), argued,
discriminant validity is indicated if the factors of a scale and their items are truly
different from one another

Face validity is a subjective criterion reflecting the extent to which scale items
are meaningful and appear to represent the construct being measured
(Parasuraman, Berry and Zeithaml, 1991; Buttle, 1996). In additiqn,
Patterson and Spreng (1997) had the key questions of their questionnaire
examined by two academics skilled in questionnaire design and familiar with t.he
area they investigated (professional business services), in order to establish

face validity.

Convergent validity is the extent of agreement on scales measuring.the same
concept (Danaher and Haddrell, 1996). in addition, Buttle (1996) claimed, that
convergent validity is the extent to which a scale correlates with other measures
of the same construct. Thus, a high level of correlation between SEBVQUAL
scores and a different, reliable and valid measure of service quality, would
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indicate a high level of external convergent validity. Asubonteng, McCleary
and Swan (1996) argued that an indirect indicator of convergent validity is the
reliability of a scale as measured by coefficient alpha since it reflects the degree
of cohesiveness among the scale items. Furthermore, Parasuraman, Zeitham!
and Berry (1988) provided evidence of convergent validity as they measured
agreement between the SERVQUAL score and a question that asked customers
to rate the overall quality of the firm being judged.

Another test of convergent validity is the dimensionality of the instrument that is
whether scale items expected to load together in a factor analysis actually do so
(Parasuraman, Berry and Zeithaml, 1991; Gerbing and Anderson, 1988). In
addition, Stafford, Stafford and Wells (1998) conducted a confirmatory factor
analysis to ensure the existence of the five SERVQUAL dimensions. Concerning
factor analysis, as Asubonteng, McCleary and Swan (1996) stated it provides
a means of determining which questions are measuring dimension number one,
which questions are measuring dimension number two and so on, as well as
which questions do not distinguish between dimensions and the number of
dimensions in the data. As Tabachnick and Fidell (1989) stated, in a factor
analysis the eigenvalue represents the relative proportion of variance accounted
for by each factor. The sizes of the loadings reject the extent of relationship
between each item and each factor. Devellis (1991) and Saxe and Weitz
(1982), supported the cut-off value 0.35 for the correlation of the items with the
factors. However, Carman (1990) and Brown, Churchill and Peter (1993)
questioned the wisdom of factor analysing gap scores and claimed that the
differences between expectations and perceptions should not be factor
analysed. In addition, Andersson (1992) claimed that analyses with methods
suited to interval-level service quality data such as factor analysis should not be
performed with SERVQUAL because data are collected using ordinal scale
methods such as Likert scales.

In this study to examine whether the measured construct was associated
empirically with measures of conceptually related variables, the adapted
SERVQUAL scale's convergent validity will be assessed using factor analysis of
the gap scores, expectations and perceptions.

On the basis of the existing literature to perform factor analysis a minimum
number of subjects is needed. According to Darlington (2001)? the clgarer the
true factor structure, the smaller the sample size needed to discover it. But it
would be very difficult to discover even a very clear and simple factor structure
with fewer than about 50 cases, and 100 or more cases would be preferable for
a less clear structure. Goldberg and Digman (1994) argued that at least 500
subjects are needed. Some more views on this issue are presented below

(NCSU, 2001):
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(@) Acpording to Bryant and Yarnold (1995), the subjects-to-variables (STV)
ratio, should not be lower than 5 and in this case there are 22 variables. thus
110 subjects are needed. |

(b) Hatcher (1994) argued that the number of subjects should be the larger of 5
times the number of variables, or 100. Even more subjects are needed when
communalities are low and/or few variables load on each factor.

(c) Hutcheson and Sofroniou (1999) recommended at least 150 - 300 cases,

more toward the 150 end when there are a few highly correlated variables,
as would be the case of highly multicollinear variables.
Multicollinearity is present when two (or more) variables are collinear, that is,
when these variables are highly correlated and they both convey essentially
the same information to a model and neither may contribute significantly after
the other one is included. However, together they contribute a lot and if both
variables are removed from the model, the fit would be much worse. So the
overall model fits the data well, but neither variable makes a significant
contribution when it is added to the model last.

(d) According to Gorsuch (1983), there should be at least 200 cases, regardless
of STV. Bryant and Yarnold (1995) also endorsed the Rule of 200.

(e) Lawley and Maxwell (1971), argued that there should be 51 more cases than
the number of variables.

(f) According to Stevens J. (1995), there should be at least 5 subjects per item,
with no fewer than 100 subjects regardless of the number of items.

On the basis of the above, it can be seen that the minimum number of subjects
to perform factor analysis, is an issue of much controversy and methodologists'
views differ. Though, it is obvious that the sample size of 100 used in this pilot
survey in this study is rather small according to the majority of the researchers.
In the final survey the sample size of 400 respondents is large enough to
conduct factor analysis, however the reservations of the researchers concerning
the adequacy of factor analysing gap scores should also be taken into
consideration..

5.2 Methods

The research methods used in this study included first of all, in-depth interviews
with executives of the three Greek mobile telephony operators. The resuits of
those interviews provided the means for the initial adaptation of the SERVQUAL
instrument to the specifics of the Greek mobile telephony sector. Next the pilot
survey was carried out to assess the reliability and validity of the adapted
SERVQUAL and adapt it further and to define the sample populatlon needed for
the final research survey. Focus group research followed in order to further
refine the SERVQUAL instrument before the final research survey. The later
was carried out on a relatively representative population of Greek mobile phone

users.
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5.2.1 The Results of the In-depth Interviews with the Mobile Telephony
Experts

The first stage of the adaptation of the SERVQUAL model for the mobile

telephony sector encompassed in-depth interviews with marketing executives of
the three Greek mobile telephony operators.

The in-depth interviews took place with fifteen (15) top executives from the
marketing departments of the three Mobile Telephony operators, Panafon,
Telestet and Cosmote. The criteria used for the selection of the marketing
executives was to hold high positions in the company as well as the time-length
they were working with the company. This information concerning the marketing
executives was gathered from the marketing departments of the three Greek
mobile telephony operators and through the Internet. The marketing executives
were contacted by phone, the research objective was explained to them and
they were asked for an interview. Five marketing executives from each one of
the three mobile operators were finally interviewed.

The interviews were conducted away from distractions in the offices of the
interviewees, with closed doors. Notes were taken during the interviews and
after each interview a report summarising the results of the interview was
written. The purpose of the interview was explained to the interviewees in more
detail as well as the role that the interview aims to play in this study and in
research in general, so as to completely understand the goals of the interview.
Before beginning the interview it was also explained to the interviewees where
and how the information they will give would be used. Then a short personal
discussion followed so as to build up a rapport with the interviewees.

The in-depth interviews were guided by a structured interview form, which,
however, had ample flexibility. The interviews began with a written set of
questions, that is, the 22-item SERVQUAL scale (Appendix [), but the
interviewees were not limited to a particular set of possible answers. The
respondents were allowed to bring up topics which were not orj'the .|ISt of
questions and discuss their thoughts on the subject. The 9r|t|ca| issues
determining service quality in the mobile telephony sector were discussed. The
SERVQUAL measure for mobile telephony service quality, was analysed for
each of the five (5) dimensions separately, in terms of the ite.ms it comprises and
their relevancy and importance for the measurement of mobile telgphony service
quality. In addition, missing items were identified. As_, an assustanc_;e_ to the
identification of missing items, the rest of the dimensions of _the ongln.al 10-
dimension SERVQUAL scale (Appendix ), which are not lnc.ludec.i in the
condensed 22-item scale were presented and discussed so as to identify if any
of their items, was relevant to the measurement of the mobile telephony service
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and was not included in the 22-item SERVQUAL scale and therefore it should
be added.

The analysis of the results of the in-depth interviews showed that three items
that were considered relevant to the mobile telephony service quality had not
been included, either in the 22-item SERVQUAL scale or in the original scale
and needed to be added. The first item proposed by all the marketing executives
was ‘mobile handset’ since it is an important item determining the quality of the
service and they considered it an important element of tangibles. Thus, ‘mobile
handset’ should be added under the dimension of Tangibles. The second item
that all the marketing executives proposed was ‘coverage’ which is a very
important element defining the quality of the service. They argued that coverage
was an important factor for the reliability of the service. Lee, Lee and Feick,
(2001) in their research concerning the impact of switching costs on the
customer satisfaction-loyalty in the mobile phone service in France, included
coverage in their measures of customer satisfaction. Thus, coverage should be
added under the dimension of Reliability. The third item proposed by thirteen out
of the fifteen marketing executives was value-added services such as e-mail,
Internet etc., which was also considered an important item determining the
quality of the service. They argued that in the future the provision of the mobile
telephony service will depend on value-added services and without the
possibility of data transmission this service cannot be considered reliable,
especially for business users whose needs should be taken seriously into
consideration because they maybe smaller in number but they are high in usage
and it is a segment where the profit margins are high and bad debts low. In
addition, Conley (1997a) mentioned that value-added services will play an
increasingly important role in the mobile telephony market development and
Lee, Lee and Feick (2001) in their research also found that heavy users of
mobile phones showed a strong attachment to value-added services. Thus,
‘value added services’ should be added under the dimension of reliability (Table
3). These two items, coverage and value added services will also contribute to
the measurement of ‘outcome’ quality in SERVQUAL (Chapter 3.4.3.2.3).
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Table 3: Importance Rating of the 22 SERVQUAL ltems

Top Marketing Executives of the Greek Mobile Operators

and Addition of Relevant Items by

SERVQUAL ITEMS

IMPORTANCE ]
COSMOTE | PANAFON/ | TELESTET
_ VODAFONE

Tangibles Moan

. ' . — Value
Mobn}e Telephpny companies with visually appealing 4.5 4.6 37 4.28
physical facilities
Employees with professional and neat appearance 4 4 4 4
Materials associated with the service (manuals,
pamphlets, statements) visually appealing and easy to 4 4.8 4.7 4.51
understand
Up to date equipment and technology 3.5 3.7 3 3.4
Other Tangible items (state if any)
Mobile handsets of high quality user friendly, many 5 5 5 5
features and facilities
Reliability
Mobile Telephony companies providing services at the 4 4.2 4 4.06
promised time
When customers have problems showing a sincere 4.6 4.8 4.5 4.65
interest to solve them
Mobile Telephony companies performing the service 3.6 3.4 3.5 3.52
right the first time
When MT companies promise to do something by a 4 4.2 4 4.06
certain time they will do so
Providing their customers accurate and error free records 5 5 5 5
- Other Reliability items (state if any)
Coverage 5 5 5 5
Value-added services 4.8 4.8 5 4.87
High capacity 4 3 3 3.33
Responsiveness
Employees of mobile telephony companies telling 4 4.2 4.2 413
customers exactly when services will be performed
Giving prompt service to customers 4.6 4.4 5 4.68
Always willing to help customers 4.6 4.6 5 4.75
Never be too busy to respond to customer requests 4.6 4.6 4.5 4.58
Other Responsiveness items (state if any)
Assurance
Employees with behaviour that instils confidence in 4.6 4.4 4.2 4.43
customers
Customers feeling safe in their transactions 5 4.8 4.5 4.76
Employees consistently courteous with customers 4.6 4.6 4.5 4.58
Employees having the knowledge and skills to serve 46 4.6 4.5 4.58
customers
Other Assurance items (state if any)
Empath
Moﬁle T);Iephony companies giving customers individual 46 3.8 4.7 4.40
attention .
Operating 24 hours per day, 7 days a week 5 4.6 4.5 . ;13
Having employees who give customers personal 4.6 4.4 4.2 .
attention
Mobile Telephony companies having their customers'
best interests at heart 137
Their employees understanding customers’ specific 4.6 4.2 4.2 .
needs
Other Empathy items (state if any) 4.3 4.4 45 4.41
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Furthermore, the analysis of the results showed that no items were found within
the rest of the dimensions of the original 10 dimension-SERVQUAL (APPENDIX
1), which are not included in the condensed 22-item scale (Table 4).

Table 4: Assessment of the Remaining Dimensions of the Original SERVQUAL for the Inclusion
of any Relevant Items In the Measurement of the Mobile Telephony Service.

ORIGINAL SERVQUAL ITEMS COSMOTE PANAFON/ TELESTET
VODAFONE

Competence

Knowledge and skill of the contact personnel v v v

Knowledge and skill of operational support personnel (i.e. v v v

marketing and sales)

Research capability of the organisation X X X

Other Competence items (state if any) - - -

Access

The service is easily accessible by telephone X X X

Waiting time 1o receive service is not extensive v v v

Convenient hours of operation v v v

Other Access items (state if any) - -

Courtesy

Consideration for the consumers’ property v v v

Clean and neat appearance of public contact personnel v v v

Other Courtesy items (state if any) - - R

Communication

Explaining the service itself and how much the service v v v
will cost

Explaining the trade-offs between service and cost X X X
Assuring the consumer that a problem will be handled v v v
Other Communication items (state if any) - - -
Credibility

Company name and reputation X X X
Personal characteristics of the contact personnel v v v
The degree of hard sell involved in interactions with the

customer. X X X
Other Credibility items (state if any) - - -
Security

Physical safety * * *
Financial security and confidentiality v v v
Other Security items (state if any) - - -
Understanding/knowing the customer

Learning the customer's specific requirements v v v
Providing individualised attention v v v
Other Understanding/knowing the Customer items (state - - -
if any)

v : Repetitive, since it is already included in the 22-item SERVQUAL

* : Relevant and should be included _ _
X : Not relevant for the measurement of the quality of mobile telephony service

As it can be seen from Table 4, the physical safety for the mobile telephony
service for this case it is the risk deriving from the radiation of the mobile
handsets, was considered to be relevant, however since it has been used as
part of the sacrifice when assessing customers perceived value, it was therefore
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not added. Furthermore, ‘providing high capacity’ was also suggested to be
added under reliability from the marketing executives of Cosmote, however it
was not rated as important by the executives of the other operators for
measuring the quality of the mobile telephony service and it was not added.

As can be seen in Table 3, the importance of the SERVQUAL items for the
measurement of mobile telephony service quality was also assessed and the
items under the dimensions were rated according to their importance. The
analysis of the importance ratings showed that under the dimension of tangibles
the less important item was 'Mobile Telephony companies having modern
looking equipment'. As the marketing experts stated, this item is not important
because the main equipment of a mobile company (base stations controllers,
radio transceivers etc.) is not gathered in one place and is not accessible by
customers for security reasons. Under the dimension of reliability the item
‘Mobile Telephony companies performing the service right the first time’, was
considered of low importance for this particular service because a prerequisite to
perform this service right the first time is good coverage.

An overall assessment of the SERVQUAL scale showed that some items were
repetitive. When the marketing executives were asked to assess the
SERVQUAL scale, they all pointed out that some items were repetitive and thus
tiring for the respondents. They all indicated that under the dimension of
reliability the item 'when mobile telephony companies promise to do something
by a certain time they will do so' had a similar meaning to the item 'mobile
telephony companies providing services at the promised time'.

The marketing executives suggested that the items relevant to the service
(mobile handsets, coverage and value-added services), should be added,
however the number of items in SERVQUAL scale should not be augmented
because the questionnaire was long and would frustrate the respondents of the
survey research. Thus, the three items were added to SERVQUAL and the
items with the lowest importance and with similar meanings were discarded.

5.2.2 The Pilot Survey Research

The second stage of the process was to carry out a pilot survey. The aim of the
pilot survey was to assess the reliability and the validity of the adapted
SERVQUAL scale and to adapt it further, to assess the rest of the questions
included in the questionnaire, to test the questionnaire, the.sequ.ence of the
questions and the wording and to make sure that the questionnaire was fully
understood by the respondents. The pilot survey was also necessary for the
calculation of a representative sample for the final survey research.

The pilot survey was conducted in mid 2000 using 10'O respondents. In order to
select the 100 users, the sampling plan explained in Chapter 5.1.3.2.1 was

145



applied. Non-probability sampling and in particular a combination of judgment
and convenience sampling method was applied. After the interviews
respondents were asked to suggest other users who fulfilled the predefined
criteria and who could provide information. The sampling unit consisted of users
of mobile telephones, but only those paying the monthly mobile telephone bill
themselves, since only those are able to assess the value they receive.

The questionnaire used for the pilot survey included SERVQUAL with the
modifications which resulted from the in-depth interviews with the marketing
executives of the mobile telephony operators. The questionnaire also included
additional questions in order to assess, overall service quality, price, risk, value,
customer satisfaction and repurchase intentions. At the end of the questionnaire
some questions concerning the respondents demographics such as age,
gender, occupation, education, family status, children, mobile operator, type of
usage and residence were also included (see APPENDIX Il).

The reliability and the validity of the adapted SERVQUAL scale was assessed
on the basis of the pilot survey data and it is presented in the following section.

5.2.2.1 Quality Assessment of the Adapted SERVQUAL on the Basis of the
Pilot Survey Data

The pilot survey results were statistically analysed to estimate the reliability and
the validity of the SERVQUAL model after the initial adaptation that resulted
from the interviews with the 15 top marketing executives from the three mobile
operators, so as to adapt it further.

It should be mentioned that as explained in Chapter 5.1.5.2.3, factor analysis for
small samples as it is the pilot survey (100 respondents), is not appropriate.
Though, it was attempted but the resuits cannot be considered reliable and it
should be taken into consideration that the assessment of SERVQUAL might be

erroneous.

Espinoza (1999), in a study examining the psychometric properties of
SERVQUAL applied confirmatory factor analysis using EQS. In this study as
well, the reliability and the validity tests of the SERVQUAL model were carried
out with the EQS for windows 5.7 version software for statistical analysis.

Symbols used in the analysis

During the reliability and validity tests the following symbols were used:

For expectations: |
ESQ 1-22 = Expectations part of the SERVQUAL model items 1-22
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For perceptions:
PSQ 1-22 = Perceptions part of the SERVQUAL model items 1-22

Perceptions-Expectation (P-E) differences:

DSQ 1-22 = Differences between perceived and expected quality of the
SERVQUAL model items 1-22 g e

The .reliability assessments of SERVQUAL were based on the internal
consistency of the items using Cronbach’s coefficient alpha. The reliability test

on the basis of Cronbach’s Coefficient Alpha is presented in Table 5 and Table
6.

Table 5:  Reliability of SERVQUAL: Cronbach’s Coefficient Alpha for the Dimensions of the
Difference Scores, Expectations and Perceptions

Cronbach’s Alpha |Cronbach’s

for Difference Alpha for Cronbach’s Alpha
Dimensions scores Expectations for Perceptions
Tangibles 0.751 0.798 0.848
Reliability 0.804 0.805 0.852
Responsiveness 0.734 0.747 0.828
Assurance 0.864 0.850 0.897
Empathy 0.761 0.720 0.855

Table 5, shows that the reliability coefficients for the perception-minus-
expectation gap scores for the five SERVQUAL dimensions are consistently
high. In addition, the perceptions scores proved to have higher alpha values
than the difference scores. As Nunnally (1978) and Devellis (1991) suggested
coefficient alpha scores of greater than or equal to 0.7 are acceptable and also
in practice lower limits have been set as acceptable by researchers. As
Parasuraman, Zeithaml and Berry (1988), stated the minimum reliability that is
acceptable is difficult to specify, however reliability is considered low if it is below
0.60
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Table 6." Reliability of SERVQUAL: Item-To Total Correlations for Difference Scores
Expectations and Perceptions '

_ . Items | Item to Total| Iltem to Total| ltem to Total
Dimensions Correlations Correlations Correlations
Expectations | Perceptions Difference
Scores
Tangibles 1 0.793 0.870 0.633
2 0.755 0.880 0.678
3 0.837 0.849 0.792
4 0.848 0.809 0.825
Reliability 5 0.839 0.885 0.828
6 0.875 0.921 0.863
7 0.776 0.771 0.798
8 0.737 0.742 0.690
9 0.756 0.838 0.764
Responsiveness | 10 0.705 0.813 0.703
11 0.779 0.882 0.825
12 0.862 0.897 0.830
13 0.824 0.857 0.826
Assurance 14 0.815 0.923 0.876
15 0.850 0.876 0.862
16 0.877 0.888 0.849
17 0.832 0.891 0.876
Empathy 18 0.746 0.827 0.808
19 0.694 0.820 0.812
20 0.757 0.817 0.739
21 0.767 0.868 0.788
22 0.762 0.890 0.712

In Table 6, item-to-total correlations are shown, for the difference scores,
perceptions and expectations. Item-to-total correlations are the scores for an
item and the summated scores of the rest of the items comprising a subscale
(e.g., the subscale measuring the tangibles dimension of service quality)
(Babakus and Mangold, 1992).

High internal consistency among items within each dimension is indicated and
these values are higher than the values obtained by Babakus and Boller
(1992) who reported alphas from 0.67 to 0.83. Parasuraman, Berry and
Zeitham! (1991) reported alphas from 0.60 to 0.93 higher than those reported
by Parasuraman, Zeithaml and Berry (1988), 0.52 to 0.84. Thus, alpha values
for all the items were acceptable. As shown in Table 6, there Is a high leygl of
inter-correlation between items comprising a dimension. Furthermore, coefficient
alpha values for the five SERVQUAL dimensions were fairly high. Thus, it can
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be concluded that all items and dimensions were relevant and should be
retained.

From the items added to SERVQUAL after the interviews with the marketing top-
executives, item 4 under tangibles, reported alpha 0.848 for expectations, 0.809
for perceptions and 0.825 for difference scores, which are high alpha values.
ltem 7 under reliability reported alphas 0.776 for expectations, 0.771 for
perceptions and 0.798 for difference scores, which are acceptable alpha values.
ltem 8 under reliability reported alphas 0.737 for expectations, 0.742 for
perceptions and 0.690 for difference scores. These alpha values are within
limits, but they are not high, thus, this item will also be examined in the focus
group research with qualitative data to decide whether it should be retained.

On the basis of the reliability tests it can be concluded that the changes made to
SERVQUAL did not seem to have affected the cohesiveness of the items under
each dimension in the modified SERVQUAL for mobile telephony. The reliability
for the adapted scale and the reliability values reported in the original
development of SERVQUAL are of similar nature and magnitude.

The validity tests, which determine the quality of measures, as presented in
Chapter 5.1.5.2.3, were carried out for the validity assessment of the adapted
SERVQUAL scale. As Parasuraman, Berry and Zeithaml (1991) stated, a test
of convergent validity is the dimensionality of the instrument that is whether
scale items expected to load together in a factor analysis actually do so. To test
the convergent validity and verify the dimensionality of the 22 items in the
revised SERVQUAL, perception-minus-expectation gap scores for these items
were factor analysed. To further explore any differences in factor structures,
the expectations ratings (ESQ) and perceptions ratings (PSQ) were also factor
analysed separately. The five-factor solution was subjected to oblique rotation.
Oblique rotation of factors is a process by which the solution is made more
interpretable  without changing its underlying mathematical properties
(Patterson and Spreng, 1997).

In spite of what is mentioned in Chapter 5.1.5.2.3, about factor analysis for

small samples as it is the pilot survey (100 respondents), it was attempted and
the results of that factor analysis are presented in Table 7, Table 8 and Table 9.
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Table 7:  Validity of SERVQUAL :Factor Loading Matrices Following Oblique Rotation of Five-
Factor Solutions for Perception-minus-Expectation Gap Scores.

F1 F2 F3 F4 F5
Tangibles
DSQ1 -02 69 04 11 -08
DSQ2 04 70 03 -07 10
DSQ3 17 29 40 12 -07
DSQ4 24 24 32 15 03
Reliability
DSQ5 23 -27 28 19 44
DSQ6 04 02 76 13 00
DSQ7 25 -08 13 43 10
DSQ8 -29 09 -02 41 45
DSQ9 50 -07 26 05 10
Responsiveness
DSQ10 13 -18 12 -06 68
DSQ11 11 23 06 04 55
DSQ12 09  Of1 04 78 -00
DSQ13 39 09 -04 17 39
Assurance
DSQ14 31 23 25 22 09
DSQ15 46 24 18 -08 31
DSQ16 18 31 10 00 47
DSQ17 41 03 11 44 06
Empathy
DSQ18 02 05 82 02 -05
DSQ19 -10 20 08 15 39
DSQ20 -15 -04 82 -03 11
DSQ21 -04 04 08 78 -03
DSQ22 53 18 -12 17 07
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Table 8: Validity of SERVQUAL : Factor Loading Matrices Following Oblique Rotation of Five-
Factor Solutions for Perceptions.

F1 F2 F3 F4 F5
Tangibles
PSQ1 47 23 07 08 09
PSQ2 49 09 33 11 01
PSQ3 52 19 30 -17 13
PSQ4 10 23 44 -02 28
Reliability
PSQ5 -01 32 -01 59 17
PSQ6 09 66 09 12 13
PSQ7 -00 17 08 04 64
PSQ8 22 -02 -18 31 41
PSQ9 -09 17 27 47 27
Responsiveness
PSQ10 20 20 -18 63 -05
PSQ11 75 04 04 10 -04
PSQ12 56 14 -05 -04 39
PSQ13 16 -05 23 60 12
Assurance
PSQ14 57 09 22 13 07
PSQ15 18 28 41 31 -09
PSQ16 37 12 34 35 -10
PSQ17 57 -15 19 283 22
Empathy
PSQ18 -04 79 06 03 06
PSQ19 81 06 -17 05 -06
PSQ20 08 84 -08 -00 -03
PSQ21 71 12 -13 -10 26
PSQ22 70 03 15 13 -05
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Table 9:  Validity of SERVQUAL : Factor Loading Matrices Following Ol : .
Factor Solutions for Expectations g ©blique Rotation of Five-

FI. F2 F3 F4 F5

Tangibles
ESQ1 04 76 04 07 -09
ESQ2 -21 87 00 15 03
ESQS3 19 45 20 -10 04
ESQ4 21 14 38 11 21
Reliability

ESQ5 77 10 05 05 -03

ESQ6 11 00 74 05 14

ESQ7 73 -00 02 -01 05

ESQ8 27 19 10 60 11

ESQ9 51 05 16 -18 04
Responsiveness

ESQ10 80 -08 -12 10 09
ESQ11 48 00 07 02 78
ESQ12 42 11 38 -12 04
ESQ13 24 26 20 26 17
Assurance
ESQ14 13 32 26 -34 18
ESQ15 28 52 00 -14 13
ESQ16 23 55 13 03 04
ESQ17 68 07 15 04 -0f1
Empathy
ESQ18 -11 -00 78 -01 08
ESQ19 -04 -03 01 01 84
ESQ20 -03 00 76 08 03
ESQ21 35 03 52 -16 -14
ESQ22 04 62 -12 -27 24

Note : All numbers in the Tables are magnitudes of factor loadings muitiplied by 100.

As seen from Table 7, Table 8 and Table 9, there is an overlap between all the
dimensions. In the factor analysis of the difference scores the items initially
loaded on six factors, however they were loaded on five factors since the
SERVQUAL instrument has five dimensions. Tangibles are split into two and for
this reason the items were loaded on six factors instead of the initial five but
there was not any difference to the results. Most of the items in the exploratory
factor analysis of perceptions and expectations loaded on three factors and
there is an evident dimensional overlap. In the gap scores factor analysis, most
items of reliability and responsiveness loaded on the same factor. Furthermpre,
the last two items of tangibles loaded together on the same factor with one item
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of reliability and two of empathy. In the factor analysis of perceptions assurance
and empathy loaded on the same factor. In addition, the last item of tangibles
loaded together with an item of assurance. In the expectations analysis there
was also a dimensional overlap mainly between reliability, responsiveness and
assurance. In addition, the last item of tangibles loaded together with one item
of reliability and three items of empathy.

The studies of many researchers have implied overlap among the SERVQUAL
dimensions, especially among responsiveness, assurance and empathy. For
example, the study of Babakus and Boller (1991) implied overlap among the
SERVQUAL dimensions, especially among responsiveness, assurance, and
empathy. In addition, Brown, Churchill and Peter (1993) stated that although
the SERVQUAL dimensions represent five conceptually distinct facets of service
quality, they are also related, as evidenced by the need for oblique rotations in
the various studies to obtain the most interpretable factor patterns. Babakus
and Mangold's (1992) research into hospital service quality identified three
factors within the expectations data, accounting for 56.2% of the variance in the
item scores, two factors within the perceptions data (70.6%) and 'no meaningful
factor structure' within the P-E gaps data. Furthermore, Babakus, Pedrick and
Inhofe's (1993) survey of utility company customers, revealed one factor. They
advanced several possible explanations for this uni-dimensional result including
the nature of the service, which they describe as a low-involvement service with
an ongoing consumption experience. Carman (1990) due to the dimensional
overlap of the scale used a subset of the original 22 items (ranging from 10 in
the dental clinic setting to 17 in the tire store and placement centre setting).
However, other researchers such as Brensinger and Lambert (1990) and Finn
and Lamb (1991) in-spite of the dimensional overlap, used all 22 SERVQUAL
items in their studies and this implied support for the meaningfulness of the
items.

However, the values of all the items’ loadings to one of the factors were at least
0,35 and according to Devellis (1991), if all the items relate strongly (at least
0.35) to one of the factors are meaningful and should be retained. In addition,
SERVQUAL scale in this study showed high reliability measured by alpha
coefficients for the gap scores (Table 16). The high values of the reliability
coefficients indicate high internal consistency among items within each
dimension and this reflects a high degree of cohesiveness among the scale
items, which is an indirect indicator of convergent validity (Parasuraman,
Zeithaml and Berry, 1991). Furthermore, Carman (1990), Brown, Ch.urchlll
and Peter (1993) and Andersson (1992) raised reservations concerning the
adequacy of performing factor analysis with difference scores (Chapter
5.1.5.2.3). Finally, Parasuraman, Zeitham! and Berry (1991) md:pated that_ the
number of dimensions found by factor analysis may be different in the various
studies because of across-dimension similarities and/or within dimension
differences in respondents’ evaluations. They argued that SEF‘%V.QUAL. is the
basic “skeleton” underlying service quality and it should be used in its entirely as
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much as possible and keeping the five-dimensional structure of SERVQUAL
may serve as a meaningful conceptual framework for summarizing the criteria
customers use in assessing service quality. Thus, because of all the above
reasons in this study all the items were retained.

The adapted SERVQUAL scale's validity was further assessed by examining
whether the measured construct was associated empirically with measures
of conceptually related variables.

Therefore as Parasuraman, Berry and Zeithaml (1991) maintained, a high
degree of convergence between the adapted SERVQUAL scale and a separate
measure of service quality, can support the scale's construct validity. The overall
service quality ratings (OQ1) were regressed on the SERVQUAL gap scores
along the five dimensions. The results are presented in Table 10.

Table 10: Regression analysis of Overall Service Quality (OQ1) vs. SERVQUAL Scores for the
Five Dimensions.

Dimensions Standardised P-Values
Regression Coefficients
Intercept 4.00780
Tangibles 0.178 0.1914
(1.316)
Reliability 0.194 0.2469
(1.165)
Responsiveness 0.289 0.1752
(1.366)
Assurance -0.263 0.1509
- (-1.448)
Empathy 0.025 0.8935
(0.134)

Notes: t-values in parentheses
P< 0.1 (p=0.029), Multiple R=0.3500, R-square = 0.1225, Adjusted R-square=0.0759, df = 5, 94

=2.6252

There was also a low correlation 0.296 between overall service quality ratings
(OQ1) and the SERVQUAL gap scores. The overall equation is_significant p=
0.029 (p<0.1), however the five dimensions are not significant as it can be seen
from their p values. Though, if each dimension is regressed alone on overall
service quality all the dimensions are significant. Tangibleg have a regression
coefficient 0.249 (t=2.478, p=0.014), reliability has a coefficient 0.307 (t= 3.007,
p= 0.003), responsiveness 0.325 (t=3.012, p=0.003), assurance 0.192 (t=2.007,

p=0.047) and empathy 0.285 (t=2.584, p=0.01 1).
On the basis of the above, it can be seen that the reliability coefficients for the

perception-minus-expectation gap scores for the five SEBVQUAL dimensions
are consistently high, thus all the dimensions of the instrument should be
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retained. In addition, high internal consistency among items within each
dimension is indicated therefore, the changes made to SERVQUAL have not
affected the cohesiveness of the items under each dimension. Furthermore the
reliability for the adapted scale and the reliability values reported in the oriéinal
development of SERVQUAL are of similar nature and magnitude. Concerning
the validity tests, the factor analysis results cannot be considered reliable
because the sample was small. The regression analysis implied overlap among
the SERVQUAL dimensions, however, if each dimension is regressed alone on
overall service quality all the dimensions are significant.

5.2.2.2 Statistical Elaboration of the Pilot Survey Data

As has already been mentioned, the sample for the pilot study was not
representative of the entire population of the mobile telephony users, since it
was not obtained with a random sampling method. However, the pilot survey
results are not used to assess the proposed model in this study or to derive any
conclusions for the mobile telephony population. Thus, the statistical analysis of
the pilot survey data which will be presented in this section is only indicative.

Symbols used in the analysis

During the elaboration of the pilot survey data for this study the following
symbols were used:

Using the importance weights of the SERVQUAL model the weighted
perceptions, expectations and differences were also calculated and represented
as:

WESQ 1-22 = Weighted expectations for items 1-22

WPSQ 1-22 = Weighted perceptions for items 1-22

WDSQ 1-22 = Weighted differences for items 1-22

0SQ1: Overall evaluation of service quality experience after using mobile
telephony service

PP1: The price charged for the service (low/high) .
RU1: The personal (physical) risk associated with using the service

PV1: The overall value (quality minus price) received . o
CS1: Overall satisfaction from the mobile telephony service (very dissatisfied

/very satisfied) . _ |
RI1- Customer intention to repurchase the service from their mobile operator
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Missing values

As Little and Rubin (1987) maintained, it is common in survey research to have
some subjects for whom data are missing on one or more independent
variables. Pairwise and listwise deletion of missing values is a common way to
deal with the problem. However, both these techniques have been seriously
criticised because they make the dubious assumption that the data are missing
randomly. In addition, listwise deletion often results in omitting a substantial
portion of usable data and this can reduce statistical power considerably (Cohen
and Cohen 1983). Only missing data of the dependent variable are dropped
from the analyses. One potential disadvantage to this method is that when large
number of values is missing the variance of the variables may be significantly
reduced. This in turn, could result in overly stringent tests because the
magnitude of the relationships among variables would be decreased
(Tabachnick and Fidell, 1989).

In the pilot survey, data were missing for the independent variable and not the
dependent variable. In addition, for each variable that had missing data, the
variance of the variable before substituting means was equal to or less than the
variance after substituting means. Thus, the mean replacement approach to
dealing with missing data was considered the appropriate one. The data from
the pilot survey revealed that, item non-responses on the perceptions portions of
the scale were more common. No such tendency appeared on the expectations
part of the scale. These results might suggest that mobile telephony users may
have a clear idea on desirable levels of service attributes, but that actual service
performance is difficult to assess.

Pearson correlations coefficients and chi-square tests were applied for the
elaboration of the pilot survey data according to the nature of the scales. Thus,
data were erroneously elaborated statistically as if the random sampling method

was used.

The demographic characteristics of the pilot survey sample are presented in
Table 11.
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Table 11: Demographic Characteristics of the Pilot Survey Sample

Age : Gender:

18-24 25 | Female 56
25-34 38 | Male 44
35-44 26

45-54 6

55-64 5

Qccupation: Education:

Farmers 1 | Primary (up to 15 years) 19

Businessmen 14 | Secondary 46
Managers/Top executives 6 College 22
Administrative employees 32 University 23
Labourers 17

Not working 12

Students 18

Family Status Children at home

Not married 52 | Under 18 years old 33
Married 42 | Over 18 years old 24
Divorced 4 | No children 43
Cohabit 1

Widowhood 1

Customer of: Type of usaqge :

Cosmote 25 | Professional 27
Panafon 47 | Personal 3
Telestet 28 | Both 70
Inhabitant of: N =100

Athens 100

In Table 12 the relationships between the demographic variables are presented.

Table 12: Relationships between the Demographic Variables

Gender | Age | Education | Occupation | Family
Status

Gender -
Age ns -
Education ns ns -
Occupation .000 .001 .000 -
Family Status ns .000 ns ns -
Children at ns .065 .046 .007 .000
home

Figures denote significance levels
ns = not significant (P>.10) on chi-square test
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From Table 12, it can be seen that the distribution of the sample did not display
any unexpected bias. Older respondents had better jobs, they were married and
had children. Respondents with better education had better jobs and men had
bﬁ'tltc?r jobs than women. Respondents with higher education did not have
children.

The r_elationshi_ps between the different service quality measures, expected,
perceived quality, the P-E difference and the single overall service quality
measure (OSQ1), are presented in Table 13.

Table 13: gela/t';onships between Expected, Perceived, P-E Difference and Overall Service
uality
Overall Quality | P-E Difference | Perceived
(0SQ1) (DSQ) (PSQ)
Overall (OSQ1) -
Differences (DSQ) 0.296 -
Perceived (PSQ) 0.519 0.767 -
Expected (ESQ) 0.349 -0.293 0.389

Pearson correlation coefficients

As Table 13 shows, the association between overall service quality (OSQ1) and
perceived service quality is stronger than its association with the P-E difference
scores. Therefore, perceptions alone seem to be a better way to measure
service quality.

The 22 SERVQUAL items were ranked in terms of importance and were
weighted for each respondent. The weighted SERVQUAL scores were obtained
by multiplying the respondent's gap score for each item by the item's relative
importance weight (summing the results across the items).

Table 14: Relationships between Weighted and Overall Service Quality Measures

Overall Weighted Weighted
Service Expectations | Perceptions
Quality (WESQ) (WPSQ)
(0SQ1)

Overall Service -

Quality (0SQ1)

Weighted 0.311 -

Expectations (WESQ)

Weighted 0.432 0.814 -

Perceptions (WPSQ)

Weighted P-E Difference 0.270 -0.115 0.483

(WDSQ)

Pearson correlation coefficients

158



A§ seen from Table 14, overall service quality (OSQ1) has a correlation 0 270
with welghted P-E difference, instead of 0.276 with the non-weighted .gap
scores. It is obvious here in the pilot study that weighted SERVQUAL scores are
not a more reliable measure than non weighted scores. Furthermore, here the
assoclation of weighted perceptions with the overall quality measure is higher
than_ that of_the weighted difference scores. Weighted expected and perceived
service quality are strongly correlated and it can be concluded that when adding
Importance weights customer expectations come very close to their perceptions.

The relationships between the demographic variables and the different quality
measures are presented in Table 15

Table 15: Relationships between Demographic Characteristics and Quality Measures

Overall P-E Perceived | Expected

Quality Difference (PSQ) (ESQ)

(0SQ1) (DSQ)
Gender .048 ns ns ns
Age ns ' .009 ns 071
Education ns ns ns ns
Occupation .039 ns ns ns
Family Status ns ns ns ns
Children at home ns ns ns ns
Mobile Operator .052 ns ns ns
Type of usage ns ns ns ns

Figures denote significance levels
ns = not significant (P>.10)

In Table 15, it can be seen that there is an association between overall service
quality as perceived by the customers and their occupation and the mobile
operator they use. There is also an association between the age of the
respondents and service quality as a P-E difference that is probably due to the
expectations that are associated with the age of the respondents. Perceived
overall quality is also correlated with gender and men seem to be more pleased

with the quality they are receiving.

On the basis of the above, it can be seen that the statistical analysis of the pilot
survey data which however can not be considered reliable and it is only
indicative, showed that perceptions alone seemed to be a better way to measure
service quality and that weighted SERVQUAL scores are not a more reliable
measure than non weighted scores. On the basis of the pilot survey a reliable
sample size for the final survey research was calculated and is presented in the

following section.
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The Sample Size for the Final Research Survey

The results of the pilot survey were also needed to calculate a representative
gample for the final survey research. In order to reassure that the sample for the
fme_ll survey research will be representative, the following formula was applied to
estimate the number of the respondents required to satisfy conditions for the
confidence level and the magnitude of the error of the answers:

7Z*S Y
E

Z = Standardisation level indicating the confidence level.

Confidence level represents the percentage which specifies how confident you
are that the estimate of the population means falls within a particular range of
values known as the confidence interval. In this case 95% confidence level was
chosen and thus z=1.96.

S = Estimation of the population standard deviation (calculated from the pilot
sample).

E = Magnitude of error (range of error). The maximum error E that the
researcher considers acceptable.

The estimated values of Z, S and E as well as the specific approach for their
calculation are presented below:

Standard Deviation (S)

The Standard Deviations of all the questions for the sample at the pilot survey
ranged from 0.51 up to 1.39. For the calculation of N the worst case value of the
standard deviation that is S=1.39 will be used.

Standardisation Level or Confidence level (Z)

The confidence level is set at 95% and is considered a reasonable level of
confidence to represent the entire population of the mobile telephony users.
Therefore, the value of Z according to the Table of Normal Distribution is

Z=1.96.

Magnitude of Error
An error from 2% up to 5% is widely accepted in the literature. The mean values

of the answers in this study are ranging from 3.3 to 4.7. If E=0.14 at the sgale 1-
5, it gives an error of about 3% (0.14/4.7=3% and 0.14/3.3=4%), which is

considered appropriate for the study. Thus E=0.14.

N = Z*35 -2 1.96%1.39 ~= _2_7%& :(19.46)2=379respondents

\ E 0.14 0.14

Thus a sample of N=400 is suggested which reduces the error further.
Therefore, 400 users will be interviewed in the final survey.

160



Taking into consideration that the sample used for the pilot survey was not
random, there may be some doubts that the calculated standard deviation could
be wrong and in the case of random sampling a larger standard deviation might
emerge, thus, a larger number of respondents might be needed for the final
survey. In order to overcome these doubts, standard deviation was also
calculated on the basis of the final survey data. The Standard Deviations of all
the_ questions for the sample at the final survey ranged from 0.47 up to 1.32
which a_fter applying the above formula results in 341 respondents. Thus, the
appropriate sample for the final survey is 341 respondents, which is below the
400 respondents who were finally interviewed and reduces the error further.

5.2.3 The Focus Group Research

The focus group research was conducted in order to adapt the SERVQUAL
model further and provide a comparison with the results of the final research
survey so as to strengthen their validity.

In this study four focus group research studies took place by the end of the year
2000, in the four biggest cities of Greece: Athens, Thessaloniki, Patras and
Larisa. These cities are the biggest cities in Greece and their total population
makes up 40% of the whole Greek population. Their geographical distribution
covers all of Greece because Thessaloniki, which is the second largest city, is
located in the North, Patra which is the third largest city, is located in the South
and Larisa which is the fourth largest city, is located in Central Greece. Athens is
the capital of Greece and has about one third of the total Greek population.

Careful selection of the focus group participants was made because it is key to
obtaining accurate and useful information. Thus, participants were identified and
recruited with certain criteria to be representative of the mobile telephony sector
as much as possible. The characteristics of the participants were:

a) Men and women

b) Ages between 18-65

c) Residents of Athens, Thessaloniki, Patras, Larisa.

d) Users of mobile telephones personal and business usage .

e) Customers of the three Greek mobile telephony companies Panafon,

Telestet and Cosmote

Other criteria for the selection of the participants of the four focu.s groups al‘so
used in the pilot survey research, were that they paid their mobile phqne bills
themselves so they would be able to assess the value they are receiving and
that they had been users of mobile phones for at least three months.
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On the basis of these criteria, participants were customers of the three mobile
operators and an effort was made that in each group their number is analogous
tq _the market shares of the three operators. They were also almost equall

divided in gender and they had different ages and different professions. !

The_ recruitment of the participants was carried out as in the pilot survey on the
baS|_s of both judgement and convenience sampling methods in order to find
participants with the characteristics mentioned above. Participants were not
chosen from the databases of focus group providers so that they were not
frequently participating in focus groups. As Bennington and Cummane (1998),

argued, individuals who have been recent focus group participants should be
eliminated.

They were asked to participate with a personalized invitation made by phone
about a week before the date the focus group was arranged to take place.
During these phone calis they were screened for the predefined characteristics
as well as for their verbal ability, experience with the service and willingness to
be candid about their opinions. In addition, the aims of the focus group and their
role were explained to them.

Participants were reminded of the focus group session by a second phone call
one day prior to the session. Greeks are naturally social, they are open and like
to express their opinions in front of others, thus, participants in general did not
refuse to participate. Users outside Athens were especially more willing to
participate. However, the commitment to turn up for a focus group is not so strict
for the Greeks and because of the traffic jams in capital cities getting 8 people in
one place at one time was not very easy. In addition, unexpected events
occurred and some of the participants were absent (even though they had
accepted the invitation), thus over-recruiting was made and two more individuals
were invited in each group. Each one of the four focus groups was composed of
8-10 subjects, eight individuals were the basic composition of the group and two
more were invited to over-recruit the group in case of absences.

It took significant effort to get a mix of participants according to all the criteria
mentioned above. In some cases although participants corresponding to a group
met the criteria and gave their confirmations, one or two of them did not show
up. As it has already been mentioned, the group was slightly over-recruited,
however the initially planned composition had to be changed a little.

In order to achieve the best results the focus group participants should be
comfortable. Thus, the Athens focus group took place in a house and the other
three in Hotel rooms away from potential distractions, such as noisy hallways or
lunchrooms. Participants were seated in a circular arrangement without a table
in front so as to feel comfortable and increase their openness. Before the
interview there was a warm-up period that helped them to feel comfortable. The

quieter ones were encouraged to speak more.
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Before the beginning of the sessions participants were reminded of the aims of
the focus group and their role in it and they were asked to turn off their mobile
phones so as to avoid interruptions. Each focus group lasted about 2 hours. The
focu.s group research interviews were tape-recorded to allow for a smoother
flowing interview and the capturing of respondents' verbatim comments. To

facilitate further analysis, the interviews were subsequently transcribed (Bitner
and Gwinner, 1998).

As guidelines for the discussion the 22 items of the adapted SERVQUAL were
used as well as the additional questions finally included in the questionnaire of

the pilot survey concerning, price, risk, value, satisfaction and repurchase
intention.

The focus group research provided an insight into the users motivation, attitudes
and behaviours concerning mobile telephony. The 22 items of the adapted
SERVQUAL instrument were discussed and evaluated for measuring service
quality in the mobile telephony sector. The participants were asked to express
their expectations from their mobile operators concerning these items as well as
their perceptions of the actual service they received. In addition, the importance
of these items was evaluated. The three attributes proposed by the marketing
experts of the three mobile operators, which were examined for their reliability in
the pilot survey, mobile handsets, coverage and value-added services, were
also discussed and their relevancy with the service and their importance were
assessed. Furthermore, the focus group participants were asked to identify other
attributes that were important in service quality measurement and were not
included in SERVQUAL and assess the SERVQUAL scale.

In addition, the issue of price was also discussed and the participants
commented on current pricing. They were also asked to rate the value they
receive. In addition, the physical risk deriving from the radiation of the mobile
terminals was evaluated as well as their overall satisfaction from the service.
Finally their intention to repurchase the service from their mobile operators was

discussed.

On the basis of the results of the focus groups the final gdaptation of
SERVQUAL was performed and it is presented in the following section.

5.2.3.1 The Adaptation of SERVQUAL on the Basis of the Focus Group Results

The three new items proposed by the marketing experts of .the threg mobile
operators, mobile handsets, coverage and value-added services, whnch.were
examined for their reliability in the pilot survey, were evaluated once more in the

focus group research.
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All of the fpc_us group participants agreed that coverage is the most important
fac’go_r and it is crucial for the reliability of the service. They mentioned that it is
defmltely_ a reason to change operator. They all expected excellent coverage
from thelr_operators, however the operators seemed not to offer good coverage.
This was in accordance with the results of the pilot survey, thus, the importance

of coverage 'in the adapted SERVQUAL model was confirmed and its addition
was approved.

The focus group participants also mentioned that value added services are
!mportant. They were considered very important for business users who are
|mpor’tar_1t customers for mobile operators, because although, they may be
smallgr In number, they are higher in usage and it is a segment where the profit
margins are high and bad debts low. Although in the pilot survey it was
questionable whether this item should be retained, due to its importance for

business users revealed during the focus groups, it was retained for the final
survey.

Concerning the mobile handsets as the participants stated the quality and the
appearance of the mobile handset is very important to them. A good handset
offered for free is a reason for them to choose or to change operator. This was
in accordance with the results of the pilot survey, thus, the importance of the
mobile handset was confirmed and its addition was approved.

On this basis, the focus group participants emphasized the importance of
coverage, value-added services and the mobile handset. In addition, they
agreed that all the adapted SERVQUAL items were meaningful and adequately
defined mobile telephony service quality and they had no more attributes to add.

Consequently, the final version of SERVQUAL could be defined ready for the
final research survey once it had been validated and tested for reliability. Thus,
the adapted SERVQUAL instrument to be used in the final research survey
includes the following items (APPENDIX Ill):

1.Mobile Telephony companies with visually appealing physical facilities
2.Employees with professional and neat appearance

3 Materials associated with the service (manuals, pamphlets, statements)
visually appealing and easy to understand.

Mobile handsets visually appealing, of high quality and user friendly.

Mobile telephony companies providing services at the promised time

When customers have problems showing a sincere interest in solving them.
Providing excellent coverage |
Providing value added services such as e-mail, Internet, e-commerce, voice
mail, various. types of information ( weather, sports, stock exchange etc.)

9. Providing their customers accurate and error free records

10. Employees of mobile telephony companies telling customers exactly when

services will be performed.

N O E
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11. Giving prompt service to customers

12. Always be willing to help customers

13. Never be too busy to respond to customer requests

14. Employees with behaviour that instils confidence in customers

15. Customers feeling safe in their transactions

16. Employees consistently courteous with customers

17. Employees having the knowledge and skills to serve customers
18. Mobile Telephony companies giving customers individual attention
19. Operating 24 hours per day, 7 days a week

20. Having employees who give customers personal attention

21. Mobile Telephony companies having their customers' best interests at heart
22. Their employees understanding customers’ specific needs.

5.2.4 The Final Survey Research

The final survey research was conducted in the beginning of 2001 and 400
mobile telephony users were interviewed.

The interviewees as mentioned in Chapter 5.1.3.2.2, were selected from the
three mobile operators using the random stratified sampling method. The
interviewees were contacted through their mobile phones. The aims of the
survey research were explained to them and criteria such as paying their bills by
themselves and using the mobile phone for at least three months were
examined. If they fulfilled the criteria they were asked if they would take part in
an interview.

Confirmation of the programmed interview was conducted through a second
phonecall one day before the interview. The interviews took place in the four
cities, Athens, Thessaloniki, Patras and Larisa. However, users from the wider
areas of these cities were interviewed.

Participants in general did not refuse to participate and users outside Athens
were especially more willing to participate. 51 subscribers did not participate and
this was mostly because they were living far away from the cities where the
interviews took place. Only 4 individuals did not participate because they did not
fulfil the criteria or because they did not like to participate in interviews.
However, to overcome this difficulty, each one of the operators had been asked
to supply additional subscribers (15% more).

Most of the interviews took place in the homes or offices of the interviey\(ees. in
some cases where subscribers lived in the wider areas of these four cities, the
interviews took place in Hotel rooms of the four major cities.

Before the interview a short discussion took place which helped to develop a
personal relationship with the interviewees and they were reminded of the aims
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of the survey. They were also asked to turn off their mobile phones so as to
avoid interruptions. The duration of each interview was about an hour.

In the following, the questionnaire of the final survey research is presented as
well. as the reliability and validity assessment of the adapted SERVQUAL on the
basis of the final survey data and the statistical elaboration of the final survey
data.

5.2.41 The Questionnaire for the Final Research Survey

The adapted SERVQUAL scale, according to the interviews with the experts, the
pilot study and in the focus group research was inciuded in the questionnaire of
the final survey research. The scale used was the same as in the pilot survey.

The questionnaire also included the additional questions concerning overall
service quality assessment, perceived price, perceived risk, perceived service
value, customer satisfaction and repurchase intention which were assessed
during the pilot and the focus group research.

However, as Andreassen and Lanseng (1997) stated, customer loyalty, is
believed to reflect future buying intentions and is measured using two indicators:
repurchase probability and word of mouth. In addition, Dabholkar, Shepherd
and Thorpe (2000) and Cronin, Brady and Hult (2000), Jones and Sasser
(1995), Danaher and Haddrell, (1996), Woodside, Frey and Daly (1989),
Rust, Zahorik and Keiningham (1994) used the likelihood to recommend as a
proxy for customer loyalty. Therefore, another question was added to the
questionnaire of the final survey research concerning the intention of the users
to recommend their mobile operator to someone they know, friend or relative:
“How likely would it be for you to recommend your mobile operator to someone
you know?”. This question would strengthen customers’ stated repurchase
intention measure (APPENDIX V).

5.2.4.2 Reliability and Validity Assessment of the Adapted SERVQUAL on the
Basis of the Final Survey Data

The reliability and validity of SERVQUAL scale were evaluated once more with a
reliable random sample of 400 users.

On the basis of the data gathered from the final research survey, SERVQUAL's
reliability assessments were based on the internal consistency of the items
(using Cronbach’s coefficient alpha) representing the same dimension of service
quality as well as the overall scale. The reliability and the validity tests of the
SERVQUAL model were done with the EQS for windows 5.7 version software
for statistical analysis.
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The reliability test on the basis of Cronbach’s Coefficient Alpha are presented in
Table 16 and Table 17.

Table 16: Reliability of SERVQUAL: Cronbach’s Coefficient Alpha for Difference Scores,
Expectations and Perceptions

Cronbach’s Alpha|cronpach’s Alpha|Cronbach’s Alpha for
Dimensions for Expectations |fo, Perceptions Difference scores
Tangibles 0.776 0.863 0.710
Reliability 0.921 0.914 0.860
Responsiveness 0.920 0.941 0.901
Assurance 0.910 0.921 0.905
Empathy 0.926 0.939 0.920

From Table 16, it can be seen that the reliability coefficients for the perception-
minus-expectation gap scores for the five SERVQUAL dimensions are high,
taking into consideration that Nunnally (1978) and Devellis (1991) suggested
that coefficient alpha scores of greater than or equal to 0.7 are acceptable for
exploratory studies and also that in practice lower limits have been set as
acceptable by researchers. As Parasuraman, Zeithaml and Berry (1988)
stated, the minimum reliability that is acceptable is difficult to specify, but if
reliability is low, such as below 0.60, additional research is needed.

The Cronbach range for the dimensions was 0.710 to 0.920. This showed that
the adapted SERVQUAL scale was statistically reliable.
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Table 17: Reliability of SERVQUAL: Item to total Correlations for Difference Scores,
Expectations and Perceptions

Iltems | Item to Total | ltem to Total | ltem to Total
Dimensions Correlations | Correlations Correlations
Expectations | Perceptions | Difference Scores
Tangibles 1 0.764 0.734 0.607
2 0.723 0.744 0.579
3 0.730 0.883 0.615
4 0.669 0.714 0.594
Reliability 5 0.795 0.810 0.775
6 0.808 0.749 0.741
7 0.806 0.771 0.803
8 0.540 0.729 0.599
9 0.769 0.777 0.751
Responsiven |10 0.707 0.724 0.695
ess 11 0.765 0.755 0.717
12 0.806 0.753 0.698
13 - 0.792 0.803 0.736
Assurance 14 0.866 0.897 0.873
15 0.907 0.862 0.852
16 0.895 0.879 0.860
17 0.843 0.871 0.848
Empathy 18 0.741 0.794 0.763
19 0.702 0.717 0.655
20 0.749 0.786 0.729
21 0.726 0.685 0.635
22 0.745 0.839 0.760

In Table 17, item to total correlations are shown, for the difference scores,
perceptions and expectations. Item to total correlations are the scores for an
item and the summated scores of the rest of the items comprising a subscale
(Babakus and Mangold, 1992). The perceptions had higher alpha values than
the difference scores. Alpha values for the difference scores ranged from 0.579
to 0.873. Babakus and Boller (1992) reported alphas from 0.67 to 0.83.
Parasuraman, Berry and Zeithaml (1991) reported alphas from 0.60 to 0.93.
Parasuraman, Zeitham! and Berry (1988) reported alphas from 0.52 to 0.84.

Consequently the reliability of SERVQUAL in this study and the reliability values
reported in the original development of SERVQUAL proved to be of similar
nature and magnitude.

As Parasuraman, Berry and Zeithaml (1991) stated, a test of the convergent
validity is the dimensionality of the instrument that is whether scale items
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expected to load together in a factor analysis actually do so. As it has been
mentioned in the pilot survey factor analysis is not suggested for difference
scores and also a minimum sample size is needed which in the final survey is
sufficient (Chapter 5.1.56.2.3). The difference scores ratings (DSQ) were factor
analysed and expectations ratings (ESQ) as well as perceptions ratings (PSQ)
were also factor analysed separately. The five-factor solution was subjected to
oblique rotation. Oblique rotation of factors is a process by which the solution
is made more interpretable without changing its underlying mathematical
properties (Patterson and Spreng, 1997).The results are presented in Table
18, Table 20 and Table 20.

Table 18: Validity of SERVQUAL :Factor Loading Matrices Following Oblique Rotation of Five-
Factor Solutions for Difference Scores.

Factor 1 Factor 2 Factor 3 Factor 4 Factor 5

Tangibles 0.036 0.663 -0.113 0.103 0.063
-0.008 0.743 0.097 -0.121 -0.153

0.211 0.277 0.214 0.064 0.121

0.220 0.219 0.164 0.048 0.211

Reliability 0.073 -0.031 0.178 0.146 0.654
0.110 0.022 0.774 0.011 0.041

0.435 0.057 0.055 0.127 0.208

-0.046 0.318 0.054 0.178 0.316

0.474 -0.026 0.132 0.100 0.109

Responsive -0.041 -0.056 0.175 0.205 0.637
0.311 0.043 0.033 0.626 0.007

0.400 0.074 0.010 -0.195 0.529

0.645 -0.011 0.043 0.190 -0.029

Assurance 0.793 0.064 0.040 -0.081 0.006
| 0.631 0.037 0.085 0.099 0.096
0.735 0.072 0.041 0.053 -0.044

0.641 0.023 0.157 -0.024 0.067

Empathy 0.089 -0.038 0.795 0.022 -0.065
0.224 0.033 0.027 0.637 0.092

-0.062 0.015 0.851 -0.053 0.042

0.399 0.012 -0.045 -0.213 0.553

0.714 -0.031 0.047 0.132 -0.003
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Data on difference scores initially produced four factors with eigenvalues greater
than 1.0. The eigenvalue represents the relative proportion of variance
accounted for by each factor (Tabachnick and Fidell, 1989). However, they
were loaded on five factors and only those components with an eigenvalue
greater than 0.981 were retained and rotated. As it can be seen from Table 18,
there is dimensional overlap.

Table 19: Validity of SERVQUAL : Factor Loading Matrices Following Oblique Rotation of Five-
Factor Solutions for Expectation Scores.

Factor 1 Factor 2 Factor 3 Factor 4 Factor 5

Tangibles 0.019 0.695 -0.047 -0.029 0.200
-0.054 0.851 0.073 -0.035 -0.161

0.107 0.348 0.363 0.227 0.038

0.004 0.161 0.406 0.201 0.279

Reliability 0.041 0.068 0.049 -0.034 0.807
0.038 0.047 0.809 -0.030 0.095

0.262 -0.108 0.282 0.050 0.403

0.327 0.259 0.019 -0.463 0.207

0.109 0.044 0.427 0.277 0.231

Responsive -0.075 0.011 0.052 -0.085 0.868
0.873 -0.041 0.049 -0.112 -0.028

0.347 0.004 0.045 0.250 0.405

0.561 0.066 0.149 0.061 0.082

Assurance 0.506 0.112 0.071 0.375 0.084
0.501 0.135 0.070 0.264 0.178

0.361 0.201 0.118 0.238 0.223

0.107 0.036 0.308 0.195 0.411

Empathy -0.000 -0.018 0.874 -0.038 -0.053
0.876 -0.038 0.041 -0.096 -0.063

-0.009 0.005 0.855 -0.061 -0.020

0.236 -0.090 0.101 0.286 0.394

0.522 0.179 -0.051 0.288 0.151
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Table 20: Validity of SERVQUAL : Factor Loading Matrices Following Oblique Rotation of Five-
Factor Solutions for Perception Scores.

Factor 1 Factor 2 Factor 3 Factor 4 Factor 5
Tangibles 0.339 0.014 0.048 0.096 0.372
0.475 -0.058 0.015 0.157 0.339
0.136 0.035 0.022 0.143 0.562
0.017 0.034 0.007 0.045 0.662
Reliability -0.118 0.714 0.031 0.151 0.117
0.035 0.029 0.030 0.776 0.111
-0.146 0.146 0.225 -0.002 0.511
-0.113 0.423 0.253 -0.099 0.262
-0.025 0.116 0.069 0.229 0.412
Responsive -0.153 0.777 0.056 0.127 -0.067
0.001 -0.065 0.813 0.061 0.075
0.201 0.661 -0.110 0.036 0.194
0.159 0.188 0.366 0.147 0.161
Assurance 0.412 0.232 0.345 0.114 0.010
0.279 0.229 0.251 0.238 0.089
0.422 0.172 0.318 0.164 0.023
0.366 0.286 0.305 0.090 0.053
Empathy -0.063 -0.033 0.057 0.830 0.018
-0.029 -0.033 0.844 0.014 0.014
0.008 0.040 -0.046 0.866 -0.035
0.227 0.736 -0.035 -0.031 0.030
0.307 0.200 0.456 0.176 -0.034

Devellis (1991) and Saxe and Weitz, (1982) maintained that the cut-off value
was 0.35 for the correlation of the items with the factors.

Data on expectations initially produced four factors with eigenvalues greater
than 1.0. However they were loaded on five factors and only those components
with an eigenvalue greater than 0.918 were retained and rotated. As seen in
Table 19, there is a dimensional overlap between all the dimensions and
tangibles split in two.

Data on perceptions initially produced four factors with eigenvalues greater than
1.0. However they were loaded on five factors and only those components with
an eigenvalue greater than 0.897 were retained and rotated. As can be seen in
Table 20, there is a dimensional overlap. However, the studies of many
researchers implied overlap among the SERVQUAL dimensions, especially
among responsiveness, assurance and empathy. Thus, it seems that the
reservations of Carman (1990), Brown, Churchill and Peter (1993) and
Andersson (1992) concerning the adequacy of performing factor analysis with
SERVQUAL (Chapter 5.1.5.2.3), seem to have ground.
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Peterson and Wilson (1992) noted that service quality and satisfaction scales
are almost always skewed, with the majority of respondents rating the perceived
service highly. The frustrating aspect of this phenomenon is that apparently
satisfied customers do not necessarily remain loyal. Westbrook (1980)
suggested calculating the coefficient of skewness, which measures symmetry
around the mean. In Table 21, the coefficients of skewness are presented.

Table 21: Coefficient of Skewness

Variable Skewness
Overall Service Quality -0.673
Difference scores 0.120
Perceived Service Quality -0.778
Expected Service Quality -2.787
Customer Satisfaction -0.481

Table 21 shows that the asymmetric distribution around the data means is high
in all of the variables especially for expected service quality, however for the
difference scores it is not high. Danaher and Haddrell (1996), in their analysis,
also found that disconfirmation scale had skewness values near zero, while the
performance and the satisfaction scales were skewed to the left on all the
attributes.

As Parasuraman, Berry and Zeithaml (1991) and Babakus and Mangoid
(1992) stated, a high degree of convergence between the adapted SERVQUAL
scale and a separate measure of service quality can support the scale's
construct validity. Thus, SERVQUAL scale's validity was assessed by examining
whether it was associated empirically with the overall service quality ratings
(0Q1).

There is a low correlation 0.302 between overall service quality ratings (OQ1)
and the SERVQUAL gap scores. The overall service quality ratings (OQ1) were
regressed on the SERVQUAL gap scores along the five dimensions. The results
are presented in Table 22.
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Table 22: Regression Analysis of Overall Service Quality vs. SERVQUAL Scores for the Five

Dimensions
Dimensions Standardised P-Values
Regression Coefficients
Intercept 4.147
Tangibles -0.102 0.1116
(-1.595)

Reliability 0.146 0.0362
(2.102)

Responsiveness 0.059 0.4929
(0.686)

Assurance 0.061 0.4440
(1.435)

Empathy 0.153 0.1520
(0.766)

Notes: t-values in parentheses
P< 0.1 (p=0.000), Multiple R= 0.3305, R-square = 0.1092, Adjusted R-square=0.0979, df = 5,
394, F=9.6609

The overall equation is significant p= 0.000 (p<0.1), however from the five
dimensions only reliability is significant as it can be seen from the p values.
However, if each dimension is regressed alone on overall service quality all the
dimensions except tangibles are significant. Tangibles have a regression
coefficient 0.125 (t=2.286, p=0.023), reliability has a coefficient 0.275 (t= 5.980,
p= 0.000), responsiveness 0.382 (t=5.843, p=0.000), assurance 0.254 (t=5.569,
p=0.000) and empathy 0.331 (t=6.304, p=0.000).

As Danaher and Haddrell (1996) stated, the relative importance of the
dimensions can be assessed by several methods. One is to compare the
magnitude of the regression coefficients or the standardised coefficients (betas).
However, Bring (1994) showed that regression coefficients may not give a very
reliable measure of the relative importance of regression independent variables,
especially in the presence of multicollinearity and he recommended using the
magnitude of each independent variable’s t-statistic as an indicator of relative
importance. In this case the presence of multicollinearity is obvious thus the
magnitude of each independent variable’s t-statistic as an indicator of relative
importance should be used. Thus, the most important dimension is reliability,
followed by assurance, empathy, responsiveness and then come tangibles.

Parasuraman, Zeithaml and Berry (1988) regressed an overall quality
perceptions scores on the SERVQUAL scores to determine the relative
importance of the five dimensions in influencing customers’ overall quality
perceptions. They found that regardless of the service being studied, reliability
was the most important dimension, followed by assurance. Then followed
responsiveness and tangibles and empathy was the least important dimension.
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Sultan and Simpson (2000), Bolton and Drew (1991), Zeithaml, Berry and
Parasuraman (1991) and Berry, Zeithaml and Parasuraman (1985) also
found reliability as the most important dimension. Furthermore, Zeithaml,
Parasuraman and Berry (1990) found that reliability was the most important of
the dimensions and tangible the least important. In addition, Johnston (1995)
also found out that tangibles comprised the least important dimension.

These results show that the adapted SERVQUAL is a valid research instrument
and can give reliable results in the final research survey.

5.2.4.3 Statistical Elaboration of the Final Survey Data

Final survey data were statistically analysed using the same approach as in the
pilot survey. Further statistical analysis using the demographic characteristics
was conducted and the mobile telephony operators were examined separately
and comparisons were made. The deficiencies of the mobile telephony service
and customers’ unsatisfied needs were identified. In the final survey, data were
missing for the independent variable and not the dependent variable. As in the
pilot survey for each variable that had missing data, the variance of the variable
before substituting means was equal to or less than the variance after
substituting means. Thus, the mean replacement approach to dealing with
missing data was considered the appropriate one for the final research survey
as in the pilot survey.

The data collected from the final survey, revealed that item non-responses on
the perceptions portions of the scale were more than on the expectations part of
the scale. This suggested that mobile telephony users may have a clear idea on
desirable levels of service attributes, but actual service performance was difficult
to assess or to express it.

Symbols used in the analysis

For expectations:

ESQ 1-22 = Expectations part of the SERVQUAL model items 1-22
For perceptions:

PSQ 1-22 = Perceptions part of the SERVQUAL model items 1-22
Perceptions-Expectation (P-E) differences:

DSQ 1-22 = Differences between perceived and expected quality of the
SERVQUAL model items 1-22
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Using the importance weights of the SERVQUAL model the weighted
perceptions, expectations and differences were also calculated and represented
as:

WESQ 1-22 = Weighted expectations for items 1-22

WPSQ 1-22 = Weighted perceptions for items 1-22

WDSQ 1-22 = Weighted differences for items 1-22

OSQ1: Overall evaluation of service quality experience after using mobile
telephony service

PP1: The price charged for the service (low/high)

RU1: The personal (physical) risk associated with using the service

PV1: The overall value (quality minus price) received

CS1: Overall satisfaction from the mobile telephony service (very dissatisfied
/very satisfied)

RI1: Customer intention to repurchase the service from their mobile operator

RI2 : Customer’s intention to recommend their mobile operator to someone they
know.

SERVQUAL data were analysed and the gap scores were computed and as

Buttle (1996), argued, this analysis can take several forms:

e item-by-item analysis (e.g. P1 - E1, P2 - E2)

e dimension-by-dimension analysis (e.g. (P1 + P2 + P3 + P4/4) - (E1 + E2 +
E3 + E4/4), where P1 to P4, and E1 to E4, represent the four perception and
expectation statements relating to a single dimension)

e computation of the single measure of service quality ((P1 + P2 + P3 ... +
P22/22) - (E1 + E2 + E3 + ... + E22/22)), the so-called SERVQUAL gap.

Pearson correlations coefficients and chi-square tests were applied for the
elaboration of the demographic data of the final survey according to the nature
of the scales.

The demographic characteristics of the final survey sample are presented in
Table 23.
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Table 23: Demographic Characteristics of the Final Survey Sample

Age : Gender:

18-24 31% | Female 49%
25-34 34% | Male 51%
35-44 25%

45-54 7%

55-64 3%

Occupation: Education:

Businessmen 20.75% | No education 0.25%
Managers 1.25% | Primary (up to15 years) 11%
Top executives 4.25% | Secondary 49%
Employees 27.25% | Post-secondary schools 24%
Workers 14.25% | University 15.75%
Farmers 1%

Homemakers/retired/

unemployed 13.5%

Students 17.75%

Family Status Children at home

Not married 50.75% | Under 18 years old 37.5%
Married 42.75% | Over 18 years old 26%
Divorced 4.25% | No children 36.5%
Cohabit 1.25%

Widowhood 1%

Operator Type of usage

Cosmote (total) 25.25% | Business 29.25%
Prepaid (Cosmocarta) 7.75 % | Personal 5.5%
Panafon (total) 44.5% { Both 65.25%
(Panafon ala Carte) 24%

Telestet (total) 30.25%

Prepaid (B-Free) 16.75%

Residence N =400

Athens 48.75%

Thessaloniki 26%

Larisa 12.75%

Patra 12.5%

In Table 24 the relationships between the demographic variables of the final

survey sample are presented.
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Table 24: Relationships between the Demographic Variables

Gender Age | Education | Occupation | Family Status
Gender -
Age ns -
Education ns .000 -
Occupation .000 .000 .000 -
Family ns .000 ns 0.000 -
Status
Children at ns .000 0132 .002 .000
home

Figures denote significance levels
ns = not significant (p>.10) on chi-square test

Type of Usage Operator | Residence
Gender ns ns ns
Age ns 0.000 ns
Education ns ns 0.024
Occupation ns 0.000 0.005
Family Status ns 0.038 ns
Children at home ns ns ns

Figures denote significance levels
ns = not significant (p>.10) on chi-square test

In Table 24, it can be seen that there were not any unexpected relationships
between the demographic variables, taking into consideration the norms and the
standards of the Greek society. Older respondents with higher education had
better jobs such as managers and top executives. Men had better jobs than
women, since in the categories of ‘businessmen’ and ‘managers’ the
respondents were mostly men and a good number of women were
‘homemakers’ or ‘unemployed’. Older respondents were married and had
children. Most of the respondents who had high positions e.g. managers and top
executives were not married and students were not married. Respondents with
higher education did not have children and younger respondents had better
education. Many respondents between 25-35 years had completed post
secondary education and university. Respondents who were not married did not
have children. Younger respondents were not married and divorced respondents
were older. Younger respondents did not have children or had younger children.
Many businessmen lived in Athens and from the respondents not working a
large number was from Thessaloniki and Larisa. Respondents from Athens had
higher education.

The relationships between the different service quality measures, expectgd,
perceived quality, the P-E difference and the single overall service quality
measure (OSQ1), are presented in Table 25.
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Table 25: Relationships between Expected, Perceived, P-E Difference and Overall Service

Quality.

Overall P-E Difference | Perceived
Quality (DSQ) (PSQ)
(0SQ1)

Overall (OSQ1) -

Differences (DSQ) 0.302* -

Perceived (PSQ) 0.420" 0.742* -

Expected (ESQ) 0.135 -0.426* 0.291*

Pearson correlation coefficients

*significant at p<.01

In Table 25, can be seen that the association between overall service quality
(OSQ1) and perceived service quality is stronger than its association with the P-
E difference. Therefore, it can be concluded that perceptions alone might be a
better measure for service quality. In addition, the association between overall
service quality (OSQ1) and those measured through SERVQUAL can suggest
that the overall service quality scale might be proved as useful as the
SERVQUAL instrument. This finding is in accordance with the results of Kangis
and Zhang (2000).

The 22 SERVQUAL items were ranked in terms of importance and were
weighted for each respondent for expectations, for perceptions and for the P-E
difference scores. The weighted SERVQUAL scores were obtained by
multiplying the respondent's gap score for each item by the item's relative
importance weight (summing the results across the items).

The relationship between the weighted expectations, weighted perceptions,
weighted P-E difference scores and the single overall service quality measure
(OSQ1) are presented in Table 26.

Table 26: Relationships between Weighted and Overall Service Quality Measures.

Overall Service Weighted Weighted
Quality (OSQ1) | Expectations | Perceptions
(WESQ) (WPSQ)
Overall Service -
Quality (0SQ1)
Weighted 0.236* -
Expectations (WESQ)
Weighted 0.385* 0.765" -
Perceptions (WPSQ)
Weighted P-E 0.232* -0.297* 0.387*
Difference
(WDSQ)

Pearson correlation coefficients, *significant at p<.01
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In Table 26 can be seen that overall service quality (OSQ1) has a correlation
0.232 with weighted P-E difference, instead of 0.302 with the non-weighted gap
scores. Thus, it can be concluded that weighted SERVQUAL scores was not a
more reliable measure than non-weighted scores. The association of weighted
perceptions with the overall quality measure was higher (0.385) than that of the
weighted difference scores (0.232). Weighted expected and perceived service
quality were strongly correlated (0.765, instead of 0.291 of the non-weighted
expected and perceived service quality) and it can be concluded that when
adding importance weights customer expectations come very close to their
perceptions.

The relationships between the demographic variables and overall service
quality, P-E difference, perceived and expected quality are presented in Table
27.

Table 27: Relationships between Demographic Characteristics and Quality Measures.

Overall P-E Perceived | Expected
Quality Difference (PSQ) (ESQ)
(0SQ1) (DSQ)
Gender ns ns ns ns
Age ns ns ns ns
Education 0.012 ns ns ns
Occupation 0.048 0.000 0.000 0.001
Family Status ns ns ns ns
Children at ns ns ns ns
home
Mobile .ns ns ns ns
Operator
Type of usage ns ns ns ns
Residence 0.042 ns ns 0.052

Figures denote significance levels
ns = not significant (p>.10)

In Table 27, can be seen that there is just a slight association (in comparison
with the other relationships), between the occupation of the respondents and
overall service quality, P-E difference, perceived and expected service quality.
Further analysis and calculations of the difference of the means showed thgt
respondents with higher positions rated service quality less. In addition, there_ is
an association between the education of the respondents and overall service
quality. Respondents with higher education gave lower rates. Th_is may imply
that respondents with higher education and higher positions mlght pe more
critical on the quality received. Concerning service quality expectations it seems
that they may be somehow shaped by the occupation of the customer.
Furthermore, there is a slight association between residence of the respondents,
overall service quality and expected service quality. Respondents from Athens
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rated service quality higher and followed the respondents from Patras.
Respondents from Thessaloniki and especially respondents from Larisa gave
lower rates.

The correlation of the two measures with which customers stated their
repurchase intention for the service (from the same mobile operator), and their
intention for positive word of mouth, are presented in Table 28.

Table 28: Relationship between Stated Repurchase Intention and Positive Word-of-Mouth.
: Repurchase Intention
Positive Word of Mouth 0.585

Pearson correlation coefficients,
Significance p=.000

From the existing literature it seems that there are relationships between
demographic variables and customer loyalty. For example, Snyder (1991),
found some correlations between demographic variables and strong service
loyalty. In addition, Lacobucci and Ostrom (1994) found that men and women
often differed in how they valued the core and relationship aspects of services.

Thus, the relationships between demographic characteristics, stated repurchase
intention and positive word of mouth were examined and are presented in Table
29.

Table 29: Relationships between Demographic Characteristics, Repurchase Intention and
Positive Word-of-Mouth.

: Repurchase Intention | Positive Word-of-Mouth
Gender ns ns

Age ns ns
Education 0.064 0.180
Occupation ns ns

Family status ns ns

Children at home ns ns

Mobile Operator 0.006 0.034

Type of usage 0.017 0.023
Residence 0.082 0.111

Figures denote significance levels
ns = not significant (p>.10)

In Table 29, it can be seen that education, the mobile operator, the type of
usage and respondents residence are associated with repurchase intention and
positive word of mouth but just slightly. Further analysis and calculations of the
difference of the means showed that respondents with higher education were
less likely to repurchase the service from their operators. Telestet and Panafon
users were less likely to repurchase the service and recommend it to a relative
or friend. Cosmote users had the strongest intention to repurchase the service
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from their operator and were more likely to engage in positive word of mouth,
then followed Telestet users and last came Panafon users.

From the three types of users (personal, business or both), business users were
less likely to repurchase the service from their operators and recommend it to
their relatives and/or friends. Furthermore, respondents from Athens were more

likely to repurchase the service from their operators than respondents from the
other cities.

Thus, it can be seen that the sample had a normal distribution and did not
display any unexpected bias. Perceptions alone seemed to be a better way to
measure service quality and the addition of importance weights showed that
customer expectations come very close to their perceptions. Furthermore, the
results showed that respondents from Athens rated service quality higher and
respondents with higher positions and higher education rated service quality
less.

The findings from the focus group survey and the final research survey will be
presented in detail in the next chapter. The findings of the pilot survey will not be
presented because as it has already been mentioned there are reservations
concerning their validity.
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CHAPTER 6
FINDINGS

This chapter will present the findings from the focus group research studies and
the final research survey.

6.1 The Results of the Focus Group Research

The demographic characteristics of the participants are presented in Table 30:

Table 30: The Demographic Characteristics of the Participants of the Focus Groups

Group 1
Athens
10 Participants

Group 2
Thessaloniki
9 Participants

Group 3
Larisa
8 Participants

Group 4
Patra
9 participants

Age
18-24

05-34
35-44
45-54
55-64
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“ NN N =

PPN —

Gender
Female
Male

~
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Occupation
Farmers
Businessmen
Managers/
Top exec.
Employees
Labourers
Not working
Students
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b
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Education
Primary
Secondary
College
University

W

WM

SN NN

AN W

Family Status
Not married
Married
Divorced
Cohabit
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182




Widowhood - 1 1 1
Children at

home 4 3 4 3
Under 18 1 1 - 2
years old 6 5 4 4
Over 18

years old

No children

Mobile

Operator 3 3 2 3
Cosmote 4 3 3 4
Panafon 3 3 3 2
Telestet

Type of

usage 4 2 1 2
Professional 4 2 1 4
Personal 2 5 6 3
Both

The participants of the focus groups discussed the 22 items of SERVQUAL and
expressed their perceptions and expectations. The comments of the participants
on the expectations and perceptions of the 22 SERVQUAL items, classified
under the five dimensions: tangibles, reliability, responsiveness, assurance and
empathy, are presented in Table 31, Table 32, Table 33, Table 34, Table 35,
Table 36, Table 37, Table 38, Table 39 and Table 40 in the following way:

Dimension Expectations Perceptions
Tangibles Table 31 Table 32
Reliability Table 33 Table 34
Responsiveness Table 35 Table 36
Assurance Table 37 Table 38
Empathy Table 39 Table 40

In each one of the above tables the results of all the focus groups researches
conducted in the four cities are presented. Explanations concerning the grouping
of the items (1-22) of SERVQUAL under each one of the five dimensions as well
as of the symbols used to evaluate the importance of these items, are presented
at the end of these tables.
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Table 31: Tangibles, Focus Group Participants Expectations and Importance.

shops should have

have neat and

professional

material to be visually
appealing and easy to

should be visually

CITY ITEM 1 ITEM 2 ITEM 3 ITEM 4
Expectations Im/ce | Expectations Im/ce | Expectations Im/ce | Expectations Im/ce
Athens | - should have - employees should - they expected the - they all expected ‘
excellent  physical | o have professional and | g material ~ associated | g mobile handsets to .
facilities neat appearance with the service to be be visually
(operators and - Panafon employees visually appealing and appealing of high
shops) should be younger easy to understand quality and user
and better looking friendly
than Telestet and
Cosmote employees
(perhaps because of
the advertisements)
Thesl/i - should have - all expected - they expected the - they expected
excellent  physical Q employees to have Q material to be visually ' mobile handsets to .
facilities (operators neat and professional appealing and easy to be visually
and shops) appearance understand =) appealing, of high
quality and user
friendly
Larisa - operators and - employees should - they expected the . - mobile handsets
-

excellent  physical
facilities

- Panafon and
Telestet should
have more luxury
physical facilities
because they are
private and

Cosmote is public

appearance

understand

appealing, of high
quality and user
friendly
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CITY |ITEM1 | ITEM 2 ITEM 3 ITEM 4 ,
Expectations Im/ce | Expectations Im/ce | Expectations im/ce | Expectations Im/ce
Patra | - all expected - they all expected - they expected - they all expected
operators and the - employees to have | g manuals, pamphlets ‘ mobile handsets to '
shops selling the professional and neat and statements to be be visually
service  to have appearance visually appealing and appealing of high
excellent physical easy to understand quality and user
facilities friendly
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Table 32: Tangibles, Focus Group Participants Perceptions

CITY ITEM 1 ITEM 2 ITEM 3 ITEM 4
Perceptions Perceptions Perceptions Perceptions

Athens |- operators have excellent|- employees of mobile |- material is visually appealing | - mobile handsets are
physical facilities operators have a neat and | - half of the participants stated | good quality and visual :
- big chain stores have excellent | professional appearance that they can easily | appealing
physical facilities - employees in the large | understand it and the other | - most stated that they a
- some of the small shops do not | chain stores have a more | half stated that they have | user friendly
have professional appearance than | difficulty to understand it - some had difficulties to us
- they prefer to buy from chain | employees in the smaller the various features
stores specialised in electronic | shops.
equipment because of the
variety

Thes/i - operators’ branches in Thes/ki | - employees in the branches | - the material is visually |- many of the existing
have very good physical | and in the big stores have | appealing, however it is not | handsets are appealing, of
facilities neat and professional | very easy to understand good qualty and have
- big chain stores have better | appearance ° advanced features
physical  facilities than small | - in smaller shops they have :
shops a more simple appearance

Larisa - they have not visited the |- they have not visited the | - material is visually appealing, | - they are visually appealing
central offices of the operators | central  offices of the | but not easy to understand and of high quality especially
in Athens. operators - only two of the participants | some of them
- in Larisa operators have - employees in the stores in | had no  difficulties  to |- it is not very easy to use
shops with good physical | Larisa have a professional | understand it them and someone must
facilities and neat appearance show you how

Patra - they have not visited the | - employees at the shops in | - it is visually appealing and for

central offices of the operators
in Athens

- in Patras the physical facilities
of the shops are very good

Patras have a professional
and neat appearance

most of the participants easy
to understand

- two of the participants could
not understand the manuals
and mentioned that technical
knowledge is needed

- they are of high quality and
visually appealing and some
of them are really elegant

- some of them stated that
handsets are not user friendly
and they had problems to
learn to use them
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Table 33: Reliability, Focus Group Participants Expectations and Importance

CITY ITEM5 ITEM 6 ITEM7 ITEM 8 ITEM9
Expectations Im/ce | Expectations | Im/ce | Expectations | Im/ce | Expectations Im/ce | Expectations | Im/c

Athens |- all of the - participants - all of the - all of the - all of the
participants . expected mobile . participants ‘ participants ‘ participants '
expected services operators to expected to expected their expected
to be performed at show a sincere have operators to accurate and
the promised time interest in excellent provide value error free

solving their coverage added services. records.
problems Some of those
services are very
. important :

Thesli - all  expected - all expected - all expected - they all expected - they all
mobile operators to . operators to . excellent . their operators to . expected ‘
provide services at show a sincere coverage offer value-added accurate and
the promised time interest in services error free

solving their - they are more . records
problems important for
business users

Larisa - they all expected - all expected - all expected - all expected to O - they all
mobile operators to . their operators . their . have value-added expected .
provide services at to show a operators to services. accurate and
the promised time sincere interest provide - they are error free

in solving their excellent necessary to ‘ records
problems coverage business users
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CITY ITEM S ITEM 6 ITEM 7 ITEM 8 ITEM 9
Expectations Im/ce | Expectations | Im/ce | Expectations | Im/ce | Expectations Im/ce | Expectations | Im/c
Patra - all  expected - all expected - they all - all  expected - all expected
operators to . operators to . expected ‘ their operators to g accurate and ‘
provide services at show a sincere excellent offer value-added error free
the promised time interest in coverage services records
- two Cosmote solving their - they are
users stated that problems important for
they have lower - two Cosmote business users .

expectations

because in the
public sector
services are not
provided at the

romised time

users stated that
they have lower
expectations
because it is a
public company
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Table 34: Reliability, Focus Group Participants Perceptions

CITY ITEMS5 ITEM 6 ITEM 7 ITEM 8 ITEM 9
Perceptions Perceptions Perceptions Perceptions Perceptions o
Athens | - participants have not faced | - most of the participants - participants are not | - the existing value added | - most of the participar: -
any problems with delays in | stated that the operators pleased with | services are not enough |did not have @&
the provision of services were always solving their | coverage some more are needed e.g. | problems with t
problems Internet for business users accuracy of their bills.
one stated unable to — the prices of some of | - Only one had a proble:
answer because he never these services are | however it was correct
had any problems expensive and some should | immediately
be free of charge e.g.
. messaging service o
Thes/i - one Panafon user faced | - Panafon users with one | - Panafon users are | - operators offer value- | - Panafon users have
problems of delays in the | exception, stated that|not pleased with | added services serious problems with the
provision of services and he | their operator does not | coverage and have | - their cost is high accuracy of their bills
had to contact the company | show interest to solve | serious problems - Cosmote offered some | - Cosmote and Telestet
many times their problems - Telestet and | basic value-added services | users did not have
- the others never had |- one Cosmote user| Cosmote users do | like messaging service free | problems
problems with the provision | stated that he did not find | not have serious | of charge - Cosmote customers
of services help when he asked | problems with stated that even if they
information  from  the | coverage don't pay their bill for a
telephone directory month their phone is not
disconnected
Larisa - two of the participants | - participants using | - they are not pleased | - some mentioned that it is | - Panafon and Telestet
stated that operators do not | Panafon and Telestet | with coverage difficult to use services such | users do not always get
provide services at the | mentioned that their as e-mail and Internet, you | error free records

promised time

- another mentioned that 1.5
years ago he asked Telestet
to cancel his contract and he
is still waiting

operators do not show a
sincere interest in solving
their problems

- Cosmote users receive
some interest from their
operator however not
really a sincere interest

must have technical
knowledge

- some mentioned that some
services like fax and e-mail
are essential for business

users
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CITY

ITEM 5

ITEM 6

ITEM 7

ITEM 8

ITEM 9

Perceptions

Perceptions

Perceptions

Perceptions

Perceptions

Patra

- most stated that operators
provide services at the
promised time

- Cosmote users stated that
they are pleased and the
company has unexpectedly
exceeded their expectations
- one Cosmote  user
complained because there
are many lost calls

- Cosmote users stated
their operator shows a
higher interest to solve
their problems than that
they expected

- another user of Panafon
and the users of Telestet
stated that they are very
pleased

- Telestet users are

not pleased
coverage

with

- most of the participants
have used one or two of
these services like
messaging  service and
stock exchange information
and they are pleased

- Telestet users did ¢
have problems with 1!

accuracy of their bills

- Panafon users h:

serious problems

. one
mentioned that if |-
delays to pay his bill 1
company automatice.

-

incorporates the delayt 2
A

payment in the n:
payment however he
does not want this

Cosmote uw @

T

190



Table 35: Responsiveness, Focus Group Participants Expectations and Importance

services will be
performed

- two Cosmote users
stated that they have
lower expectations
because it is a public

company

- two Cosmote users
stated they had lower
expectations

them

- two Cosmote users
stated they had
lower expectations.

O

their requests

- two Cosmote users
stated that they had
lower expectations
because it is a public
company

CITY ITEM 10 ITEM 11 ITEM 12 ITEM 13 B
Expectations Im/ce | Expectations Im/ce | Expectations Im/ce | Expectations Im/c.

Athens | - all  of them - all of the participants - participants - all participants |
expected employees . expected employees G expected their O expected  employees ‘
to give them precise to give them prompt mobile operators’ not to be too busy to
information on when service employees to be respond to their
services will be willing to help them. requests.
performed ,

Thes/i | - all expected their - they all expected - all expected - all expected
operators to have @ | rrompt service ® employees to be ® employees not to be| @@
employees who will willing to help them. too busy to respond to
tell  them exactly their requests
when services will
be performed

Larisa |- they all expected - all expected to get - they all expect - they alll expected
employees . to tell prompt service by ‘ employees to be ‘ employees never to be .
them exactly when ® their operators’ willing to help them too busy to respond to
services will be employees : : their requests
performed

Patra |- all =~ expected - all expected to - all expected f - all ‘expected
employees to tell receive prompt ‘ employees always to employees never to be .
them exactly when service be wiling to help too busy to respond to
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Table 36: Responsiveness, Focus Group Participants Perceptions

CITY

ITEM 10

ITEM 11

ITEM 12

ITEM 13

Perceptions

Perceptions

Perceptions

Perceptions

Athens

- most of the participants
always received precise
information on when services
will be performed.

- one Panafon user stated that
when he had asked for the
WAP service he had to wait

- most of the participants
stated that they get prompt
service

- only one Panafon user stated
that he has not received
prompt service

- most of the participants
always came across
employees willing to help them
- one complained about an
employee in Panafon who did
not help him when he asked
for the caller ID service

- one Panafon and o |
Telestet user stated tF
when they call custor |
service they have to w

because the lines are busy |

Thes/i

- most of the Panafon users
mentioned that the employees
do not tell them exactly when
services will be performed and
sometimes services are not
performed at all

- Panafon users stated that
they do not get prompt service
- Cosmote and Telestet users
stated that they get prompt
service

- Panafon users stated that
many times they had to deal
with employees not willing to
help them and answer their
guestions

- Panafon users stated tt
employees at  customer
service in Panafon are too
busy and they don’t respond
to their requests properly

- also the lines are always
busy

Larisa

- Panafon and Telestet users
stated that employees almost
never tell them exactly when
services will be performed.

- one Cosmote user also
mentioned the same problem

- all agreed that they do not get
prompt service by their
operators

- Panafon and Telestet users
stated that the service they get
Is unacceptable

- Panafon and Telestet users
stated that the employees of
Panafon and Telestet are not
always wiling to help
customers

- one Cosmote user stated that
sometimes this happens also
with the  employees  of
Cosmote

- Panafon and Telestet users
stated that its difficult to get
employees on the phone
because lines are busy

- Cosmote users stated that
they also have this problem
sometimes
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CITY

ITEM 10

ITEM 11

ITEM 12

ITEM 13

Perceptions

Perceptions

Perceptions

Perceptions

Patra

- most of the participants
stated that employees always
told them exactly when
services will be performed

- one Panafon and one
Cosmote users when they
asked for the wvoice mail
service were told that the time
needed was three days and
they had to wait one week

- most of the participants were
pleased with the service

- one Panafon user stated that
he did not receive prompt
service from an employee
when he asked for information
from the telephone directory

- one Cosmote user stated
that when he had asked for
information concerning the use
of his handset, he did not get it
- Telestet users did not
mention any problems

- the majority of the
participants stated they are
pleased with employees

- one Panafon user, when he
called customer service to get
some information concerning
the wuse of his handset,
employees did not help him

- a Cosmote user also had
problems with an employee

- Telestet users did not have
any problems with the
employees -

- most of them have nevi: |-

met an employee too busy ¢ |-

respond to their requests

37

- one Panafon user stat@a

that the line at Panaf
customer service is alwayv i
busy ‘

- one Cosmote  us:

mentioned that employees = |

the shops and especially
general stores are sometimes
busy and don’t help

P
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Table 37: Assurance, Focus Group Participants Expectations and Importance

CITY ITEM 14 ITEM 15 ITEM 16 ITEM 17
Expectations Im/ce | Expectations im/ce Expectations Im/ce | Expectations Im/

Athens | - all of the - all of the participants - all of the participants - all of the
participants , @ | expected to feel safe ® expected  courteous | @ | participants q
expected their in their transactions employees expected
operators to have - two Cosmote users employees to have
employees instilling stated they had lower Q the necessary
confidence expectations because it knowledge and

is a public company skills to serve them

Thesl/i - they all expected to - all expected to feel - all expected - all expected to
find employees | @ | safe in their o employees  to be o find employees with -
whose behaviour transactions courteous. the necessary
instils confidence knowledge and

skills

Larisa - all of the - all expected to feel - all expected to find - they all expected
participants @ | safeintheir o employees constantly o to find employees
expected mobile transactions courteous who have the
companies’ knowledge and
employees to instil skills to serve them
confidence .

Patra - all of the - all expected to feel - all expected to find . - all expected to
participants ® safe in their o consistently courteous find employees with
expected transactions employees Q the necessary
employees’ - two Cosmote users knowledge and -
behaviour to instil stated they had lower skills
confidence expectations because - two Cosmote

in the public sector in users  expressed
Greece you seldom lower expectations
find courteous

employees
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Table 38: Assurance, Focus Group Participants Perceptions

CITY ITEM 14 ITEM 15 ITEM 16 ITEM 17
Perceptions Perceptions Perceptions Perceptions
Athens | - all of the participants stated that | - Cosmote users mentioned that | - most of the participants stated | - most of the participants stststs
they have never come across | they feel safer with Cosmote | that they have always come | pleased with the knowledgwdddc
employees whose behaviour was | because it is a public organisation | across polite and gentle | employees
not instilling confidence in them. (a subsidiary of Greek PTT) employees - one stated that the techifkclclcle
- one of them mentioned that he | - one Panafon user complained | knowledge of the employeerererer
does not feel safe with Cosmote | about an employee with rude | limited and if one has a techilclclcke
because of the economic | behaviour who however at last | question to ask and it iscicicis
scandals of the Greek PTT | gave the information asked working hour to call directlyltithte
revealed some years ago operator the 24-hour sersesese
employees cannot answer it itititi
Thesli - Panafon users mentioned that in | - Panafon users who have found | - one stated that an employee at | - all agreed that employees ac.2s 3
most cases employees’ behaviour | mistakes in their bills and have | Unifon, a distributor of Panafon, | shops even in the big chain
did not instil confidence paid the same bill twice did not | was rude when he went to buy the | stores do not have the technical
- Telestet and Cosmote users do | feel at all safe in their transactions | service knowledge to help them to use
not have this problem - the others who did not have | - Panafon users mentioned that | their handsets, they just give
such problems felt more safe, | employees at customer service | them the manuals to read
however not very safe because of | are not courteous - only Germanos (a big chain
what they had heard from friends | - some stated that the employees | store) has employees with
and relatives in the small shops are more | technical knowledge
courteous than in the chain stores | - not all of the employees at the
customer service of the operators
have technical knowledge
Larisa - the participants stated that | - Panafon and Telestet users after | - Panafon and Telestet users | - all agreed that the employees
employees’ behaviour in most | all the mistakes in their bills did | agreed that most of the|do not have the necessary

cases instils confidence in them

not feel safe in their transactions

- Cosmote users felt because no
mistakes were made and even if
they did not pay a bill their phone
was not disconnected and their
debt was immediately
incorporated in the next bill

employees in these companies
are not courteous

- one Cosmote user mentioned
that employees are not always
courteous with customers

knowledge and skills. They have
to read the manuals to
understand the service and the
use of their handsels and this is
tiring
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CITY

ITEM 14

ITEM 15

ITEM 16

ITEM 17

Perceptions

Perceptions

Perceptions

Perceptions

Patra

- most of them came across
employees instilling confidence in
them

- one user stated that sometimes
employees in the shops try to sell
the most expensive packages
which are not always the most
appropriate for customers’ needs

- one Panafon user stated that
after all the mistakes in his bills he
did not feel safe

- Cosmote users mentioned that
they felt very safe and even if they
did not pay a bill the company did
not disconnect their phones

- Telestet users did not mention
any problems

- most of the participants stated
that employees have always been
courteous with them

- Cosmote users mentioned that
although it is public and
employees have no reason to be
courteous (loosing their job,
negative evaluation, etc.) in most
cases they are courteous

- all agreed that in many ca! :
the technical knowledge of
employees at the shops is
the appropriate and they h:
only selling skills

- some employees at
customer service of Panafon ¢
Cosmote do not have

appropriate technical knowledg -
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Table 39: Empathy, Focus Group Participants Expectations and Importance

CITY ITEM 18 ITEM 19 ITEM 20 ITEM 21 ITEM 22
Expectations Im/ce | Expectations | Im/ce | Expectations Im/ce | Expectations | Im/ce | Expectations Im/ce
Athens | - most of the - all of the - participants - all of the - all of the
participants did not Q participants ‘ expected Q participants O participants ‘
really expected expected 24 employees to expected their expected to find
individual attention hours and 7 give them operators  to employees who
from their mobile days per week personal have their best understand their
operators, however service from attention interest at specific needs
they would like to their operator heart.
have it
Thes/i | - they expected - all expected - they expected - all expected - all expected
attention, however Q 24 hours and 7 . personal Q their operators O employees to ‘
individual attention days per week attention  from to have their understand their
may be too much to service from employees best interest at specific needs
ask their operators heart
Larisa | - they expected to - all expected - all expected to - they all - all expected
get first at least - their operators | (@) | receive personal ‘ expected their . employees  to ‘
some attention and to offer service attention  from operators  to understand
then to ask for 24 hours per employees have their best customers’
individual attention day and 7 interest at specific needs
days per week heart
Patra - all expected their - all expected ‘ - all expected ‘ - all expected - they all
mobile operators to Q 24 hours per employees  to mobile . expected .
give them individual day and 7 Q give them 9 operators  to employees  to
attention days per week personal have their best understand their
- two Cosmote service. attention interests at specific needs
users stated that - two Cosmote heart
they had lower users had lower

expectations

expectations
because it is a
public company
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Table 40: Empathy, Focus Group Participants Perceptions

CITY ITEM 18 ITEM 19 ITEM 20 ITEM 21 ITEM 22
Perceptions Perceptions Perceptions Perceptions Perceptions
Athens |- they do not receive | - the participants stated | - most of the participants | - all of the respondents | - most of the particip
individual attention, they | that they have 24 hours | stated that employees give | agreed that they do not | agreed that employee -
do not face them as |{and 7 days per week | them attention and in most | feel that their operators.| most cases try
unique individuals service from their | cases they try to do their best | have their best interest at | understand their needs’
- all customers are | operators, however the | -Cosmote users stated that | heart. resolve their problems
treated in a common | quality of this service | employees do not really | - operators mainly care for | - one Panafon stated
way could be better show personal attention, | their profits an employee did not [ |
- it may be the only way however this always happens the technical knowledg ' 7
since the operators have in the public sector in Greece understand his problem:
thousands of customers o
Thesli - Panafon users stated | - all agreed they have 24 | - most Panafon users stated | - most Panafon users | - Panafon users stated -
that they get no|hours and 7 days per |that they do not find any | stated that it cares only | employees are not
attention at all week service from their | attention at all for profit and its only aim | interested in understanding
- the users of the other | operators - Cosmote and Telestet | is to get their money and | their need
companies feel that they | - Panafon users stated | users stated that employees | give them as less as |- Cosmote and Telestet
get attention however | that during the day they | give them attention, however | possible users stated that
not individual attention have difficulties to call | not really personal attention - Cosmote and Telestet | employees understand their
customer service because users stated that their | specific needs and in most
the line is always busy. At operators care for them, | cases answer their
night it is easy to call, but but they don’t have their | questions and resolve their
they need it during the best interest at heart, they | problems
day care more for their profits
Larisa - all agreed that they | - operators have a 24hour | - Panafon and Telestet users | - Telestet users do not | - Telestet and Panafon
don't get individual | service available every | stated that they do not | trust their operator and | users stated that
attention from any of the | day of the week, however | receive any attention at all they feel that it cares only | employees do not
three mobile operators the quality of this service | - Cosmote users stated that | for profits understand their specific
is not appropriate they do not receive really | -one Cosmote user stated | needs
personal attention that it is a company of | - one Cosmote user

Greek interests, it does
not have its customers’
best interest at heart, but
the bills are accurate and
it does not steal

mentioned that employees
understand customers’
needs

- another Cosmote user
disagreed
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CITY ITEM 18 ITEM 19 ITEM 20 ITEM 21 ITEM 22
Perceptions Perceptions Perceptions Perceptions Perceptions

Patra - one stated that they | - all stated that their | - all agreed that employees | - they stated that| - they stated
get individual attention mobile operators offer | do not always give them | operators do not really | employees have a gen .
- another stated that | service all the days of the | personal attention have their best interest at | approach, they try
very few companies in | week and on a 24 hours | - a Panafon and a Cosmote | heart understand custom

Greece and
small ones
individual attention

mostly
ofter

basis

user stated that employees
at customer service do not
give personal attention

needs, however they
not resolve special
problems
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: not very important

. very important

: half of the participants stated that it is not very important and the other half that

it is very important

Item 1: Mobile Telephony companies with visually appealing physical facilities

lter 2: Employees with professional and neat appearance

ltem 3: Materials associated with the service (manuals, pamphlets, statements) visually
appealing and easy to understand

o
3
.J:.

t
ltem 5 :
ltem 6 :
item 7 :
ftem 8 :

o
3
©
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ltem 11.
ltem 12 :

&
3

t 1

w

ltem 14:
ltem 15 :
ltem 16 :
ltem 17 :
ltem 18.
ltem 19.
ltem 20 :
ltem 21.
ltem 22:

: Mobile handsets visually appealing, of high quality and user friendly.

Mobile telephony companies providing services at the promised time
When customers have problems showing a sincere interest in solving them.
Providing excellent coverage
Providing value added services such as e-mail, Internet, e-commerce, voice
mail, various. types of information (weather, sports, stock exchange etc.)
Providing their customers accurate and error free records
: Employees of mobile telephony companies’ telling customers exactly when
services will be performed.
Employees of mobile telephony companies’ giving prompt service to customers
Employees of mobile telephony companies’ always be willing to help
customers
: Employees of mobile telephony companies’ never be too busy to respond to
customers’ requests
Employees with behaviour that instils confidence in customers

Customers feeling safe in their transactions

Employees consistently courteous with customers

Employees having the knowledge and skills to serve customers
Mobile Telephony companies giving customers individual attention
Operating 24 hours per day, 7 days a week

Having employees who give personal attention to customers.
Mobile Telephony companies having their customers' best interests at heart
Mobile telephony companies employees understanding customers’ specific
needs

In Table 41, participants perceptions concerning the overall service quality,
price, risk, percelved service value, their satisfaction and their repurchase

intentions are presented
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Table 41. Participants Perceptions on Overall SQ, Value, Price, Risk, their Overall Satisfaction and Stated Repurchase Intention

CITYy Overall SQ Perceived Price Risk Customer Stated Repurchase Intention
Value satisfaction
Athens - all of the | - the quality of the | - all agreed thatthe | - it was not a |- all of the |- most of the participants stated that they intende ' !
participants service was good | cost was high reason to stop | participants repurchase the service from their operators
stated that they | thought the price | - a lower price was | using the | stated that
were  pleased | was high and thus | one of the two main | service overall they
with the overall | the value they | reasons to change | - a heavy user | were  satisfied
quality of the | received was not | operator (the other | mentioned that | with the service
service so high was coverage) he suffered from
headaches
Thes/i - most Panafon | - the quality of the | - all of the | - they were not | - Cosmote and } - Panafon users except one, intended to change operat -
users were not | service was good | participants agreed | particularly Telestet users | soon as their contracts expired and most of them intend .
pleased with the | but price was high | that price was the | concerned with | were  satisfied | go to Cosmote
overall quality of | and so the value | most important | the risk from the | with the service | - Cosmote users did not intend to switch
the service was not high factor after | radiation - from Panafon
- Telestet and coverage - they did not | users all except
Cosmote users use their mobile | one stated that
were pleased phones so much | they were
to be in danger dissatisfied
Larisa - Telestet and | - service quality | - all agreed that |- they were |- Panafon and | - one Cosmote user was previously a customer of Telestet
Panafon users | was not good and | prices were still very | aware of the risk | Telestet users | and Panafon and had no choices left
were not | the price was | high aithough lately | but they didn’t | were not | - another Cosmote user did not intend to switch because
pleased with the | high, therefore the | they were | consider it high, | satisfied Cosmote was cheaper although he was not pleased with
overall service | overall perceived | significantly since they never | - Cosmote users | coverage
quality because | value was low decreased had any | were more | - Telestet users stated that they chose it because of better
of the problems problems satisfied coverage. Some intended to stay because of coverage and
with  coverage - they did not | however not | some were thinking to switch to Cosmote because they had
and  customer use their | very satisfied good recommendations from their friends
service mobiles very - one Panafon user stated that he chose Panafon because
much one of its shareholders owned his favourite football team,
however when he sold his shares he switched to Cosmote.
- the other Panafon users did not intend to switch
Patra - all agreed that | - service quality | - all agreed thatthe | - they were | - most of the | - Cosmote users did not intend to switch.
overall quality is | was good but the | cost of the service | aware of risk users of | - two Panafon users intended to switch as soon as their
good, however it | price was  high, | was high - most stated | Cosmote as well | contract expired
could be much | thus the value they never had | as the users of | - Telestet users intended to stay with their mobile operator
better was not high any problems Telestet stated
- one stated | that they were
health problems | satisfied
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The SERVQUAL items that proved to be important and especially those added
to the model on the basis of the interviews with the marketing executives and
which were examined in the pilot survey were discussed further with the focus
group participants in order to examine the validity of the adapted SERVQUAL
instrument and adapt it further. These items were two items under the dimension
of reliability coverage and value-added services and one item under the
dimension of tangibles, mobile handsets.

The focus group participants emphasised the importance of coverage, they
mentioned that value added services are important and especially for business
users and raised concerns about their cost. They also stressed out the
importance of the mobile handsets. The comments of the focus groups
participants on the above issues are presented in Table 42, Table 43 and Table
44.

All of the participants agreed that coverage was the most important factor
and it was definitely a reason to change operator. All of the participants
expected excellent coverage from their operators, however they did not get it.
The most indicative comments of the participants concerning coverage and
value-added services are presented in Table 42 and Table 43:

Table 42: Comments of the Focus Group Participants on Coverage

CITY Focus Group participants comments on COVERAGE
Athens - None of the operators provides excellent coverage
- There are areas in Greece where some operators have a signal and
others do not
- During holidays like Christmas and New Years Eve it is impossible to
call because the network is overloaded
Thessaloniki | - For global roaming a credit card number with at least 500.000 Drs
deposit was needed
- Some Panafon users did not have a signal inside their homes and
they had to go out to make calls. Telestet and Cosmote users did not
have this problem
Larisa - It seems that Greece is divided into zones and each operator has its
zones. The area of Larisa is the territory of Telestet thus it has better
coverage
- Some of the participants did not have a signal inside their homes and
they had to buy two or three mobile phones from different operators
SO as to ensure coverage
Patra - In some villages there is no signal
- Panafon has the best coverage from all the other operators all over
Greece (according to a user whose job requires a lot of travelling)
- Cosmote users did not have problems with coverage
- The advertisements of the operators promise excellent coverage,
especially the one of Telestet, but they don't give it
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Table 43: Comments of the Focus Group Participants on Value-Added Services

CITY

Focus Group participants comments on VALUE-ADDED
SERVICES

Athens

More value added services are needed they are important for
business users

Prices of some of these services should be lower
Messaging services should be free of charge

Thessaloniki

Operators should offer value-added services

The cost is high

Cosmote offered messaging service free of charge
They are important for business users

Larisa

You need technical knowledge to use services such as e-mail
and Internet
Fax and e-mail are essential for business users

Patra

Messaging service and stock exchange information are very
important

All of the participants agreed that mobile handset is very important. The most
indicative comments of the focus group participants are presented analytically in

Table 44.
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Table 44: Focus Group Participants Views Concerning Mobile Handsets

CITY Focus Group participants comments on MOBILE HANDSETS
Athens - An offer of a handset they liked was the reason they chose their
operator

- The presents companies give together with the mobile handsets
can be a reason to choose an operator
- A good handset on offer is a sufficient reason to change
operator
- Each operator has different mobile handsets on offer and thus
their prices vary

Thessaloniki | - Mobile handset is fashion and style and it can be used for
various other uses e.g. as an agenda a calculator etc.

operators and to change operator
- Men care more for the features of the handsets, they prefer
them bigger, black or silver
-  Women care more for the appearance and the colour, they like
small sizes and they prefer simple and easy to use handsets

Larisa - Mobile handsets on special offer can be the reason to choose
operator and can be a reason to change operator
- Mobile handsets have technical problems, their batteries do not
last for many hours
- Mobile handsets must be dual-band to work with all the
networks, but these handsets cost too much

Patra - Mobile handsets on special offer can be the reason to choose
operator and to change operator

In addition, during the focus groups the importance of some serious problems
with customer service (customer care) were indicated, errors in the monthly bills
were further discussed and investigated. The issue of price was also widely
discussed because all the focus group participants agreed that price is a very
important factor and they mentioned that they considered prices high. The
health risk of using the service deriving from the radiation of the handset, which
in the pilot survey did not prove to be important, was also discussed. This risk
seemed to be more important for heavy users, who stated that they suffered
from headaches. However, most of the focus groups participants agreed that
they are not yet sure how serious it is. Furthermore, the participants repurchase
intention was discussed. The comments of the focus groups participants on
these issues are presented in Table 45, Table 46, Table 47, Table 48 and
Table 49.

All of the participants expected to receive excellent service from their operators.
Only the users of Cosmote stated that they had lower expectations because it is
a public company and in the public sector in Greece you do not get good
services. The participants did not always receive good service. Operators have
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failed to meet their expectations in most of the attributes. Operators did not
show a sincere interest to solve their problems. Especially the users of Panafon
faced this problem. A general problem common for the three operators was that
in all cities participants could not contact customer service because the lines
were always busy. Furthermore, employees were not always courteous with
customers and they did not have the appropriate technical knowledge to help
customers. The most indicative comments of the focus group participants

concerning customer service are presented in Table 45:
Table 45. Comments of the Focus Group Participants on Customer Service

CITY Focus Group participants comments on CUSTOMER SERVICE

Athens -

Companies do not care for us
Operators do not resolve our problems, it would be enough for
us that our problems are finally resolved

Thessaloniki | - In Panafon customer service ‘does not exist’, they never give
help and their lines are always busy
- None of the three companies has employees having the
knowledge and skills to serve customers
- In case a new operator with specialised staff entered the market
most of the participants would switch
- Itis important to find attention, however individual attention at
this point may be too much to ask
- There is not much choice, there are only three operators and
they offer almost similar services
Larisa - The line is always busy at customer service in Panafon
- Operators do not give attention to their customers
- What is really important is to get some attention
- In some shops selling general goods employees are often busy
with customers buying more expensive things
- One Cosmote user stated that when he went to buy the service
the employee ignored him because he was busy with other
customers
- Operating 24 hours per day, 7 days a week, is very important
because mobiles are used day and night and in cases of
emergency
Patra - Customer service could be better

Operators do not have the right employees

If a new operator who has employees understanding
customers’ specific needs enters the market it is a reason to
change operator

Operating during the day is enough, especially if this could
decrease the cost of the service

Operators should give more in terms of customer service and
attention to their customers

Operators have gained a lot of money and they could invest
some of this money and offer to their customers a much better
service, but they do not
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Another very important attribute for all the participants was error free records.
However, Panafon and Telestet did not always sent error free records. This
problem seemed to be more serious outside Athens. Some indicative views of
the participants concerning error free records are presented in Table 46.

Table 46: Comments of the Focus Group Participants on Error Free Records

CITY Focus Group participants comments on ERROR FREE
RECORDS
Thessaloniki | - Some Panafon users were asked to pay the same bill twice

- All Panafon users complained about bills arriving late and many
times after their expiration date

- One Panafon user mentioned that the bill never arrived to her
home and the operator forced her to go to his premises to pay
it, otherwise her phone would be disconnected

Larisa - One Telestet user stated that Telestet had sent him a very high
bill and when he called to complain the company admitted that
it was a mistake, however they told him that he should pay the
bill first and then get his money back, otherwise his phone
would be disconnected

- One Panafon user stated that the bills arrived late

Patra - One Panafon user stated that the company made mistakes

- Another Panafon user complained that his operator asked him
to pay the same bill twice

- One of the participants was a customer of Telestet but he had
to change because the bills arrived after their expiration date
and his phone was disconnected

- Also a user of Panafon mentioned this problem

- Operators should inform customers about the total duration of
their calls in advance each month, by sending them messages,
so as to know what they have to pay

The comments of the participants of the focus groups on price are presented in
Table 47.
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Table 47: Comments of the Focus Group Participants on Price

CITY Focus Group participants comments on PRICE
Athens - Fixed monthly fee and the cost per unit are both very high
- Prices should decrease to the prices of fixed telephony
- One Cosmote user stated that it is the cheapest because it is
public and can sell in lower prices
- Another participant supported that Telestet had better offers
- Another said that pricing is tricky, different operators give
different prices for the fixed monthly fee, cost per unit and for
the mobile handsets and customers can not figure out what is
the cheapest package
- Some services cost a lot for example for global roaming you
had to pay a warranty 150.000 Drs
- The WAP service was also considered expensive
Thessaloniki | - The customers of Telestet bought their mobiles because of
special offers such as free handsets, cheaper connections and
presents such as TVs, radios etc.
Larisa - Price was considered the most important factor after coverage
- Price was also considered the most important reason to change
operator.
Patra - All of the participants agreed that prices are still very high

although lately they were significantly decreased
Pricing is very confusing and a lot of different packages exist

The comments of the focus groups participants concerning risk are presented in

Table 48.
Table 48: Comments of the Focus Group Participants on Risk
CITY Focus Group participants comments on RISK
Athens - Not yet sure how serious is the risk from radiation of the mobile
handsets
- A heavy user stated that she suffered from headaches
Patra - A user who used his mobile more than two hours every day

stated that he suffered from headaches

Companies should adopt security measures against radiation
and they should do something to solve this problem.

There are some mobile handsets with high antennas to receive
the signal higher and small headphones, however they do not
really solve the problem

The characteristic comments of some of the participants of the focus groups
concerning repurchase intentions are presented in Table 49.
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Table 49: Comments of the Focus Group Participants on Repurchase Intentions

CITY

Focus Group participants comments on REPURCASE
INTENTIONS ‘

Athens

Two of the participants intended to switch to Cosmote because
it is public and they feel secure since private companies change
One stated that it is also a matter of pride because Cosmote is
Greek

One participant stated that he had chosen Panafon because
one of its shareholders was the owner of his favourite football
team.

Some participants stated that it is not easy to change operator
because you have to change number and this is a great
inconvenience because colleagues and friends use mobile
numbers even more than fixed numbers. If this problem did not
exist they would more easily consider changing

Most of the participants mentioned that their friends and
relatives influenced them to choose or change mobile operator

Thessaloniki

Most of the participants stated that recommendations from their
family and from friends are very important and can influenced
them to choose and can influence them to change their mobile
operators

In addition, some general comments of the focus group participants concerning
the advantages and the disadvantages of the mobile telephony service and the
three mobile operators as well as the evaluations of the participants for each
one of them are presented in Table 50 and Table 51.

Some general comments of the participants concerning the advantages and the
disadvantages of mobile telephony are presented in Table 50.
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Table 50: Advantages and Disadvantages of the Mobile Telephony Service According to the
Focus Group Participants.

CITY

ADVANTAGES and DISADVANTAGES of mobile telephony

Athens

Mobile phones have become a part of daily life and give
accessibility, convenience and security.

Women mostly need security

Parents can control their children any time

They have caused a lot of stress to people and there are people
all around with mobile phones in their hands everywhere

It is not always an advantage to be reached any time by anyone

Thessaloniki

Mobile telephony service has become absolutely necessary and
it is now a part of peoples’ lives

Larisa

Mobile telephony service has entered in daily life and it has
significantly changed it

Women feel secure when they have their mobile with them

Men said that they can check their wives with the mobile so
they ask them to carry it always with them

Farmers mentioned that when they did not have mobile phones
and a farming machine broke down while working in the fields
they had to walk miles to bring help

Patra

Mobile telephony service has become very important and has
changed peoples’ lives
They have got used to their mobile phones and now they
cannot do without them

Some general comments of the participants conceming mobile operators are
presented in Table 51.
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Table 51: Comments of the Focus Group Participants Conceming Greek Mobile Operators

CiTYy Focus Group participants comments concerning the
- OPERATORS
Athens - Telestet was considered the oldest and the pioneer in every |

new service (prepaid, satellite), but it is managed by Italians

- Panafon is copying Telestet but Panafon is the biggest

- Cosmote is constantly growing, it is public and offers security,
also it has the infrastructure and the support of the Greek PTT
and has the possibility to grow very much

Thessaloniki | - Cosmote is a public company and offers security because it is a
subsidiary of the Greek PTT, it has also a great potential to
grow quickly and steadily and has the power to close down its
competitors

- Panafon is the pioneer in the market and it is the first one to
launch new services

Larisa - Cosmote is the cheapest

- Telestet has the best coverage in Thessalia (Larisa is the
capital of Thessalia)

Patra - Cosmote was considered the cheapest

- Cosmote was preferred because it is public

- Panafon was preferred because one of its shareholders was the
owner of a popular football team, however when he gave up his
shares some of the users switched. However, now that he has
got his shares back they are thinking of returning.

- Panafon is the biggest company and the pioneer in the sector
and because it is private it can grow faster than a public
company

- Telestet is the most serious mobile operator, ‘big and secure’ as
mentioned in the TV

It should be mentioned that in the Group of Thessaloniki some users of Panafon
were really disappointed and by expressing their anger and frustration they
sometimes attempted to monopolise the discussion.

In the following a summary of the key findings which arose from the focus group
research will be presented.

6.1.1 Key Findings of the Focus Group Research

The 22 items of the five dimensions of the adapted SERVQUAL instrument
(tangibles, reliability, responsiveness, assurance and empathy) were assessed
for measuring service quality in the mobile telephony sector. The participants
expressed their expectations and their perceptions and they evaluated the
importance of the items.
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The results showed that the participants had high expectations on all service
attributes included in SERVQUAL. Their expectations were less high in
tangibles. However, operators did not meet participants’ expectations in most
service attributes and their expectations were mostly met in tangibles.

Concerning the dimensions of responsiveness, assurance and empathy, the
participants expected their operators to function 24 hours per day, 7 days a
week, as well as to give them attention, prompt service, to feel safe in their
transactions, contact courteous employees not too busy to help them who could
understand their specific needs. However, operators did not show a sincere
interest to solve their problems and employees did not have the appropriate
technical knowledge to help them and they were not always courteous with
them. The users of Panafon in particular had the most serious problems with
customer service and the behaviour of employees. Another problem common for
the three operators was that in all cities participants had difficulties in contacting
customer service because the lines were busy.

From the items in the dimension of reliability, error free records were considered
a very important attribute for all the participants. However, Panafon and Telestet
did not always send error free records and this problem seemed to be more
serious outside Athens.

Concerning the items added in SERVQUAL, coverage, value-added services
and mobile handsets, the focus group participants mentioned that value added
services are important especially for business users and raised concerns about
their cost. They also stressed the importance of the mobile handsets and
mentioned that the mobile handsets on offer could be the reason for choosing a
particular operator and for changing operators. All of the participants agreed that
coverage was the most important factor and it was definitely a reason to change
operator, however operators did not offer good coverage. Furthermore, they
agreed that all the adapted SERVQUAL items were meaningful and adequately
defined mobile telephony service quality and they had no more attributes to add.

Price was considered to be the most important factor after coverage. The
participants mentioned that prices were very high and they should be similar to
the prices of fixed telephony. In addition, pricing was considered tricky, since
different operators gave different prices and customers could not figure out what
was the cheapest package.

Health risk deriving from the use of the service proved to be important for heavy
users since they stated that they suffered from headaches. At the moment there
are not many heavy users but if in the future their number increases, this may
cause serious problems and subscribers may cease or diminish the use of the
service just to protect themselves even if the quality of the service is high.
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Concerning participants’ repurchase intention, most of the Panafon users
intended to change operator when their contract expires. Telestet users did not
intend to change and Cosmote users although they were not very satisfied they
also did not intent to change operator.

The way participants think about Cosmote was rather unexpected, since they
stated that they had lower expectations because it is a public company and the
public sector in Greece always offers low service quality. In spite of that, they felt
more secure dealing with a public organisation and were ready to accept a lower
level of service. Telestet was considered the most serious mobile operator, ‘big
and secure’ as mentioned in the TV and also the oldest and the pioneer in every
new service, however, the fact that it is managed by ltalians did not seem to be
well accepted. Panafon was considered the biggest and the pioneer in the
market, however it was also mentioned that it is copying Telestet. Another issue
revealed is that Panafon had gained customers because one of its shareholders
was the owner of a popular Greek football team.

It was also shown that recommendations from family and friends are very
important and can influence users to choose and even to change their
operators. Some participants stated that it is not easy to change operators
because they have to change their number and this is a great inconvenience
because colleagues and friends use their mobile numbers even more than their
fixed numbers. If this problem did not exist they would more easily consider
changing.

Some of the advantages of mobile phones mentioned was that women feel
secure when carrying their mobiles with them and parents can check on their
children any time and men can check on their wives.

6.2 The Results of the Final Research Survey

The results of the final survey research are presented in three sections. The first
deals with the testing of the research hypotheses, the second with the
identification of the deficiencies in the mobile telephony service and the third
with a comparison of the three Greek mobile telephony operators.

6.2.1 Testing of the Research Hypotheses

The relationships between the variables of the research mode! (Figure 8) were
examined by testing the research hypotheses (Chapter 4.2).

Hypothesis No1

The null hypothesis: . -
Hoi: Perceived value of a mobile telephony company is not influenced by

expected service quality
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H1: Perceived value of a mobile telephony company is influenced by expected
service quality

Hypothesis No2

The null hypothesis:

Ho2: Perceived value of a mobile telephony company is not influenced by
perceived service quality _

Ho: Perceived value of a mobile telephony company is influenced by perceived
service quality

Hypothesis No3

The null hypothesis:

Hos: Perceived value of a mobile telephony company is not influenced by the
difference of perceived service quality and expected service quality (P-E)

Hs: Perceived value of a mobile telephony company is influenced by the
difference of perceived service quality and expected service quality (P-E)

Hypothesis No4

The null hypothesis:

Hos: Perceived value of a mobile telephony company is not influenced by
perceived price

Hs: Perceived value of a mobile telephony company is influenced by perceived
price

Hypothesis No5

The null hypothesis:

Hos: Perceived value of a mobile telephony company is not influenced by the risk
of using the service

Hs: Perceived value of a mobile telephony company is influenced by the risk of
using the service

Hypotheses 1 to 5 are tested and presented in Table 52.

Table 52: Relationships between Perceived Value and Different Service Quality Measures and
Perceived Price and Risk.

Perceived Value Significance
Overall Service Quality 0.355 0.000
Perceived SQ (PSQ) 0.274 0.000
P-E Difference (DSQ) 0.196 0.000
Expected SQ (ESQ) 0.090 0.073
Perceived Price -0.125 0.012
Personal/physical Risk -0.052 ns

Pearson correlation coefficients, significance: ns=not significant (p>.10)

As can be seen in Table 52, perceived service value is associated with servi;e
quality, however it has a stronger association with the overall service quality
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measure (OSQ1) less with the perceived quality and even less with the P-E
difference. The correlation with expected service quality is extremely low,
however it is marginally significant. This would suggest that respondents
received something different than what they were expecting. It is also negatively
associated with perceived price but not associated with perceived risk. Thus, the
null hypothesis Ho1, Hoz, Hog and Hog, are rejected for perceived service quality,
expected service quality the P-E difference and perceived price, but and the null
hypothesis Hos is not rejected for perceived risk.

The relatively low correlation between perceived price and perceived value
might suggest that respondents might accept to pay a high price for a
technological innovative service such as mobile telephony. The inexistence of
an association between physical risk and value strengthened the results of the
focus group research that mobile telephony users do not take into consideration
the physical risk deriving from the radiation of the mobile handset, at least at
their current low usage levels, however heavy users took this risk into
consideration.

In Table 53 the relationships between perceived value and the different
weighted service quality measures are presented.

Table 53: Relationships between Perceived Value and Different Weighted Service Quality

Measures
Perceived Value Significance
Weighted Perceptions (WPSQ) 0.232 0.000
Weighted P-E Difference (WDSQ) 0.177 0.000
Weighted Expectations (WESQ) 0.116 0.020

Pearson correlation coefficients

In Table 53, it can be seen that the association between perceived value and
the weighted service quality measures is lower than that of the non weighted
measures, therefore it can be concluded that weighting does not help to gain
greater insight into the link between quality of service and perceived value.
However, particularly weighted expectations were significantly associated with
perceived value and non-weighted expectations were not.

Hypothesis No6
The null hypothesis: _ .
Hoe: Customer satisfaction of a mobile telephony company is not influenced by

perceived value o
Hs: Customer satisfaction of a mobile telephony company is influenced by
perceived value

Hypothesis 6 is tested and presented in Table 54.
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Table 54: The Relationship Between Customer Satisfaction and Perceived Value

. Customer Satisfaction
| Perceived Value 0.358

Pearson correlation coefficients, significance p = .000

From Table 54, can be seen that customer satisfaction is associated with
perceived value. Thus the null hypothesis Hgg is rejected.

Hypothesis No7

The null hypothesis:

Ho7: Repurchase intention is not influenced by customer satisfaction
H7: Repurchase intention is influenced by customer satisfaction

Hypothesis 7 is tested and the results are presented in Table 55.

Table 55: The Relationship Between Customer Satisfaction, Repurchase Intention and Positive

Word-of-Mouth
Repurchase Positive Word of
Intention Mouth
| Customer Satisfaction 0.384 0.440

* Pearson correlation coefficients, significance p=.000

From Table 55, it can be seen that positive word of mouth and repurchase
intention are associated with customer satisfaction. Thus, the null hypothesis Hoq7
is rejected.

In a few cases, although respondents stated dissatisfied, they rated their

repurchase intention high. Taking into consideration the respondents comments

in the focus group research, it can be concluded that these respondents might

have had other reasons to repurchase such as:

1) They did not want to change their mobile number, because they used it for
business or even for personal reasons

2) They were previously customers of the other mobile operators and they were
generally dissatisfied with all the operators

3) They wanted to support a certain operator because of personal reasons, (it
was public and they felt national pride and/or increased security, or one of its
shareholders was the owner of their favourite football team).

There were also a few cases of respondents who were very satisfied but stated
low repurchase intention. The possible reasons for this might be:

a) Lower prices from another operator .
b) A mobile handset on special offer by another mobile operator or free gifts.

215



However, the correlation between customer satisfaction and positive word-of-

mouth is highgr (.440), showing that dissatisfied respondents would not
recommend their operator to relatives and friends.

Hypothesis No8.1
The null hypothesis:
Hos.1: Repurchase intention is not influenced by:
a. Perceived service quality,
b. Expected service quality
c. The (P-E) difference
Hs.1 Repurchase intention is influenced by:
a. Perceived service quality,
b. Expected service quality
c. The (P-E) difference

Hypotheses 8.1 is tested and the results are presented in Table 56.

Table 56: The Relationship Between Repurchase Intention and the Different Service Quality

Measures.
Repurchase Intention Significance
Overall Service Quality 0.406 0.000
Perceived SQ 0.247 0.000
P-E Difference 0.159 0.001
Expected SQ 0.107 0.033

Pearson correlation coefficients

Table 57: The Relationship Between Positive Word Of Mouth and the Different Service Quality

Measures.
Positive Word of Mouth Significance
Overall Service Quality 0.499 0.000
Perceived SQ 0.340 0.000
P-E Difference 0.280 0.000
Expected SQ 0.060 ns

Pearson correlation coefficients, significance: ns=not significant (p>.10)

In Table 56, can be seen that there is a lower correlation between difference
scores and repurchase intention than the correlation between the single
measure of overall service quality and the perceived service quality which is
higher. These results are in accordance with the results of Liljander and
Strandvik (1992) and Danaher and Haddrell (1996). They found that the
correlation of the disconfirmation scale with the overall evaluation/likeliness to
return/likeliness to recommend variables was lower than the correlation of the
perception scale. There is also a low correlation between expected service
quality and repurchase intention. This would suggest that respondents receiyed
something different and not related to what they were expecting. Th|§ might
suggest that Greek mobile operators raise customers’ expectations high e.g.
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through advertising and then they provide a lower lever of service which can not
meet customers’ expectations.

The correlation between service quality measures and positive word-of-mouth is
higher than that with repurchase intention (Table 57), showing that when service
quality is low respondents would not recommend their operator to relatives and
friends. However, the association of expected service quality with positive word
of mouth is not significant.

On the basis of the above the null hypothesis Hos 1 is rejected.
In Table 58 and Table 59, the relationships between repurchase

intention/positive word of mouth and the different weighted service quality
measures are presented.

Table 58: Relationships between Repurchase Intention and Different Weighted Service Quality

Measures.

Repurchase Significance
Intention
Weighted Perceptions (WPSQ) 0.256 0.000
Weighted P-E Difference (WDSQ) 0.113 0.024
Weighted Expectations (WESQ) 0.187 0.000

Pearson correlation coefficients

Table 59: Relationships Between Positive Word-of-Mouth and Different Weighted Service

Quality Measures.
Positive Word of Significance
Mouth
Weighted Perceptions (WPSQ) 0.319 0.000
Weighted P-E Difference (WDSQ) 0.244 0.000
Weighted Expectations (WESQ) 0.160 0.001

Pearson correlation coefficients

In Table 58, can be seen that the correlations between the weighted quality
measures and repurchase intention are less than the correlations between the
non-weighted measures and repurchase intention. Here again it can be seen
that weighting does not help to gain greater insight into the link between quality
of service and repurchase intention. An exception is weighted expectations
which exhibit a significant relationship with repurchase intention and non-
weighted expectations do not. Thus, it may be said that customers’ expectations
become more realistic with the addition of importance weights. The same is valid
for the correlation between positive word of mouth and the weighted quality
measures as it can be seen in Table 59.
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Hypothesis No8.2
The null hypothesis:
Hos.2: Repurchase intention is not influenced by:
a. Perceived service value
b. Perceived price
c. The risk of using the service
Hs2: Repurchase intention is influenced by:
a. Perceived service value
b. Perceived price
c. The risk of using the service

In Table 60 and Table 61, the relationships between repurchase
intention/positive word of mouth and service value are presented.

Table 60: Relationships Between Repurchase Intention and Service Value
Repurchase Intention Significance

| Service value 0.197 0.000
Pearson correlation coefficients

Table 61: Relationships Between Positive Word Of Mouth and Service Value
Positive Word of Mouth Significance

| Service value 0.297 0.000
Pearson correlation coefficients

In Table 60, it can be seen that repurchase intention is influenced by perceived
value. The same is valid for ‘positive word-of-mouth’ (Table 61). Thus the null
hypothesis Hos 22 is rejected for perceived service value.

In Table 62 it can be seen that the correlation between repurchase intention and
customer satisfaction is higher than the correlation between repurchase
intention and service value. In addition, when taking into consideration the P-E
difference quality scores, the correlation between repurchase intention and
customer satisfaction as well as the correlation between service value and
repurchase intention are higher than the correlation between service quality and
repurchase intention. The same is also valid for positive word-of-mouth (Table
63).

Table 62: Relationships Between Repurchase Intention, Service Quality as a P-E Difference,
Service Value and Customer Satisfaction

Repurchase Intention | Significance
P-E Difference 0.159 0.001
Service value 0.197 0.000
Customer satisfaction 0.384 0.000

Pearson correlation coefficients
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Table 63: Helationships Between Positive Word-of-Mouth, Service Quality as a P-E Difference,
Service Value and Customer Satisfaction.

Positive Word of Mouth | Significance
P-E Difference 0.280 0.000
Service value 0.297 0.000
Customer satisfaction 0.440 0.000

Pearson correlation coefficients,

The relationships between personal/physical risk associated with the use of the
mobile telephony service and perceived price with repurchase intention and

positive word of mouth were also examined and are presented in Table 64 and
Table 65.

Table 64. Relationships Between Risk, Perceived Price and Repurchase Intention.

Repurchase Intention | Significance
Personal/physical risk -0.014 ns
to use the service
Perceived price -0.148 0.003

Pearson correlation coefficients, significance: ns=not significant (p>.10)

Table 65: Relationships Between Risk, Perceived Price and Positive Word of Mouth.

Positive Word of Mouth Significance
Personal/physical risk to -0.064 ns
use the service
Perceived price -0.097 0.052

Pearson correlation coefficients, significance: ns=not significant (p>.10)

From Table 64 and Table 65 it can be seen that perceived price influences
repurchase intention and positive word of mouth, however perceived risk does
not influence them. Thus, the null hypothesis Hos2p is rejected for perceived
price, but the null hypothesis Hogg 2 is not rejected for personal/physical risk. This
proves for once more that mobile telephony users do not take into consideration
the physical risk deriving from the radiation of the mobile handset, at least at
their current low usage levels, however as it has already been mentioned heavy
users do take this risk into consideration.

6.2.2 Identification of the Mobile Telephony Service Deficiencies

The mean values for the P-E Difference scores, perceptions, expectations and
importance ratings of all the SERVQUAL items for the 400 respondents are

presented in Table 66.
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Table 66: Means of Perceptions, Expectations and the P-E Difference Scores

SERVQUAL | P-E Difference | Perceptions | Expectations | Importance
ltems
item 1 -0.232 4.005 4.238 3.952
item 2 -0.055 4.007 4.062 3.840
Iltem 3 -0.659 3.932 4.591 4.263
{ Item 4 -0.590 4.102 4.692 4.486
Item 5 -0.748 3.895 4.642 4.426
Iltem 6 -0.859 3.846 4.705 4.402
Item 7 -1.385 3.398 4.783 4.542
item 8 -0.538 3.537 4.075 3.680
ltem 9 -0.888 3.877 4.765 4.525
Item 10 -0.600 3.985 4.585 4.384
Item 11 -0.670 3.930 4.600 4.385
item 12 -0.742 3.935 4.677 4.416
Item 13 -0.737 3.835 4.572 4.311
Item 14 -0.738 3.940 4.677 4.421
Iitem 15 -0.807 3.919 4.726 4.466
Item 16 -0.625 4.065 4.690 4.480
Iltem 17 -0.755 3.933 4.688 4.431
item 18 -0.645 3.942 4.587 4.356
Iltem 19 -0.627 3.970 4.598 4.375
Iltem 20 -0.728 3.902 4.630 4.368
Item 21 -0.648 3.982 4.631 4.418
Item 22 -0.847 3.792 4.639 4.397

Note: Items 1-22 are presented in APPENDIX Il

From Table 66, it can be seen that mobile operators did not meet respondents
expectations in all the service attributes. As Kotler (1994) claimed, only if
performance exceeds expectations, the customer is highly satisfied or delighted,
thus it can be concluded that the three operators do not delight their customers.

On the basis of Table 66, respondents’ five most important attributes as well as

the attributes with the higher expectations and perceptions are presented in
Table 67.
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Table 67: Respondents Five Most Important Attributes

Expectations and Perceptions.

and Attributes with the Higher

Most Important
Attributes

Higher Expectations

Higher Perceptions

Excellent coverage

Accurate and error free
records

- Excellent coverage

- Accurate and error free
records

- Mobile handsets visually
appealing, of high quality and
user friendly

- Mobile handsets visually - Feel safe in their | EgﬂggiiswithCcct)gs'sinﬂy
appealing, of  high transactions ustome
quality and user friendly - When they have|" Srr:jprl'.c;);ete: w;tgrg:();essmnal

- Employees consistently problems mobile PP
courteous with operators to show a | - Mobile Telephony companies
customers sincere interest in with visually appealing

. Feel safe in their solving them physical facilities

transactions - Mobile handsets visually | - Employees telling customers

appealing, of high exactly when services will be
quality  and user performed
friendly

From Table 67, it can be seen that respondents had high perceptions in the
dimension of tangibles.

On the basis of the P-E difference scores, the most significant service shortfalls
were found in the following attributes:

1. Coverage

2. Accurate and error free records

3. When customers have problems mobile operators to show a sincere
interest in solving them

Understanding customers specific needs

Customers feeling safe in their transactions

Employees having the knowledge and skills to serve customers

2
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6.2.2.1 Differences in Service Deficiencies Between Cities

The mean values were also calculated for the respondents according to their
residence (Athens, Thessaloniki, Larisa, Patra). The results showed that
respondents from Athens expected good coverage, accurate and error free
records, to feel safe in their transactions, operators to show a sincere interest to
solve their problems, and visually appealing mobile handsets. They considered
coverage, error free records, feeling safe in their transactions, courteous
employees and operators’ sincere interest to solve their problems as very
important. Their expectations were not met. They had high perceptions in the
dimension of tangibles (employees with professional appearance and appealing
mobile handsets). The five major service shortfalls according to the respondents
from Athens were:

Coverage

Accurate and error free records

Show a sincere interest in solving customer problems
Understand customers’ specific needs

Giving customers personal attention

bk =

Respondents from Thessaloniki mainly expected good coverage, to feel safe in
their transactions, accurate and error free records, employees always willing to
help them and operators showing a sincere interest to solve their problems.
They considered accurate and error free records, visually appealing mobile
handsets, good coverage, employees always wiling to help them and
consistently courteous as the most important attributes. In addition, in
Thessaloniki, respondents had high perceptions in the dimension of tangibles
(employees with professional appearance and appealing mobile handsets).
Operators did not satisfy their customers’ expectations. The five major service
shortfalls according the respondents from Thessaloniki were:

Coverage

Accurate and error free records

Showing a sincere interest in solving customer problems
Customers feeling safe in their transactions

Understand customers’ specific needs

kW~

Respondents from Larisa mainly expected accurate and error free records, good
coverage visually appealing mobile handsets, employees always willing to help
them and whose behaviour instils confidence. They considered having visually
appealing mobile handsets, accurate and error free records, good coverage, 10
feel safe in their transactions and employees to understand their specific needs
as most important. Their expectations were not met. They had high perceptions
in the dimension of tangibles (good physical facilities and visually appealing
mobile handsets).
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The five most important service shortfalls according to the respondents from
Larisa were:

1. Coverage

2. Materials associated with the service to be visually appealing and easy to
understand

3. Employees to understand customers specific needs

4. Show a sincere interest in solving customers problems

5. Employees never be too busy to respond to their requests

Respondents from Patras mainly expected accurate and error free records, to
feel safe in their transactions, employees with behaviour that instils confidence,
courteous and with the knowledge and skills to serve customers. They
considered having good coverage, accurate and error free records and
courteous employees with the knowledge and skills to serve them as most
important. Their expectations were not fulfilled. They had high perceptions for
tangibles, (physical facilities, the appearance of the employees and mobile
handsets). The five major service shortfalls according the respondents from
Patras were:

1. Coverage

2. Customers feel safe in their transactions

3. Accurate and error free records

4. Provide services at the promised time

5. Show a sincere interest in solving customers problems

6.2.2.2 Differences in Service Deficiencies Between Operators

The means of the respondents attributes’ importance, higher expectations and
higher perceptions were also calculated, as well as the service shortfalls for
each one of the three operators, Cosmote, Panafon and Telestet and the higher
scores are presented in Table 68, Table 69 and Table 70.
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Table 68: Cosmote: Respondents Five Most Important Attributes, Higher Expectations and

Perceptions.

Higher Expectations

Most Important
Attributes

Higher Perceptions

Accurate and error free
records (4.754)

Feel safe in their
transactions (4.752)

Employees with behaviour
that instils confidence
(4.693)

- When customers have
problems mobile
operators to show a
sincere interest in
solving them (4.673)

- Mobile handsets visually

appealing, of  high
quality and user
friendly (4.683)

Accurate and error free
records (4.574)

Excellent coverage (4.51)
Feel safe in their
transactions (4.495)
When customers have
problems mobile
operators to show a
sincere interest to solve
them (4.489)

Employees always be
willing to help customers
(4.489)

Employees consistently
courteous with customers
(4.089)

Operating 24 hours per day,
7 days a week (4.04)
Employees of  mobile
telephony companies’ telling
customers exactly when
services will be performed
(4.04)
Materials associated with the
service(manuals, pamphlets,
statements) visually
appealing, easy to
understand (4.03)
Mobile handsets visually
appealing, of high quality
and user friendly (4.02)

Cosmote did not meet respondents’ expectations in all the service attributes
presented in Table 68. Cosmote mostly met their perceptions concerning
visually appealing, of high quality and user friendly mobile handsets. The most
significant service shortfalls of Cosmote were in the following attributes :

Coverage

bk wh -

Accurate and error free records
Show a sincere interest to solve customers problems
Employees understanding customers specific needs
Employees with behaviour that instils confidence in customers
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Table 69: Panafon: Respondents Five Most Important Attributes, Higher Expectations and

Perceptions.
Most Important Higher Expectations | Higher Perceptions
Attributes
- Excellent coverage | - Excellent coverage (4.853) | - Mobile handsets visually
4.559 i ' '
i g\/lobile) handsets | - Accurate and error free appealing, of high quality

visually appealing, of
high quality and user
friendly (4.551)

- Employees consistently
courteous with
customers (4.517)

- Accurate and error free
records (4.5)

Feel safe in their
transactions (4.441)

- Feel

records (4.814)

- When they have problems
mobile operators to show
a sincere interest in
solving them (4.802)

safe in their
transactions (4.772)

- Employees having the
knowledge and skills to

serve customers (4.768)

and user friendly (4.034)

Employees with professional
and neat appearance
(3.989)

Visually appealing physical
facilities (3.921)

Employees consistently
courteous with customers
(3.966)

Operators  having  their

customers' best interests at
heart (3.927)

Panafon did not meet respondents’ expectations in all the service attributes.
Panafon mostly met their perceptions concerning the dimension of tangibles
(mobile handsets visually appealing, of high quality and user friendly). The most
significant service shortfalls of Panafon were found in the following attributes:

Coverage

ok own =
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Employees understanding customers specific needs

Showing a sincere interest to solve customers problems
Employees never be too busy to respond to customers requests
Employees having the knowledge and skills to serve customers




Table 70: Telestet:

Respondents Most

Important  Attributes,

Higher Expectations and

Perceptions.

Most Important Higher Expectations | Higher Perceptions

Attributes

- Excellent coverage (4.542) | - Excellent coverage | - Mobile handsets visually

- Accurate . and error free (4.821) appealing, of high quality
records (4.521) - Accurate and error free and user friendly (4.034)

- Mobile telephony records (4.767) - Employees  consistently
companies providing | - Feel safe in their courteous with customers
services at the promised transactions (4.714) (4.223)
time (4.504) - Mobile handsets visually | - Visually appealing physical

- Employees of  mobile appealing, of  high facilities (4.2)
telephony companies’ quality and user friendly | - Employees having the
telling customers exactly (4.708) knowledge and skilis to
when services will be | - Employees with behaviour serve customers (4.175)
performed that instils confidence Employees with behaviour

- Feel safe in their (4.7) that instils  confidence
transactions (4.479) (4.158)

In addition, Telestet did not meet customers expectations in all the service
attributes. Telestet mostly met their perceptions concerning the dimension of
tangibles (visually appealing mobile handsets, of high quality and user friendly,
visually appealing physical facilities). The most significant service shortfalls of
Telestet were in the following attributes:

Coverage

Accurate and error free records

Show a sincere interest to solve customers problems
Employees understanding customers specific needs
Provide services at the promised time

ko=

From the three mobile operators Telestet performed better (mean P-E
Difference: -0,51), then came Cosmote (-0,66) and last was Panafon (-0,79).

6.2.3 Operators Comparison

T-tests were done to compare the means of P-E gap scores for each Qf the 22
SERVQUAL items among the three operators. The t-tests examined the
hypotheses that the means were equal and a confidence level of 5% was

chosen.

On the basis of the means of the 22 SERVQUAL P-E Scores for Co;mote,
Panafon and Telestet, the most problematic items for the three companies are

presented in Table 71.
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Table 71: Most Problematic Service Attributes for Cosmote, Panafon and Telestet.

Cosmote Panafon Telestet
tem 7 -1.285 |litem 7 -1.479 tem7 |-1.332
item 9 -0.932 |[item 22 |-0.971 Item 9 |-0.785
Item 6 -0.842 |ltem 6 -0.958 item6 |-0.727

Note: ltems 1-22 are presented in APPENDIX IlI

From Table 71, can be seen that coverage (item 7) is the biggest problem for all
the mobile operators, as well as accurate and error free records (item 9) and
operators showing a sincere interest in solving customer problems (item 6).

Tangibles (visually appealing physical facilities and employees with professional
and neat appearance, items 1 and 2) are high in the three companies since the
mean difference scores are low as it can be seen in Table 72.

Table 72: Less Problematic Service Attributes for Cosmote, Panafon and Telestet

Cosmote Panafon Telestet
Item 1 -0.218 Item 1 -0.337 Item 1 -0.091
Item 2 -0.158 Item 2 -0.062 item 2 [0.041

Table 73, the SERVQUAL items where Cosmote performs differently than
Panafon on the basis of the t-tests are presented.

Table 73: SERVQUAL P-E items with the most significant means differences between Cosmote
and Panafon (T-Test).

SERVQUAL ltems

Mean Difference

Item 3 0.337
Item 10 0.24
ltem 11 0.202
Item 13 0.265
Item 19 0.274

Note: Items 1-22 are presented in APPENDIX IlI

Table 73, the five attributes found, where Cosmote performs better than

Panafon are:

- Materials associated with the service (manuals, pamphlets, statements)
visually appealing and easy to understand (item 3)

- Operating 24 hours per day, 7 days a week (item 19)

- Employees never be too busy to respond to customer requests (item 13).

- Employees telling customers exactly when services will be performed (item
10).

- Err)1ployees giving prompt service to customers (item 11).

Thus, it can be concluded that the major problem of Panafon is its employees.
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In Table 74, the SERVQUAL items where Cosmote performs differently than

Telestet, on the basis of the t-tests, are presented.

Table 74: SERVQUAL P-E items with the most significant means differences between Cosmote
and Telestet.

SERVQUAL ltems | Mean Difference
ltem 8 -0.332
item 4 -0.266
Item 12 -0.251
ltem 14 -0.275
ltem 17 -0.264

Note: Items 1-22 are presented in APPENDIX Il

The attributes where Telestet performs better than Cosmote are:

Providing value added services such as e-mail, Internet, e-commerce etc.
(item 8).

Employees with behaviour that instils confidence in customers (item 14).
Mobile handsets visually appealing, of high quality and user friendly (item 4).
Employees having the knowledge and skills to serve customers (item 17).
Employees always be willing to help customers (item 12).

In Table 75, the SERVQUAL items where Panafon performs differently than
Telestet, on the basis of the t-tests, are presented.

Table 75: SERVQUAL P-E items with the most significant means differences between Panafon

and Telestet (T-Test).

SERVQUAL ltems | Mean Difference
Item 3 -0.356
Item 8 -0.435
Item 13 -0.442
Item 17 -0.45
item 19 -0.371

Note: ltems 1-22 are presented in APPENDIX Il

As shown in Table 75, Panafon does not perform better than Telestet in any of

the attributes. The attributes where Telestet performs better than Panafon are

the following:

- Employees having the knowledge and skills to serve customers (item 17).

- Employees never be too busy to respond to customer requests (item 13). .

- Providing value added services such as e-mail, Internet, e-commerce, voice
mail etc. (item 8).

- Operating 24 hours per day, 7 days a week (item 19).

. Materials associated with the service visually appealing and easy to
understand (item 3).
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6.2.3.1 SERVQUAL ltems Importance Evaluation and Operators Comparison

Rosen and Surprenant (1998) claimed that because direct ratings of
importance often do not adequately distinguish levels of importance (customers
tend to say that everything is important) and proposed a different method of
assessing importance. Importance was inferred from the data themselves. Using
the average satisfaction scores for each customer, the group was divided into
most satisfied (the highest quartile) and least satisfied (the lowest quartile). T-
tests for the differences in the means of each item were then computed to
identify those items on which satisfied and dissatisfied customers differed. Three
product-related items and five customer service-related items emerged as
important in distinguishing those customers who were satisfied from those who
were not satisfied.

Thus, the 400 respondents were separated into quartiles according to their
satisfaction ratings. The first quartile with those stated high satisfaction and the
second with those stated low satisfaction. T-tests were then made to identify the
difference in the means of each one of the 22 SERVQUAL items.

On the basis of the t-tests for the P-E scores for the two quartiles, high and low
stated satisfaction, the five most significant service attributes influencing
customer satisfaction are presented in Table 76.

Table 76: The Most Important Service Attributes Influencing Customer Satisfaction.

SERVQUAL ITEMS Mean Difference
P-E scores
Item 17 -0.892
item 7 -0.848
Item 14 -0.783
ltem 22 -0.731
item 9 -0.673

Note: Items 1-22 are presented in APPENDIX Il

As can be seen from Table 76, according to the mean differences Qf the gap
scores, the most important attributes influencing customer satisfaction were:

Employees having the knowledge and skills to serve customers (item 17)
Excellent coverage (item 7)

Employees with behaviour that instils confidence in customers (item 14)
Employees understanding customers’ specific needs (item 22)

Accurate and error free records (item 9).

o~

Most of the attributes revealed from the T-test between respondents that statgzd
high satisfaction and respondents that stated low satisfaction were common with
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those identified by the P-E gap scores as stated by respondents during the
survey.

Since satisfaction is significantly correlated with repurchase intention (0.333)
and positive word of mouth (0.440) it can be concluded that mobile operators by

improving their performance in the attributes identified above have better
chances of retaining their customers.

In Table 77, the performance of the operators concerning the important
attributes identified by both methods is presented.

Table 77: Most Important Service Attributes and Operators Performance (P-E)

Attributes Cosmote Panafon Telestet

Accurate and error free records -0.932 -0.933 -0.785

Employees understanding customers’ -0.842 -0.971 -0.669

specific needs

Employees with behaviour that instils -0.812 -0.831 -0.537

confidence in customers

Excellent coverage -1.285 -1.479 -1.332

Employees having the knowledge and -0.752 -0.938 -0.488

skills to serve customers

Operators showing a sincere interest in -0.842 -0.958 -0.727

solving customers’ problems.

Customers feeling safe in their -0.783 -0.915 -0.668
| transactions -

Mobile handsets visually appealing, of -0.663 -0.680 -0.397
_high quality and user friendly

. : -0.624 -0.764 -0.421
Employees consistently courteous with
customers

From Table 77, can be seen that Panafon performed worse than Telestet and
Cosmote in all the attributes. Telestet performed better than Cosmote in all the
attributes except from coverage.

The occupation categories of the respondents in the highly satisfied group are:

a) 16% businessmen

b) 1% managers

c) 1% top executives

d) 28% employees

e) 18% workers

f) 17% homemakers/retired/unemployed and
g) 18% students

The results of a study conducted in the Greek mobile telephony sector,
clustering the Greek mobile telephony users (Blery, 1997), showed that the best
customers for the mobile operators are customers with high income, customers
coming from the upper social class, those who are frequent travellers abroad,
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such as managers, top executives etc., those who are working long hours
outside their work premises, such as doctors, technicians (e.g. plumbers etc)
those who are working long hours away from fixed telephones, such as:
salesmen, drivers, couriers, etc. and those who are spending long hours outside
their homes every day due to work or other reasons.

It can be concluded from an initial examination, though it needs further

investigation, that customer satisfaction was higher among the most unprofitable
customers in the customer base.

6.2.4 Comparison of the Focus Group and the Final Survey Research
Results

Comparing the attributes extracted from the survey research with the results of
the focus group research it can be seen that most of the attributes are common.
The focus group participants stressed the importance of the following attributes:

coverage
mobile handsets

error free records

operators solving customers’ problems

employees with the appropriate technical knowledge

aobwbd~

It can be seen that the results of the focus group research supported the results
of the research survey. The focus groups also agreed that price significantly
influenced repurchase intention. Concerning the risk deriving from the radiation
of the handsets most of the focus groups participants agreed that they are not
yet sure how serious it is. Only heavy users stated that they suffered from
headaches. The research survey also showed that risk did not influence
repurchase intention, however it should be taken into consideration that most of
the mobile telephony users are not heavy users and if they increased usage and
started suffering from headaches then they might have another attitude to this
issue.

Concerning participants repurchase intention, the focus group research showed
that recommendations from their family and from friends are very important and
this can influence them to choose or even to change their mobile operators.
Another issue revealed is that it is not easy to change operator because one has
to also change the number. This may be one of the reasons that some of the of
the respondents stated that they intended to repurchase the service. However,
the Greek Telecommunications Committee has announced plans Concerniqg the
portability of mobile numbers when changing operators and this reason will not
exist in the near future.
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The research survey, like the focus group research, did not reveal significant
differences between respondents living in different cities, Athens, Thessaloniki,
Larisa and Patra. The only difference was that participants from Athens seemed

not to have such a serious problem with error free records like participants from
the other cities.

According to the research survey and the focus group research, operators
generally did not meet respondents expectations in all service attributes.
Operators did not offer to their customers the attributes they value most, that is,
good coverage and accurate and error free records. Respondents’ perceptions
were mostly high in the dimension of tangibles, that is, good physical facilities,
employees with professional appearance and appealing mobile handsets.

Concerning the mobile operators, the focus groups participants commented that
Telestet is the most serious operator, ‘big and secure’ as mentioned on TV.
Cosmote is a public company and offers security and is also cheap. Panafon is
the biggest and one of its shareholders is the owner of a popular Greek football
team and this influenced customer repurchase intention.

Of the three mobile operators, Telestet proved to perform better overall, then
came Cosmote and lastly Panafon. Cosmote outperformed Panafon in all the
attributes. The only attribute where Panafon outperformed Cosmote was
employees with professional and neat appearance. It can be concluded that the
major problem of Panafon is its employees. Panafon did not perform better than
Telestet in any of the attributes. Telestet was found to outperform Cosmote in
all the attributes except coverage, employees telling customers exactly when
services will be performed and provision of services at the promised time.
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CHAPTER 7

CONCLUSIONS

Mobile communication systems, a phenomenon dating from the 1980s when the
first generation networks were developed, are becoming the fastest growing
telecommunications application, which already competes the fixed networks in
size, level of integration and complexity. However, mobile operators worldwide
are losing a large percentage of their customers each year.

In Greece, the mobile telephony market has now reached its mature stage and
as Zeithaml, Berry and Parasuraman (1996) stated. particularly for companies
with an established customer base, the net return on investments in mature
markets could be much higher for retention strategies than for strategies to
attract new customers.

This study aimed to identify the factors influencing customers repurchase
intention in the mobile telephony sector in Greece. However, it should be noted
that as Rust and Zahorik (1995) mentioned, repurchase intention may not
reflect the true probability of repurchase and it is important to recognise that the
intention to repurchase is not the same thing as actual repurchase. As
mentioned in Chapter 3.2, apart from attitudes, social influences and pressures
as well as factors intemal to the individual, such as skills, abilities, emotions and
also external factors, such as time, opportunity and dependence on others, may
cause a discrepancy between behavioural intention and behaviour and the
customer may not repurchase.

In order to carry out the study, a model was developed proposing eight research
hypotheses: service value is influenced by perceived and expected service
quality; by the P-E difference; by perceived price and by perceived risk;
customer satisfaction is influenced by perceived value; repurchase intention is
influenced by customer satisfaction; repurchase intention is influenced by
perceived, expected service quality, the (P-E) difference, perceived value, price
and risk. This model included value, which has not been widely examined and a
limited number of researchers have incorporated value in their models.
However, as Patterson and Spreng (1997) argued the inclusion of the value
construct in models provides a richer portrayal of the dynamics surrounding
satisfaction evaluations and intentions (Chapter 3.3.3.3).

In this study customer loyalty was defined according to the behavioural view as
customers intention to repurchase (Chapter 3.1). In addition, service quality was
defined and measured as an attitude (Chapter 3.4.1.1). Furthermore, service
value was operationalized with a single overall measure and finally customer

233



satisfaction was also measured by using an overall measure, a conventional
cumulative measure that is considered as reasonably valid (Chapter 3.7.1).

In this study the hypothetico-deductive approach was used and quantitative
research was conducted using the survey methodology because the results
should be representative for the whole sector. The method of personal
interviewing was preferred because the questionnaire was not brief and with a
mail survey there was the danger of not obtaining enough and appropriate
responses (fully answered questionnaires). In addition, by personal interviewing
any needed explanations were given to the respondents so that they were able
to answer the questionnaire properly. The sample for the final survey research
was selected using a stratified random sampling method. Respondents were
telephoned in advance and were asked to grant an interview. The interviews
took place mainly on the premises of the respondents either at home or in their
offices. In addition to the research survey, qualitative focus group research was
also conducted. Thus, this study was accomplished in three stages:

1. The pilot survey
2. The focus group research
3. The final research survey

To measure service quality, the SERVQUAL model (including expectations,
perceptions and importance weights) was chosen and it was adapted for the
mobile telephony sector in two phases. The questionnaire was translated into
Greek using the back translation method. The first version of the questionnaire
was modified on the basis of 15 in-depth interviews conducted with top
executives in the marketing division of the three mobile operators and it was
used in the pilot survey. Then taking into account the results of the SERVQUAL
reliability and validity tests using the pilot survey research results and the focus
group research conclusions, the finalised version of the questionnaire was used
in the final survey research.

The in-depth interviews with the marketing executives of the three mobile
operators showed that three questions should be added to SERVQUAL: one
under the dimension of tangibles concerning mobile handsets, another
concerning value added services under the dimension of reliability and a third
concerning coverage under the dimension of reliability. Lee, Lee and Feick
(2001), in their research concerning the impact of switching costs on the
customer satisfaction-loyalty in the mobile phone service in France, also
included coverage in their measures of customer satisfaction. Furthermore, their
results showed that heavy users showed a strong attachment to value-added
services. The addition of the two items, coverage and value added services
under the dimension of reliability also contributed in the measurement of
‘outcome’ quality in SERVQUAL (Chapter 3.4.3.2.3).
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The pilot survey had three purposes: to adapt the SERVQUAL model further; to
test the questionnaire and to calculate a representative sample size for the final
research survey. 100 mobile telephony users were personally interviewed for the
pilot survey and the results were statistically analysed so as to test the reliability
and the validity of the research instrument. The pilot survey showed that all
items and dimensions were relevant and should be retained. The representative

sample for the final survey research was calculated to 379 users, however 400
users were surveyed.

Focus group research was also conducted to adapt the SERVQUAL instrument
further before the final research survey and to compare the findings and
strengthen the validity of the results of the final survey research. Four focus
groups studies were conducted in four cities in Greece: Athens, Thessaloniki,
Larisa and Patras. According to the results of the focus groups, of the 22
attributes included in the SERVQUAL model, coverage proved to be the most
important factor and was definitely a reason to change operator. All of the
participants expected excellent coverage from their operators but they do not get
it. Value-added services were also considered important, especially for business
users, who although they are smaller in number, are higher in usage and is a
segment where the profit margins are high and bad debts, low. The mobile
handset proved also to be very important. A good handset on offer was a
serious reason to choose or change their operator.

Participants were also expecting to receive excellent service from their
operators and their operators to solve their problems. The users of Cosmote
stated that they had lower expectations because it is a public company and in
the Greek public sector, services are generally of a low quality. Participants did
not always receive good service, especially the users of Panafon/Vodafone.
Many of the participants were dissatisfied with the employees and the service of
Panafon/Vodafone. A general problem for all the operators in all the cities was
that customers could not contact customer service because the lines were busy.
In addition, the employees did not have the appropriate technical knowledge to
help and they did not always solve their problems.

Another important factor for the participants was error free records. However,
Panafon and Telestet did not always send error free records. This problem
seemed to be more serious outside Athens. The focus group participants agreed
that price was the most important factor after coverage and it was the most
important reason to choose and change operator. They mentioned that prices of
mobile telephony are high and should decrease to reach the prices of fixed
telephony. Pricing was also considered tricky, since different operators gave
different prices and customers could not figure out which the cheapest package
was. They all agreed that prices were still very high, although lately there had
been a significant decrease. As far as the risk deriving from the radiation of the
handsets was concemed, most participants did not seem to be sure how serious
this risk is, though heavy users stated that they suffered from headaches. At the
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moment there are not many heavy users but if in the future their number
increases, this may cause serious problems.

Most of the participants stated that recommendations from their family and from
friends are very important and can influence them to choose and even to change
their mobile operators. Concerning their intention to repurchase the service from
their mobile operators, some of the participants stated that it is not easy to
change operator because they have to change number and this is a great
inconvenience because their colleagues and friends use their mobile number
even more than their fixed. If this problem did not exist they would consider a
change more easily. However, the Greek Telecommunications Committee has
announced plans concerning the portability of mobile numbers when changing
operators and this reason will not exist in the near future.

Participants also stated that mobile phones have become a part of their daily life
and give them accessibility, convenience and security. Women especially
needed this security. Parents mentioned that they could check on their children
any time and some of the men that they could check on their wives.

In judging the mobile operators themselves, the focus groups participants
commented that Telestet is the most serious mobile operator, ‘big and secure’
as mentioned on TV. Cosmote is a public company and thus offers security and
it is also cheap. Panafon is the biggest company and one of its shareholders
was the owner of a popular Greek football team, which seemed to influence
customer repurchase intention. Furthermore, conceming the items contained in
SERVQUAL, they commented that they adequately define mobile telephony
service quality and they had no more attributes to add.

The questionnaire used for the final research survey comprised the adapted
SERVQUAL items for measuring service quality (perceptions, expectations and
importance) and some additional questions concerning overall service quality,
service value, customer satisfaction, repurchase intention and demographic
characteristics. An additional question was also added conceming ‘customer’s
intention to recommend their mobile operator o someone they know'. Many
researchers (Andreassen and Lanseng, 1997, Jones and Sasser 1995 and
others), considered this an important proxy to customer loyalty and thus it
strengthened customers’ stated repurchase intention measure (Chapter 3.1.5).
In the final survey 400 mobile telephony users were interviewed.

The reliability and the validity of the SERVQUAL scale were assessed once
again and all the items and dimensions proved to be relevant. The most
important dimension was reliability, followed by assurance and then came
empathy, then responsiveness and tangibles. These results were in accordance
with Parasuraman, Zeithaml and Berry (1988) who found that regardless of
the service being studied, reliability was the most important dimension, followed
by assurance. Then followed responsiveness and tangibles. However,
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concerning empathy, they found that it was the least important dimension. In
addition, Sultan and Simpson (2000), Zeithaml, Berry and Parasuraman
(1991) and Berry, Zeithaml and Parasuraman (1985) also identified reliability
as the most important dimension and the main source of service quality.
Furthermore, Zeithaml, Parasuraman and Berry (1990) found that reliability
was the most important of the dimensions and tangible the least important.
Johnston (1995) results also showed that tangibles comprised the least
important dimension.

The data collected from the questionnaires were statistically analysed. The
statistical tests used were mainly Pearson correlation coefficients or chi-square
tests according to the nature of the scales. The statistical elaboration of the
results supported the first five hypotheses and showed that service value was
associated with perceived and expected service quality, the P-E difference and it
also had a negative association with perceived price and was not associated
with perceived risk. As described in Chapter 3.3, researchers such as
Storbacka, Strandvik and Grénroos (1994), Bolton and Drew (1991), Chang
and Wildt (1994), Fornell et al (1996), Patterson and Spreng (1997), Ravaid
and Gronroos (1996), Drew and Bolton (1987), Cronin, Brady and Hulit
(2000), Zeithaml (1988) maintained that value is influenced by perceived
service quality and price. Fornell et al (1996) asserted that value is also
influenced by customers expectations. Bolton and Drew (1991) claimed that
value is also influenced by disconfirmation.

The findings also confirmed the sixth hypothesis and showed that customer
satisfaction was influenced by perceived value. As it has been described in
Chapter 3.3, researchers such as Heskett et al. (1994), Patterson and Spreng
(1997), Liljander and Strandvik (1995) also maintained that customer
satisfaction is influenced by service value.

In addition, the findings verified the seventh hypothesis and showed that
customer satisfaction influenced repurchase intention. As previously mentioned
in Chapter 3.3, many researchers including Parasuraman, Zeithaml and Berry
(1985), (1988), Storbacka, Strandvik and Gronroos (1994), Rust and Zahorik
(1993), Hallowell (1996), Taylor and Baker (1994) Cronin and Taylor (1992),
Dabholkar, Shepherd and Thorpe (2000), Woodside Frey and Daly (1989)
supported the view that customer satisfaction influences purchase intention.

The research results also supported the eighth hypothesis and showed that
service quality (perceived service quality, expected service quality and the P-E
difference) influenced repurchase intention. Zeithaml, Berry and Parasuraman
(1996), Ennew and Binks (1996), Chang and Wildt (1994), McAlexander,
Kaldenberg and Koenig (1994), Headley and Miller (1993), Boulding et al.
(1993), also found that perceived service quality has an influence on purchase
intention (Chapter 3.3). However, the association between expected service
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quality and repurchase intention was marginal and this might suggest that
customers received less than they were expecting.

The findings also showed that perceived value and perceived price were
associated with repurchase intention. Chang and Wildt (1994) aiso found an
effect of price on purchase intention (Chapter 3.3.4.2). However, perceived risk
did not prove to influence customers’ repurchase intention. Furthermore, the
results showed that when taking into consideration the P-E difference quality
scores, the correlation between repurchase intention and customer satisfaction
as well as the correlation between service value and repurchase intention are
higher than the correlation between service quality and repurchase intention.
These findings are in keeping with the literature and are in accordance with the
findings of Heskett et al, (1994), Liljander and Strandvik (1995), Storbacka,
Strandvik and Gronroos (1994) and Patterson and Spreng (1997). However,
there are also relationships between service quality, service value and
repurchase intention. This finding is in accordance with the results of Cronin,
Brady and Hult (2000).

Thus, on the basis of the findings of this study a model presenting the factors
influencing customers’ repurchase intention is proposed in Figure 10.

Figure 10. The Model Proposed on the Basis of the Findings

Perceived
Price

PEDIff o Perceived Customrer ! Repurchase
......... Satisfaction Intention

Source: Blery (2003)

As can be seen in Figure 10, perceived value is influenced by perceived and
expected service quality, the P-E difference and by perceived price. Repurchase
intention is influenced by customer satisfaction which is influenced by perce!ved
value. Repurchase intention is also influenced by expected and perceived
quality, the P-E difference, perceived value and perceived price.
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Furthermore, the findings showed that Overall Service Quality had a higher
correlation with repurchase intention than did difference scores. in addition, the
association between overall service quality (OSQ1) and those measured
through SERVQUAL can suggest that the overall service quality scale might
prove as useful as the SERVQUAL instrument. This finding is in accordance
with the results of Kangis and Zhang (2000). Furthermore, other researchers
such as Headley and Miller (1993) measured service quality in medical care
services and applied SERVQUAL. They concluded that service quality as
measured by SERVQUAL was positively related to an overall service quality
measure which they included in their questionnaire (Chapter 3.3.4.1). However
in this study SERVQUAL was used since it is a richer construct than the overall
service quality measure and it can represent better the multifaceted nature of
service quality.

The findings also showed that perceptions alone seemed to be a better measure
for service quality. Other researchers such as Mazis, Ahtola and Klippel
(1975), Bolton and Drew (1991), Babakus and Boller (1992), Babakus and
Mangold (1992), Cronin and Taylor (1992, 1994), Boulding et al. (1993),
Brown, Churchill and Peter (1993), Teas (1993b), Patterson and Johnson
(1993), supported the use of perceptions only operationalization, to measure
service quality (Chapter 3.4.2.4.1). In addition, McAlexander, Kaldenberg and
Koenig (1994), in their study measuring service quality in dental practises,
applied SERVQUAL and SERVPERF and concluded that perceptions alone
were a better measure for service quality. However, this research study also
aimed at identifying service shortfalls, and in this case as Zeithaml, Berry and
Parasuraman (1996) mentioned, the use of expectations is essential (Chapter
3.4.24.1).

The findings also showed that weighted SERVQUAL scores was not a more
reliable measure than non-weighted scores. Thus, the inclusion of importance
weights did not bring any meaningful changes. This is in accordance with Mazis,
Ahtola and Klippel (1975) who maintained that the inclusion of importance
weights does not enhance the predictive ability of attitude models. In addition,
Cronin and Taylor (1992), concluded that the unweighted measurement of
performance is a better method for measuring service quality.

Operators did not exceed respondents’ expectations in any of the 22
SERVQUAL attributes and as Kotler (1994) maintained, the customer is highly
satisfied or delighted only if performance exceeds expectations. The analysis of
the final survey research results showed that the following service quality
attributes were very important to customers:

1. Excellent coverage

2. Accurate and error free records

3. Operators showing a sincere interest in solving customers’ problems
4. Employees understanding customers’ specific needs
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Customers feeling safe in their transactions

Employees having the knowledge and skills to serve customers
Mobile handsets visually appealing, of high quality and user friendly
Employees consistently courteous with customers

®NO o

Coverage was the most important of the attributes, followed by accurate and
error free records. The finding concerning coverage is in accordance with the
results of Lee, Lee and Feick (2001). Panafon proved to perform worse than
Telestet and Cosmote in all the above attributes. Telestet proved to perform
better than Cosmote in all the attributes apart from coverage. Since satisfaction
was significantly correlated with repurchase intention and positive word of
mouth, it can be said that mobile operators would significantly increase their
chances of retaining their customers by improving their performance in these
attributes.

Mobile operators did not meet respondents’ expectations in any of the 22
SERVQUAL attributes. Respondents expectations were mostly met in the
dimension of Tangibles, operators had good physical facilities and employees
with neat and professional appearance. However, customers were not pleased
with coverage, did not receive accurate and error free records, did not feel safe
in their transactions and operators did not show a sincere interest in solving their
problems,

Of the three mobile operators Telestet performed better, followed by Cosmote
and last was Panafon. Cosmote outperformed Panafon in all the attributes. The
only attribute that Panafon outperformed Cosmote was employees with
professional and neat appearance. Panafon did not perform better than Telestet
in any of the attributes. It could be concluded that the major problem of Panafon
is the behaviour and skills of its employees. Telestet outperformed Cosmote in
all the attributes apart from coverage, employees telling customers exactly when
services will be performed and providing services at the promised time.

The final research survey, like the focus group research did not reveal significant
differences between respondents living in the different cities of Athens,
Thessaloniki, Larisa or Patra. The focus group research fully supported the
results of the research survey in all aspects.

Comparing the resuits of this study with the results of surveys conducted in the
US and Europe (Chapter 3.1.2), it can be seen that the reasons causing
customer defection are similar. In the US, price was considered as the most
important factor followed by coverage. In Europe the most important factors
were coverage, prices and dissatisfaction with the service (customer service).
These were similar to the results of this study.
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7.1 The Contribution of this Study

This study proposed a model for understanding the factors influencing
customers’ repurchase intention in the mobile telephony sector, addressed the
issues related to service quality measurement and provided an adaptation and
testing of the SERVQUAL model for the mobile telephony service. The proposed
model confirmed the relationship between service quality, service value,
customer satisfaction and repurchase intention.

This study contributes to the service sector literature by examining customers’
assessment of mobile telephony service and, as has already been mentioned.
the service sector is constantly growing (Chapter 2.1). Furthermore, in
particular, the mobile telephony sector is a sector of continually increasing
importance (Chapter 2.2). In addition, this study empirically examined the
relationships between service quality, service value, customer satisfaction and
customers repurchase intention and contributed to the customer satisfaction and
service quality literature by shedding some light on these relationships.

This study also empirically examined the concept of value, which although it is
recognised as of significant importance by many researchers in the literature
but, has not been widely examined. Furthermore, this study examined these
relationships in the mobile telephony sector, a sector where up to now, little
investigation has taken place and there is little insight conceming these issues
since no such references can be found in the literature.

In addition, this study was the first to provide an adaptation and testing of
SERVQUAL, an instrument for measuring service quality widely discussed and
applied, for the mobile telephony sector. Moreover, it was conducted in Greece,
where very limited research has taken place in the service sector and where
there is no research in the mobile telephony sector. Therefore, this study will be
a valuable addition to the international literature as it starts gathering knowledge
concerning these issues in the Greek market.

Finally, in strategic terms, this study has provided important new information and
should become a valuable tool for the mobile telephony operators’ policymakers
and marketing managers. It will enable them to better define their strategy on
important issues such as investing in network extensions, physical facilities,
employees training and the introduction of innovative services which should lead
to better customer retention and company growth and profitability.

To summarise, this study has contributed to the service sector literature and in
particular to the mobile telephony sector literature which is of continually
increasing importance. In addition, it has contributed to the customer satisfa_ction
and service quality literature and is one of the few studies to have empirically
examined the concept of value, which is widely recognised as of significant
importance. Furthermore, it is the first to provide an adapted and tested version
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of SERVQUAL for mobile telephony. It provides an important addition to the
international literature on mobile telephony as it is the only study so far that has
gathered knowledge concerning these issues in the Greek market, where very
limited research has taken place in the service sector and where there has been
no research in the mobile telephony sector. Furthermore, the developed
SERVQUAL should become a valuable tool for policymakers and marketing
managers in this sector.
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CHAPTER 8
RECOMMENDATIONS FOR MANAGEMENT

Mobile telephony is now a mature industry with strong competition thus
customer retention is crucial. As the consultancy company AC Nielsen (2000)
mentioned, companies increasingly look to quality, satisfaction and loyalty as
keys to achieving market leadership. Understanding what drives these critical
elements and how they are linked is fundamental to company success. The
statistical relationships in this study suggested that strategic decisions based on
assumed connections between perceived service quality and consumer
behaviour in the mobile telephony service sector are highly significant.

The existence of the relationships between service quality and repurchase
intention showed that service quality is an important decision-making criterion
for service consumers and any efforts to improve quality will be beneficial. The
relationship of value and satisfaction with repurchase intention, showed that they
should be all improved collectively as a means of improving customer retention.
Establishing initiatives to improve only one of these variables is therefore an
incomplete strategy if the effects of the others are not considered. Thus, to
achieve customer loyalty, improving quality, value and satisfaction in parallel is
essential.

In the Greek mobile telephony market there is strong competition between
operators and also with possible new entrants. All the operators have already
invested on the most innovative technologies (networks etc.) thus, there is more
opportunity to increase service quality. As Andreassen and Lanseng (1997)
stated, to retain customers, companies must deliver services that at least meet
their customers’ expectations. The information provided in this study is essential
to help operators to identify service shortfalls, meet their customers’
expectations and develop sustainable relationships with them.

On the basis of the findings of this study, up to now operators find it easier to
meet customer expectations in the area which customers rate as least
important, that is tangibles, while they find it more difficult to meet expectations
of assurance, reliability and empathy, the factors most valued by customers.
Thus, they should spend more management time and resources on improving
the other dimensions and less on tangibles. They should implement service
quality improvements, offering excellent coverage, accurate and error free
records and ensuring that mobile telephony service is performed accurately and
dependably and these would offer the best return on customer satisfaction and
customer bonding for repeat business.
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Operators should also invest in improved training and development of their staff
to respond more effectively to the expectations of customers. As Bitner, Booms
and Tetreault, (1990) suggested companies seeking to deliver excellent service
quality as a business strategy, need to inspire their employees to meet customer
needs since employees proper responses can lead to increased customer
satisfaction. As mentioned in Chapter 3.4.1.2, part of customer service is
human and part is process. Therefore, processes should also be examined
because there is the possibility that the processes do not allow employees to
serve customers properly and changes in the processes might be needed.

In the mobile telephony market, price is considered important and users are
price-sensitive, thus a low cost leader may provide a level of value that can
create a high level of customer satisfaction and retention. Although, price
reductions are a way of increasing perceived value, the results of this study
showed that value was largely defined by perceptions of quality and customers
seemed to place a great importance on service quality as well. In addition
another price problem in the mobile telephony sector is confusion marketing.
Pricing is so complicated with all the different packages available that
consumers cannot decide which is the cheapest.

Operators should take into consideration that the cues that signal quality, may
change over time due to competition, promotional efforts of companies,
changing consumer tastes and information. The dynamic nature of quality
suggests that marketers must track perceptions over time and align their service
promotion strategies with these changing views. They should also take into
consideration that if quality remains constant in the future, customer satisfaction
is likely to decrease because service improvements are needed to continue to
impress the customer (McAlexander, Kaldenberg and Koenig, 1994).

Operators should understand what quality and value mean to their customers to
improve their positions in the market. As Zeithaml (1988) argued, the selection
of a strategy for a particular product or market segment should depend on its
customers’ definition of value. Strategies based on customer value standards
and perceptions will channel resources more effectively and will meet customer
expectations better than those based only on company standards. As Cronin et
al (1997) claimed, many companies nowadays are shifting their emphasis to
value and perhaps Total Value Management (TVM) may provide better results
than Total Quality Management (TQM). As Zeithaml (1988) claimed, anything
that can be built into products/services to reduce time, effort and search costs
can reduce perceived sacrifice and thereby increase perceptions of value.

Operators may educate consumers on ways to evaluate quality and advertising
and the information provided can be managed to evoke desired q.uality
perceptions. Operators can either increase perceptions of servi_ce quality or
lower expectations. As Boulding et al. (1993) argued, increasing customer
expectations of what a firm will provide during future service encounters actually
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leads to higher perception of quality after the customer is exposed to the actual
service all else equal. Thus, firms should manage customers predictive ‘will’
expectations up rather than down if they want to increase customer perceptions
of overall service quality. However, firms should manage customers’ ‘should’
expectations downwards. Operators should take into consideration that
advertising which creates images of experiences that are subsequently not met
after usage can only serve to widen the gap between customer expectations and
perceptions of service. The consequence of expectations set unrealistically is
that service quality will rarely meet the expectations of customers.

To gradually increase consumption, operators should be competitive in the
quality of basic offerings and also provide consumption-based incentives. Pro-
per incentives can be designed by analysing customers’ evaluation of different
satisfaction components and usage patterns. For example, they might include
free hours, lower rates, more attractive weekend pricing, a new handset at a
discounted price, and free value-added services for heavy users.

In conclusion, the results of this study show that to achieve customer loyalty, it is
essential to improve quality, value and satisfaction in parallel, however price
should remain as low as possible. Operators should have knowledgeable and
well-trained employees, with well-designed company processes to enable them
to do their jobs more effectively. Managers should also take into consideration
that quality signals change over time and they should make a sustained, long-
term effort to impress and retain customers. The recommendations and adapted
SERVQUAL instrument from this study may become a useful marketing tool
involved in the development of mobile telephony operators’ management
strategies.
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CHAPTER 9
RESEARCH IMPLICATIONS

The model developed in this piece of research, probably did not include all the
possible factors influencing customers’ repurchase intention in the mobile
telephony sector. Consideration was limited to the identified variables and this
study examined the relationships between consumers' service quality and value
perceptions, their satisfaction and their behavioural intentions. However, the
relationships between the constructs might be more complex than those
proposed in this study. In addition, in this study the correlations between the
variables were examined and correlation does not provide any evidence for
causality, thus, only the association of repurchase intention with service quality,
service value, perceived price, risk and customer satisfaction was examined.

It should be pointed out that one drawback to the questionnaire used in this
study might be that it was difficult for consumers (or at least for some of them) to
distinguish between service quality and customer satisfaction and also more
difficult to conceive what the concept of value represents.

Where service quality is concerned, an important issue raised by Storbacka,
Strandvik and Gronroos (1994) is that a dynamic perspective should be added
to service quality. As Kangis and Zhang (2000) p. 315, mentioned, “it could be
that customers constantly shift their benchmark to newer positions as a result of
having experienced a given level of service”. As Boulding et al, (1993) claimed
consumers frequently update their expectations thus biases are present and that
these biases are due to prior expectations. The existing models of service
quality including the model used in this study are static conceptual and
measurement models.

Concerning SERVQUAL, the instrument of choice for measuring service quality
in this study, as it has been mentioned, according to the literature several
studies raised important questions about SERVQUAL. The use of difference
scores in service quality measurement has been questioned by many
researchers (Cronin and Taylor 1992, 1994; Boulding et al. 1993; Teas,
1993b, 1994). Difference score measures were considered as having lower
reliability and validity than perceptions-only measures. This was evident also in
this study because perceptions proved to have a higher correlations with the
overall service quality measure than did gap scores.

In addition the ambiguous definition of the "expectations" construct in

SERVQUAL was questioned by researchers such as Teas (1 993b, 1994) who
argued that SERVQUAL expectations have been variously defined as desires,
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wants, what a service provider should possess, normative expectations, ideal
standards, desired service and the level of service a customer hopes to receive.
These multiple operationalizations of "expectations” in the SERVQUAL literature
result in a concept that is loosely defined and open to multiple interpretations. In
this study only the “should” expectations were measured. However, the word
'should” may lead to unrealistically high expectations. Sometimes should
expectations may be unrelated to what is feasible because uncontrolied factors
may not allow companies to meet these expectations.

Furthermore, the dimensionality of SERVQUAL was put into question (Cronin
and Taylor, 1992; Brown, Churchill and Peter, 1993) and even the developers
of the instrument Parasuraman, Zeithaml and Berry (1994a) acknowledged
potential overlap among the dimensions. In many studies, during factor analysis,
factor loading patterns reflected weaker evidence of convergent validity because
of the low loadings of the items on their respective dimensions. These studies
implied overlap among the dimensions, especially among responsiveness,
assurance and empathy. Some researchers such as Carman (1990) due to the
dimensional overlap used a subset of the original 22 SERVQUAL items. In this
study dimensional overlap was identified between all the dimensions during the
factor analysis (Tables 18, 19 and 20). However, the values of all the items’
loadings to one of the factors were at least 0,35 and according to Devellis
(1991), if all the items relate strongly (at least 0.35) to one of the factors are
meaningful and should be retained. In addition, SERVQUAL scale in this study
showed high reliability measured by alpha coefficients for the gap scores (Table
16). The high values of the reliability coefficients indicate high internal
consistency among items within each dimension and this reflects a high degree
of cohesiveness among the scale items, which is an indirect indicator of
convergent validity (Parasuraman, Zeithaml and Berry, 1991). Furthermore,
Carman (1990), Brown, Churchill and Peter (1993) and Andersson (1992)
raised reservations concerning the adequacy of performing factor analysis with
difference scores (Chapter 5.1.5.2.3). Finally, Parasuraman, Zeithami and
Berry (1991) indicated that the number of dimensions found by factor analysis
may be different in the various studies because of across-dimension similarities
and/or within dimension differences in respondents’ evaluations. They argued
that SERVQUAL is the basic “skeleton” underlying service quality and it should
be used in its entirely as much as possible and keeping the five-dimensional
structure of SERVQUAL may serve as a meaningful conceptual framework for
summarizing the criteria customers use in assessing service quality. Thus,
because of all the above reasons in this study all the items were retained.

In addition, in this study the ideal point multiattribute approach was adopted, aqd
importance weights were included. However, overall, weighted SERVQUAL did
not perform better and did not prove to be a more reliable measure tha_n the
unweighted model and importance weights did not bring any.megnlngful
changes. Only weighted expectations exhibited a significant relatlonshlp with
repurchase intention and non-weighted expectations did not, thus, it may be
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concluded that customers’ expectations become more realistic with the addition
of importance weights. As it has been mentioned above, expectations defined as
what ideal companies should offer may be unrealistic. Consequently, the ideal
point multiattribute approach for measuring service quality is put into question.

On this basis, doubts may be raised over the future use of SERVQUAL as a
means for measuring service quality. Thus, when planning to use SERVQUAL in
any research study all the above mentioned problems and the criticisms put
forward by researchers should be taken into account and also alternative
methods for measuring service quality should be considered and evaluated.

Concerning the adaptation of SERVQUAL, although the modified scale included
all the items that were the result of in-depth interviews with marketing managers
and top executives of the Greek mobile operators, the pilot survey research and
focus group research, the scale might have missed items. Future research could
deal with a second approach for further development of the adapted
SERVQUAL instrument used in this study for the mobile telephony sector.

Furthermore, in this study service value was considered to be influenced by
service quality, price and risk associated with using the service. However, as
Lee, Lee and Feick (2001) mentioned, there might be some more items
important to customers such as for example time and effort needed to acquire
the service. For a subscriber who would like to acquire the service from another
operator, this change might include the time and effort needed to inform all his
relatives and friends about his new number. These could have been included in
the measurement of value. However, since the Greek Telecommunications
Committee announced plans concerning the portability of mobile numbers when
changing operators they were not included in this study. Future research could
establish more rigorous multiple item measures of the value construct in the
mobile telephony sector. Furthermore, value may be considered both pre- and
post-purchase. As Patterson and Spreng (1997) argued, in much the same
way that expectations of performance influence post-purchase perceived
performance, value perceptions after purchase and consumption may indeed be
influenced by pre-purchase perceived value. The extent to which pre-purchase
value (based on expectations prior to purchase) impacts upon post-purchase
value perceptions was not examined. In addition, as previously mentioned in
Chapter 3.5.2, value is in some ways similar to the equity construct, however,
as Patterson and Spreng (1997) argued the extent to which these two
constructs overlap, and the relationship between them and satisfaction has yet
to be examined. In this study, the influence of equity on satisfaction was not
examined because benefits and sacrifices were assessed only from the buyers’
perspective.

Customer satisfaction was operationalized with one giqgle measure, however,
as Oliver (1980) argued satisfaction may not be a uni-dimensional concept and
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it is better measured by using a battery of questions to tap different forms of
satisfaction.

Furthermore, this study measured the gap between customer expectations and
perceptions of service As Zeithaml, Parasuraman and Berry (1990)
mentioned, there are also other ‘gaps’ measured by SERVQUAL such as the
difference between management perceptions and customer expectations. Thus,
the views of the managers and employees of the mobile telephony operators as
they think customers perceive the quality of the service can also be examined in
a future research.

This study examined customers repurchase intention, however to examine
customer loyalty a more comprehensive paradigm might be needed. As
mentioned in Chapter 3.1, many proxies can be used to measure customer
loyalty such as spend more with the company and pay price premiums. In
addition, as it has been mentioned behavioural intentions do not imply actual
behaviour. As Zeithaml, Berry and Parasuraman (1996) stated research could
ask customers to indicate not only their behavioural intentions but also their
actual behaviours. For example customers could be asked whether they have
said positive things about the company (actual behaviour) instead of how likely
they would be to say positive things (behavioural intentions). Furthermore,
measures of actual purchase behaviour, as opposed to behavioural intentions,
could enhance the validity of the study (longitudinal study). However, this would
need a second approach to the respondents after some time and such data
were not gathered. These data can be gathered in a future research and
customers stated repurchase intention can be compared with their actual
repurchase behaviour.

In addition, as it has been mentioned, in the final survey research, the sample
was designed using the random stratified sampling method by the three Greek
mobile telephony operators, however, each one of the operators was asked to
supply some additional subscribers because some of the respondents were not
willing to be interviewed or because they were far from the 4 cities where the
interviews were planned to take place. As a result, the final sample was not
quite random since some respondents were excluded. Furthermore, in the pilot
survey the judgement and convenience sampling methods were applied
because of the speed with which information can be collected and the
accessibility/convenience. Thus, the sample for the pilot study cannot be
considered as representative of the entire population of the Greek mobile
telephony users since it was not selected using random sampling. However, the
results of the pilot survey are not used in this study to assess the proposed
model and the relationships and to derive conclusions concerning the Greek
mobile telephony population.

In the process of conducting this study no important or unexpected difficulties
were encountered. There was a small problem during the focus group research,
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particularly with the group of respondents in Thessaloniki who were really
frustrated with Panafon/Vodafone. During the interview they were expressing
their anger and frustration so they sometimes attempted to monopolise the
discussion. This caused some difficulty because it took some time to calm them
down and they might have also influenced the other respondents negatively,
thus skewing the results. The data obtained from the research survey did not
raise any difficulties or anomalies during the statistical analysis,

In general, this study achieved the main research objectives that were to
investigate factors such as service quality, price, service value and customer
satisfaction, which influence customer loyalty in the mobile telephony sector. In
addition, the factors causing customers to switch operators were investigated
and on the basis of this certain recommendations were proposed. At a practical
level, these findings can become a useful marketing tool for managers of mobile
telephony companies. However academically, further research based on these
findings can add to the present pool of knowledge by investigating the extension
of the proposed model and by the inclusion of additional factors thus developing
a further refinement of SERVQUAL as a tool for measuring service quality in the
mobile telephony sector.
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APPENDIX |

THE IN- DEPTH INTERVIEW QUESTIONNAIRE

Questionnaire for the initial adaptation of the SERVQUAL Model to
measure the quality of the mobile telephony service.

The_SERVQUAL _model will be applied in order to measure the quality of the
services offered in the mobile telephony sector from the perspective of the

customer and identify the service shortfalls and the crucial service quality
factors.

General Information about the SERVQUAL Model

The SERVQUAL instrument was proposed by Parasuraman, Zeithami and Berry
in 1985 for measuring service quality. SERVQUAL. It involves the subtraction of
customers' expectations of the service they would receive from their perceptions
of the service they actually did get with respect to specific items. The differences
are averaged to produce a total score for service quality.

SERVQUAL has been designed to be applicable across a broad spectrum of
services. As such, it provides a basic skeleton through its
expectations/perceptions format encompassing statements for each of the
service-quality dimensions. However, the scale items that define service quality
in one industry may be different in another. Perhaps high involvement services
such as health care or financial services have different service quality definitions
than low involvement services such as fast food or dry clean. Therefore, when
necessary, the skeleton, can be adapted or supplemented to fit the
characteristics or specific needs of a particular sector/organisation.

Parasuraman, Zeithaml and Berry (1985) revealed that the criteria used by
consumers in assessing service quality fit 10 potentially overlapping dimensions
:Tangibles, Reliability, Responsiveness, Credibility, Courtesy,
Understanding/Knowing the customer, Communication, Security, Competence,
Access. These 10 original dimensions of SEVQUAL were later (1988)
condensed into 5 dimensions including 22 items: Tangibles, Reliability,
Responsiveness, Assurance, Empathy. Therefore, Assurance gnd Em'pz.n'hy
contain items representing seven original dimensions-communication, credibility,
security, competence, courtesy, understanding/knowing customers apd access.
Assurance involves knowledge and courtesy of employees and their abnhty. to
inspire trust and confidence. Empathy involves caring, individualised attention
the firm provides its customers.
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Directions for the Interviewees

The SERVQUAL model will be adapted for the particular service of mobile

telephony so as to reflect the range of values mobile telephony users attach to
the service.

First, in Table 1, the 5 dimensions of the condensed SERVQUAL should be
examined and the 22 items should be rated for their importance in measuring
the quality of the mobile telephony service. In addition, other items which are not
included under these dimensions but are important for measuring the quality of
the mobile telephony service should be identified.

Second, in Table 2, the rest of the dimensions of the original 10-dimension
SERVQUAL scale should be assessed, identify if any of their items, is relevant
to the measurement of the mobile telephony service and was not included in the
22-items SERVQUAL scale and therefore it should be added.

An analytical description of the dimensions is presented below, please add any
item you consider important under each of the dimensions and evaluate the
importance of all the parameters of all the dimensions using the scale 1-5 (circle
one of the numbers 1-5).

1 2 3 4 5
Not important Very Important
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Table 1

ATRTIBUTES IMPORTANCE |
Tangibles*, include the physical evidence of the service physical facilities and —
appearance of the contact personnel

Mobile Telephony companies with visually appealing physical facilities 1---2---3---4---5
Employees with professional and neat appearance 1---2---3--4---5
Materials associated with the service (manuals, pamphlets, statements) visually 1--2---3---4---5

appealing and easy to understand

Mobile Telephony companies having modern looking equipment

1--2--3--4--5

Other Tangible items (state if any)

1---2--83--4--5

Reliability involves the ability to perform the promised service dependably and
accurately. It involves consistency of performance and dependability. It also
means that the firm performs the service right the first time and honours its
promises

MT companies providing services at the promised time

1--2--3--4--5

When customers have problems showing a sincere interest to solve them

1--2--3--4-5

Mobile Telephony companies performing the service right the first time

1--2-3--4-5

When MT companies promise to do something by a certain time they will do so

1--2--3--4--5

Providing accurate and error free records

1--2--3--4--5

Other Reliability items (state if any)

1--283---4---5

Responsiveness concerns the willingness or readiness of employees to provide
prompt service

Employees of MT companies telling customers exactly when services will be
performed

1-2--3--4--5

Employees giving prompt service to customers

1--2-—-3--4--5

Always be willing to help customers

1--2--3--4--5

Never be too busy to respond to customers requests

1--2--3-—-4--5

Other Responsiveness items (state if any)

1:-2--3--4---5

Assurance involves knowledge and courtesy of employees and their ability to
inspire trust and confidence

Employees with behaviour that instils confidence in customers

{=-2--3--4--5

Customers feeling safe in their transactions

{--2--3--4--5

Employees consistently courteous with customers

1-—-2--3-—-4--5

Having the knowledge and skills to serve customers

1--2--3-—-4--5

Other Assurance items (state if any)

1222345

Empathy involves caring, individualised attention the firm provides its customers

Mobile telephony companies giving customers individual attention 1--2---3---4---5

Operating 24 hours per day, 7 days a week 1--2---3--4--5

Having employees who give customers personal attention 1-- 2 g z g
{1 Do 3 4 -

Mobile Telephony companies having their customers’ best interest at heart

Other Empathy items (state if any)

1-223--4--5
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Table 2

ORIGINAL SERVQUAL ITEMS

RELEVANT

NOT
RELEVANT

REPETITIVE |

|

Competence means possession of the required skills and
knowledge to perform the service

—

Knowledge and skill of the contact personnel

Knowledge and skill of operational support personnel (i.e.
marketing and sales)

Research capability of the organisation

Other Competence items (state if any)

Access involves approachability and ease of contact

The service is easily accessible by telephone

Waiting time to receive service is not extensive

Convenient hours of operation

Other Access items (state if any)

Courtesy involves the comportment of the contact personnel
towards the customers

Consideration for the consumers’ property

Clean and neat appearance of public contact personnel

Other Courtesy items (state if any)

Communication means keeping customers informed in
language they can understand, and listening to them. It may
mean that the company has to adjust its language for
different customers

Explaining the service itself and how much the service will
cost

Explaining the trade-offs between service and cost

Assuring the consumer that a problem will be handled

Other Communication items (state if any)

Credibility involves trustworthiness, believability, honesty, it
involves having the customer's best interests at heart

Company name and reputation

Personal characteristics of the contact personnel

The degree of hard sell involved in interactions with the
customer.

Other Credibility items (state if any)

Security is the freedom from danger, risk, or doubt

Physical safety

Financial security and confidentiality

Other Security items (state if any)

Understanding/knowing the customer involves making the
effort to understand the customer's needs

Learning the customer's specific requirements

Providing individualised attention

Other Understanding/knowing the Customer items (state if
any)
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APPENDIX 1i

THE PILOT RESEARCH SURVEY QUESTIONNAIRE

USER’S NAME
ADDRESS L
TEL. e
MOBILE TELEPHONY OPERATOR:

Cosmpte O Telestet (total) a

Prepaid (Cosmocarta) O Prepaid (B-Free) O

Panafon (total) O

Panafon ala Carte) O

TYPE OF USAGE : Business O Personal O Both O

PAYMENT OF THE MONTHLY BILL :
By the user [ By others [

DEMOGRAPHIC CHARACTERISTICS

1. AGE : 18-24 0 25-34 0 35440 45540 55-640
2. GENDER : Male 1 Female O

3. REGIONAL LOCATION :

Athens a Larisa g
Thessaloniki O Patra O

4. EDUCATION :

University O Primary 4
Post-secondary schools . No education O
Secondary O

5. OCCUPATION :

Businessmen O Labourers
Managers/Top executives U Farmers

Top executives O Not working
Administrative employees 0O Students

6. FAMILY STATUS _

Married d Not married
Cohabiting O Widowhood

Divorced d
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7. CHILDREN AT HOME

Under 18 years old O No children O
Over 18 years old O

A. EXPECTATIONS

DIRECTIONS: This part of the survey deals with your expectations concerning mobile
telephony service. Based on your experiences as a customer of a mobile telephony
service, please think about what the ideal mobile telephony company should deliver.
Think about the mobile telephony company with which you would be pleased. Please
show the extent to which you think such a mobile telephony company must possess the
attributes described below. You can do this by using the scale presented below. If you
believe an attribute is not at all important for the ideal mobile telephony company you
have in mind, circle the number '1'. If you believe an attribute is very important circle the
number '5'. If your beliefs are less strong, circle one of the numbers in the middle. There
are no right or wrong answers, all we are interested in is a number that truly reflects
your beliefs regarding the mobile telephony company that would deliver excellent
quality of service, a number that shows your expectations from companies offering
mobile telephony services.
1--2--83--4---5
STRONGLY DISAGREE STRONGLY AGREE

B. PERCEPTIONS SECTION

DIRECTIONS: This part of the survey deals with your perceptions concerning the
mobile telephony service. Please show the extent to which you believe mobile
telephony companies provide each one of the attributes. If you circle a 1 means that
you strongly disagree that mobile telephony companies have that attribute, and if you
circle a '5' means that you strongly agree. You may also circle any of the numbers in
the middle that show how strong your feelings are. There are no right or wrong
answers, all we are interested in is a number that really shows your perceptions about
mobile telephony services.
1--2--3---4--5
STRONGLY DISAGREE STRONGLY AGREE

C. IMPORTANCE

DIRECTIONS: This part of the survey deals with the importance of gach olnelz of the
attributes described in your decision to purchase mobile telephony service. A '5' means
you consider the attribute very important in your decision to purchase mobile telephony
service, a '1' means it is not at all important. There are no right or wrong answers, all we
are interested in is the importance of each one of the attributes in your decision to
purchase mobile telephony service.
1---2--83---4--5
VERY UNIMPORTANT VERY IMPORTANT
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A. EXPECTATIONS

No | EXPECTATIONS GRADE

1 Excellent Mobile Telephony (MT) companies must have 1---2--3---4---5 "1
visually appealing physical facilities |

2 The employees must have professional and neat 1--2---3--4---5
appearance |

3 Materials associated with the service (manuals, 1--2--3---4--5
pamphlets, statements) must be visually appealing and
easy to understand

4 Mobile handsets must be visually appealing, of high quality | 1---2---3---4---5
and user friendly

5 Excellent MT companies must provide services at the 1---2---3--4---5
promised time

6 Excellent MT companies must show a sincere interest to 1--2--3--4--5
solve them when customers have problems.

7 Must provide excellent coverage 1---2---3---4---5

8 Must provide value added services such as e-mail, 1---2---3---4---5
Internet, e-commerce, voice mail, information (about
weather, sports, stock exchange etc.)

9 Must provide customers accurate and error free records 1--2---3---4---5

10 | Employees of excellent MT companies must tell customers | 1---2---3---4---5
exactly when services will be performed

11 | They must give prompt service to customers 1---2---3---4---5

12 | They must always be willing to help customers 1--2---3---4---5

18 | They must never be too busy to respond to customers 1---2--3--4--5
requests

14 | Excellent MT companies must have employees with 1---2--3---4--5
behaviour that instils confidence in customers

15 | Customers must feel safe in their transactions 1--2---3---4--5

16 | Employees of excellent MT companies must be must be 1--2--3--4--5
consistently courteous to customers

17 | They must have the knowledge and skills to serve 1--2--3--4--5
customers

18 | Excellent MT companies must give customers individual 1--2--3--4--5
attention

19 | Must operate 24 hours per day, 7 days a week 1---2---3---4---5

20 | Must have employees who give customers personal 1--2--3--4--5
attention

21 | Excellent MT companies must have their customers' best 1--2--3--4--5
interests at heart _

22 | Their employees must understand customers’ specific 1--2--3--4--3

needs
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B. PERCEPTIONS

No | PERCEPTIONS GRADE

1 The Mobile telephony (MT) company has visually 1---2--3---4---5
appealing physical facilities

2 The employees have professional and neat appearance 1--2--3---4---5

3 Materials associated with the service (manuals, 1---2---3---4---5
pamphlets, statements) are visually appealing and easy to
understand

4 Mobile handsets are visually appealing, of high qualityand | 1 -—-2-—-3-—-4 -5
user friendly

5 MT company is providing services at the promised time 1--2---3--4--5

6 When customers have problems, the employees of the MT | 1 ---2---3---4---5
company show a sincere interest in solving them

7 MT company provides excellent coverage 1---2---3---4---5

8 Provides value added services such as e-mail, Internet, e- | 1---2---3---4---5
commerce, voice mail, information (about weather, sports,
stock exchange etc.)

9 Provides customers accurate and error free records 1---2---3---4---5

10 | The employees of the MT company tell customers exactly | 1---2--3---4---5
when services will be performed

11 | They give prompt service to customers 1--2--3--4---5

12 | They are always willing to help customers 1--2---3---4---5

13 | They are never too busy to respond to customers requests | 1---2---3---4---5

14 | Employees behaviour instils confidence in customers 1--2--3--4---5

15 | Customers feel safe in their transactions 1--2--3---4---5

16 | Employees are consistently courteous to customers 1--2---3--4--5

17 | They have the knowledge and skills to serve customers 1--2--3--4--5

18 | The Mobile Telephony company gives customers 1---2--3--4--5
individual attention

19 | The MT company operates 24 hours per day, 7 days a 1--2---3---4--5
week

20 | The MT company has employees who give customers 1---2---3--4--5
personal attention

21 | The MT company has its customers' best interests at heart | 1---2---3 - 4--5

22 | The employees understand customers’ specific needs 1---2---3---4---5

290




C. IMPORTANCE

No | ATTRIBUTES IMPORTANCE
1 Visually appealing physical facilities of Mobile Telephony 1---2--3---4--.5
(MT) company and the shops representing it in keeping
with the type of services provided. |
2 Employees with professional appearance and well dressed | 1---2---3--4---5 |
3 Materials associated with the service (manuals, 1---2---3---4--5
pamphlets, statements) visually appealing and easy to
understand
4 Mobile handsets visually appealing, of high quality and 1--2--3--4---5 |
user friendly
5 Provision of services at the promised time 1--2---83---4---5
6 When customers have problems show a sincere interestin | 1 -—2--3---4 -5
solving them.
7 Provision of excellent coverage 1---2---3---4--5
8 Provision of value added services such as e-mail, Internet, | 1---2--3--4-—-5
e-commerce, voice mail, information (about weather,
sports, stock exchange etc.)
9 Provision of accurate and error free records 1--2---3---4---5
10 | Employees of MT companies telling customers exactly 1--2--3--4--5
when services will be performed
11 | Employees give prompt service to customers 1--2---3---4---5
12 | Are always willing to help customers 1---2---3--4--5
13 | Never too busy to respond to customer requests 1---2---3---4---5
14 | Employees with behaviour that instils confidence in 1---2--3--4--5
customers
15 | Customers fee safe in their transactions 1--2--3---4--5
16 | Employees consistently courteous to customers 1--2--3--4--5
17 | Have the knowledge and skills to serve customers 1--2--3---4--5
18 | Mobile telephony companies giving customers individual 1--2--3--4--5
attention
19 | Operating 24 hours per day, 7 days a week 1--2--3--4--5
20 | Have employees who give customers personal attention 1---2---3---4--5
21 Mobile Telephony companies have their customers’ best 1--2---3--4--5
interest at heart.
22 | The employees of MT companies understand customers’ 1---2--3--4--5

specific needs

D. OVERALL QUALITY

Your evaluation concerning the overall quality of the mobile telephony services:

VERY POOR 1 ---2 --- 3 ---4 ---5 EXCELLENT

E. VALUE

The price charged for the mobile telephony service is :

VERY LOW 1---2--3---4--5 VERY HIGH
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The personal/physical risk associated with using this service is :
VERY LOW 1---2--3---4--5 VERY HIGH

The overall value (quality minus price) received from this service is :
VERY LOW 1--2--3---4---5 VERY HIGH

F. SATISFACTION

Overall, with mobile telephony service you are :
VERY UNSATISFIED 1 ---2---3---4---5 VERY SATISFIED

G. FUTURE PURCHASE BEHAVIOUR / PURCHASE INTENTIONS

How likely is it to repurchase the service from the same mobile telephony operator?
VERY UNLIKELY 1---2---3--4--5 VERY LIKELY
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APPENDIX I
THE ADAPTED SERVQUAL

Tangibles

1.Mobile Telephony companies with visually appealing physical facilities
2.Employees with professional and neat appearance

3.Materials associated with the service (manuals, pamphiets, statements)
visually appealing and easy to understand.

4. Mobile handsets visually appealing, of high quality and user friendly.

Reliability

5. Mobile telephony companies providing services at the promised time

6. When customers have problems showing a sincere interest in solving them.

7. Providing excellent coverage

8. Providing value added services such as e-mail, Internet, e-commerce, voice
mail, various types of information (weather, sports, stock exchange etc.)

9. Providing their customers accurate and error free records

Responsiveness

10. Employees of mobile telephony companies telling customers exactly when
services will be performed.

11. Giving prompt service to customers

12. Always be willing to help customers

13. Never be too busy to respond to customer requests

Assurance

14. Employees with behaviour that instils confidence in customers
15. Customers feeling safe in their transactions

16. Employees consistently courteous with customers

17. Employees having the knowledge and skills to serve customers

Empathy

18. Mobile Telephony companies giving customers individual attention

19. Operating 24 hours per day, 7 days a week |

20. Having employees who give customers personal attention

21. Mobile Telephony companies having their customers' best interests at heart
22. Their employees understanding customers’ specific needs
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APPENDIX IV

THE FINAL RESEARCH SURVEY QUESTIONNAIRE

USER’S NAME
ADDRESS el
TEL.
MOBILE TELEPHONY OPERATOR:

Cosmpte O Telestet (total) O

Prepaid (Cosmocarta) | Prepaid (B-Free) O

Panafon (total) O

Panafon ala Carte) O

TYPE OF USAGE : Business 0 Personal O Both O

PAYMENT OF THE MONTHLY BILL :
By the user O By others I

DEMOGRAPHIC CHARACTERISTICS

1. AGE : 18-24 1 25-34 0 35-44 0  45-5401 55-64 O]
2. GENDER : Male Ol Female OO
3. REGIONAL LOCATION :

Athens O Larisa O

Thessaloniki O Patra d
4. EDUCATION :
University O Primary O
Post-secondary schools O No education O
Secondary O
5. OCCUPATION :
Businessmen O Workers
Managers O Farmers .
Top executives a Homemakers/retired/
Employees O Unemployed

Students

6. FAMILY STATUS
Married d Not married
Cohabiting O Widowhood
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Divorced O

7. CHILDREN AT HOME

Under 18 years old O No children O
Over 18 years old O

A. EXPECTATIONS

DIRECTIONS: This part of the survey deals with your expectations concerning mobile
telephony service. Based on your experiences as a customer of a mobile telephony
service, please think about what the ideal mobile telephony company should deliver.
Think about the mobile telephony company with which you would be pleased. Please
show the extent to which you think such a mobile telephony company must possess the
attributes described below. You will do this by using the scale presented below. If you
believe an attribute is not at all important for the ideal mobile telephony company you
have in mind, circle the number '1'. If you believe an attribute is very important circle the
number '5'. If your beliefs are less strong, circle one of the numbers in the middle. There
are no right or wrong answers, all we are interested in is a number that truly reflects
your beliefs regarding the mobile telephony company that would deliver excellent
quality of service, a number that shows your expectations from companies offering
mobile telephony services.
1--2---83--4--5
STRONGLY DISAGREE STRONGLY AGREE

B. PERCEPTIONS SECTION

DIRECTIONS: This part of the survey deals with your perceptions concerning mobile
telephony service. Please show the extent to which you believe mobile telephony
companies provide each one of the attributes. If you circle a '1" means that you strongly
disagree that mobile telephony companies have that attribute, and if you circle a '%'
means that you strongly agree. You may also circle any of the numbers in the middle
that show how strong your feelings are. There are no right or wrong answers, all we are
interested in is a number that really shows your perceptions about mobile telephony
services.
1---2---3---4--5
STRONGLY DISAGREE STRONGLY AGREE

C. IMPORTANCE

DIRECTIONS: This part of the survey deals with the importance of each one of the
attributes described in your decision to purchase a mobile telephony service. A 5
means you consider the attribute very important in your decision to pur_chase mobile
telephony service, a '1' means it is not at all important. There are no rl.ght or wrong
answers, all we are interested in is the importance of each one of the attributes in your
decision to purchase mobile telephony service.
{1--2--3--4--5
VERY UNIMPORTANT VERY IMPORTANT

A. EXPECTATIONS
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EXPECTATIONS

GRADE

Excellent Mobile Telephony (MT) companies must have
visually appealing physical facilities

1--2--3-—-4--5

2 Its employees must have professional and neat 1--2---3--4---5
appearance

3 Materials associated with the service (manuals, 1--2--3--4--5
pamphlets, statements) must be visually appealing and
easy to understand

4 Mobile handsets must be visually appealing, of high quality | 1---2---3---4---5
and user friendly

5 Excellent MT companies must provide services at the 1---2---3---4--5
promised time

6 Excellent MT companies when customers have problems 1---2---3--4---5
must show a sincere interest to solve them.

7 Must provide excellent coverage 1---2---3---4---5

8 Must provide value added services such as e-mail, 1--2---3--4--5
Internet, e-commerce, voice mail, information (about
weather, sports, stock exchange etc.)

9 Must provide customers accurate and error free records 1---2---3--4---5

10 | Employees of excellent MT companies must tell customers | 1---2---3---4---5
exactly when services will be performed

11 | They must give prompt service to customers 1---2---3---4---5

12 | They must always be willing to help customers 1---2--3--4--5

13 | They must never be to busy to respond to customers 1---2--3--4--5
requests

14 | Excellent MT companies must have employees with 1---2---3---4---5
behaviour that instils confidence in customers

15 | Customers must feel safe in their transactions 1--2---3---4---5

16 | Employees of excellent MT companies must be must be 1---2---3--4---5
consistently courteous with customers

17 | They must have the knowledge and skills to serve 1---2--3--4-5
customers

18 | Excellent MT companies must give customers individual 1--2--3--4--5
attention

19 | Must operate 24 hours per day, 7 days a week 1---2---83---4---5

20 | Must have employees who give customers personal 1--2--3--4--5
attention

21 | Excellent MT companies must have their customers' best 1---2--3--4--5
interests at heart _

22 | Their employees must understand customers’ specific 1--2--3--4--5

needs
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B. PERCEPTIONS

No | PERCEPTIONS GRADE

1 The Mobile telephony (MT) company has visually 1--2---3--4--5
appealing physical facilities

2 The employees have professional and neat appearance 1--2--3--4---5

3 Materials associated with the service (manuals, 1--2---3--4---5
pamphlets, statements) are visually appealing and easy to |
understand |

4 Mobile handsets are visually appealing, of high qualityand | 1---2---3---4---5
dser friendly %

5 MT company is providing services at the promised time 1---2---3--4--5

6 The employees of the MT company, when customers have | 1 -2 -3 — 4 - 5
problems, show a sincere interest in solving them

7 MT company provides excelient coverage 1--2--3---4--5

8 Provides value added services such as e-mail, Internet, e- | 1--2---3--4---5
commerce, voice mail, information (about weather, sports,
stock exchange etc.)

9 Provides customers accurate and error free records 1---2---3---4---5

10 | The employees of the MT company tell customers exactly | 1--2--3--4---5
when services will be performed

11 | They give prompt service to customers 1---2---3---4---5

12 | They are always willing to help customers 1---2--3--4---5

13 | They are never too busy to respond to customers requests | 1---2---3---4---5

14 | Employees behaviour instils confidence in customers 1--2---3--4---5

15 | Customers feel safe in their transactions 1---2--3--4---5

16 | Employees are consistently courteous with customers 1---2---3---4--5

17 | They have the knowledge and skills to serve customers 1--2--3--4--5

18 | The Mobile Telephony company is giving customers 1---2---3--4---5
individual attention

19 | The MT company is operating 24 hours per day, 7 days a 1---2---3--4--5
week

20 | The MT company has employees who are giving 1---2--3--4--5
customers personal attention

21 | The MT company has its customers' best interests at heart | 1 --- 2---3---4---5

22 | The employees understand customers’ specific needs 1--2--3--4--5
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C. IMPORTANCE

No | ATTRIBUTES IMPORTANCE

1| Visually appealing physical facilities of Mobile Telephony | 1 -2 -3 -4 —5 |
(MT) company and the shops representing it in keeping ;
with the type of services provided.

2 Employees with professional appearance and well dressed | 1---2---3---4---5

3 Materials associated with the service (manuals, 1---2---3---4---5
pamphlets, statements) visually appealing and easy to
understand

4 Mobile handsets visually appealing, of high quality and 1---2---3--4--5
user friendly

5 Provision of services at the promised time 1--2--3--4---5

6 When customers have problems showing a sincere 1---2---3--4---5
interest to solve them.

7 Provision of excellent coverage 1---2---3---4---5

8 Provision of value added services such as e-mail, Internet, | 1---2---3---4---5
e-commerce, voice mail, information (about weather,
sports, stock exchange etc.)

9 Provision of accurate and error free records 1---2---3---4---5

10 | Employees of MT companies telling customers exactly 1--2--3---4---5
when services will be performed

11 | Employees giving prompt service to customers 1--2---3---4--5

12 | Always be willing to help customers 1--2--83--4--5

13 | Never be too busy to respond to customers requests 1---2---3---4--5

14 | Employees with behaviour that instils confidence in 1--2--3--4--5
customers

15 | Customers feeling safe in their transactions 1--2---3---4--5

16 | Employees consistently courteous with customers 1--2--3-—-4--5

17 | Having the knowledge and skills to serve customers 1---2--3---4--5

18 | Mobile telephony companies giving customers individual 1--2--3--4--5
attention

19 | Operating 24 hours per day, 7 days a week . 1--2--3--4--5

20 | Having employees who give customers personal attention | 1---2--3---4---5

21 | Mobile Telephony companies having their customers’ best | 1---2---3---4---5
interest at heart.

22 | The employees of MT companies understanding 1---2--3---4---5

customers’ specific needs

D. OVERALL QUALITY _ o
Your evaluation concerning the overall quality of the mobile telephony services:

VERY POOR 1 ---2---3 ---4 ---5 EXCELLENT

E. VALUE o
The price charged for the mobile telephony service Is .

VERY LOW 1--2--3--4--5 VERY HIGH

The personal/physical risk associated with using this service is

VERY LOW 1 ---2---3---4--5 VERYHIGH

The overall value (quality minus price) received from this service is :
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VERY LOW 1---2--3--4--5 VERY HIGH

F. SATISFACTION
Overall, with mobile telephony service you are :
VERY UNSATISFIED 1---2--3--4--5 VERY SATISFIED

G. FUTURE PURCHASE BEHAVIOUR / PURCHASE INTENTIONS

How likely is it to repurchase the service from the same mobile telephony operator?
VERY UNLIKELY 1---2---3--4---5 VERY LIKELY

How likely would it be to recommend your mobile operator to someone you
know?

VERY UNLIKELY 1---2--3--4--5 VERY LIKELY
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